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Blog #1 

Q&A With Jay (Part 82) 

Words of Wisdom by Jay Abraham 

  

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

* “What is your philosophy around being strategic versus tactical?” 
* “How do I scale my local company?” 
* “As our company scales and grows, how do we maintain fulfillment?” 

  

Q: “What is your philosophy around being strategic versus tactical?”  

A: My belief is that every entrepreneur needs to be a strategist. So many 
entrepreneurs are tacticians. You don’t want to be expending your time, effort 
and opportunity on static activities that are episodic, erratic, and that aren’t 
enhancing or advancing a long-term, masterful end-game plan.  

If you don’t know your end-game plan, you end up doing a little bit of everything 
without congruency and without having what you do pay off over and over again. 
As a strategist, you only do things that enhance and advance your big game 
plan. 

 

 

Q: “How do I scale my local company?” 

A: If you have implementation and/or processes that are better than a majority of 
the people you compete against, you can license or partner with other regional 
companies. We’ve done this with sawmill companies that had processes for 
reducing energy costs and increasing the quality of wood. We’ve done this with 
car washes that had upgrade systems that quadrupled the number of sales. The 
list goes on.  

If you’ve got a process, rather than trying to start businesses, find companies that 
want to be great and explain to them how you can make them more successful. 
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You can do deals like this for tens of thousands of dollars a month plus a 
percentage of the increase. 

 

 

Q: “As our company scales and grows, how do we maintain fulfillment?” 

A: If you have a success process you can prove, all you have to do is go on 
LinkedIn and look for people who have worked for any of your competitors or 
related industries. If you explain to them how you have a turnkey process that 
you can prove to them works, and all you need is people to help deliver it 
congruently – you will be able to maintain fulfillment. Plus, this approach won’t be 
difficult for you if you have the proof.  
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Blog #2 

Q&A With Jay (Part 83) 

Words of Wisdom by Jay Abraham 

  

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

* “I have an invention. How do I bring it to market without people stealing 
my intellectual property?” 

* “I want to grow my business faster. How do I do it?” 
* “How can I more easily reach decision makers?” 

  

Q:  “I have an invention. How do I bring it to market without people stealing my 
intellectual property?”  

A: Let me give you a different way to think about this: Even with a strong patent – 
if you don’t have deep pockets, you could get buried by a big corporation.  

If you can find a partner with the right company and they have resources – that 
might be a better approach. You might want to see if there is a big organization 
or niche organization that has more to gain by taking over your invention. You 
might be better off with a small royalty and not trying to do it all yourself.  

If you can license the invention to somebody and get a royalty and some front 
money, you can then focus on innovating. If you don’t want to be an operator or a 
money raiser to protect the invention, flip your invention to people that have more 
to gain and let them deal with it. 

  

 

Q: “I want to grow my business faster. How do I do it?” 

A: When you have a good model that will scale if you bring other people in, you 
want to find people who already have access to the influencers, entities, or profile 
of people you want and then partner with them. They’ve already got the trust, 
influence, access, distribution, and more – you can do what you want to do 
faster.  
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Figure out who already has access to your market and isn’t threatened by what 
you do and partner with them. However – before you do this, make sure your 
model makes sense and there is enough in it to make it worthwhile for the 
partner. 

  

 

Q: “How can I more easily reach decision makers?” 

A: Figure out everybody who already has a relationship with the decision maker 
you’re trying to reach. Who is already selling to them? Who already has access? 
Who already have their trust? Who has worked with them?  

Look at LinkedIn. Look at all the providers who sell to them. You can have them 
take your product or service on and if it has long-term recurring revenue, give 
them all the frontend profit so they get rewarded for starting the relationship. Do 
the research and then develop your proposition. 
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Blog #3 

The Competition Conversation 

Words of Wisdom by Jay Abraham 

  

Do you really know what your competitors are doing? Do you comprehensively 
study the competition? Whether you are local, national or international, you need 
to stay aware of and study how your competition markets. You need to study 
what their position is, what their strengths are, what their weaknesses are and 
what their messages are. 

• Do you study their websites? 
• Do you know what they do better than you? 
• Do you know what you do better than them? 
• Have you studied the alternatives? 

 

When you compete in a market today, you are competing on a worldwide basis 
whether you like it or not. You are competing with everyone in your generic 
category. You are also competing with inertia – people who opt not to take action. 
You are also competing with people in alternative categories. For example: If you 
sell a supplement or a weight loss product, you are competing directly with 
anyone who sells supplements or weight loss. In addition – you are also 
competing with health clubs, exercise equipment, health videos, personal 
trainers, and more. You ought to be studying what they are saying and how they 
are selling. You want to look for elements you can model, apply, adapt and/or 
adopt. 

  

If you know what the competition is doing better and worse, how they are 
reaching the market and what they are saying, yet you are still losing out to the 
competition, you might be convinced it the problem is pricing. However, you have 
to consider whether this is actually true or not. Do you really know what value 
means to your market? You can always find a way to package differently. You 
can change your model. You don’t have to compete in a generic manner. 
However, until and unless you understand what is driving the results, or lack 
thereof, you are getting, you can’t change them. 
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If you’re not modeling, studying, and evaluating your competition – you need to 
be. You should be buying from all your direct and indirect competition and very 
carefully evaluating what they are doing, what they are saying, and how they are 
guiding your market. You have to find out what your direct and indirect 
competitors are doing. How are they connecting? How are they articulating? 
What does the market want to hear? What are the communication factors? What 
are the alternatives your market has to choose from? What are the value 
propositions? You can’t outperform the competition until you know who it is, what 
it is and why it is. 
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Blog #4 

Creating A Consistent Business 

Words of Wisdom by Jay Abraham 

  

Most entrepreneurs are erratic, episodic, and tactical in their marketing and 
selling. What you need to be building is a sustaining, predictable, ever-multiplying 
stream of new buyers and repeat buyers. To do this you need a continuum of 
prospect drivers, conversion processes, and systematic approaches that will 
keep having people come in, migrate through the gestation process, buy, and 
then be programmed to buy more. 

  

You have to first look at what you are doing to regularly drive business. What are 
you metrics? What do you know from what you are doing? What do you have to 
alter? What do you have to increase? What systems do you have to put in or 
modify? The results you typically get are the result of things you do or don’t do 
and actions you take or don’t take. As such you need to ask yourself these types 
of questions. 

  

A consistent business is one that has an integrated system to start relationships 
with prospects and see who your best clients are and how to communicate with 
them in a way that results in sequential, ascending and repeat commitments and 
purchases. When you do this right, you are being strategic and you develop 
ongoing systems that are constantly converting clients. 

  

Erratic business, as opposed to consistent business, is usually a byproduct of 
erratic marketing. If you don’t have consistent, continuous and multi-pillar system 
driving prospects and bringing them through a system you can predictably 
project, and if you don’t have any idea what your metrics are, you have no right to 
complain about erratic business because it’s a function of what you have created 
for yourself. 
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Blog #5 

Mediocre Marketing or Marketing Mastery? 

Words of Wisdom by Jay Abraham 

  

Great marketing requires great understand of the psychology of your market, 
reason why, benefit based thinking, logical thinking, value based thinking, what 
your market wants and needs, market resonance, emotional intelligence, testing 
of different propositions, media, markets, conversion processes and a lot much 
more. 

  

Great marketing is really the ability to communicate with your market in an 
educated way, and with great clarity, that there are goals they want and the 
fulfillment of these goals will profoundly enhance the quality of their life or 
business. Great marketing communicates that you understand their goal better 
than anyone else and that your company, product and/or service has the 
wherewithal and ability to be the fulfillment of their desire. 

  

As Peter Drucker said, marketing and innovations are the two drivers of revenue; 
everything else is an expense. If you aren’t masterful at marketing and you aren’t 
constantly trying to improve your marketing, studying everyone else’s marketing, 
trying to adapt and adopt, looking at how other people are selling and marketing 
every day, paying attention to how other people are reaching the market, 
constantly never-endingly integrating more into what you are doing…you are 
likely accepting mediocre marketing. 

  

To become great at marketing means you are looking at all the different ways 
people market and sell. You spend time reading ads. You spend time looking at 
everyone’s communications. You spend time reading all the headlines and 
propositions you can and see how they resonate, provoke and stimulate. You 
spend time looking at all the different offers people make whether they are free 
offers, entry offers, initial buying offers, free trial offers and more. You spend time 
evaluating how, why and when people do things as well as the integrations and 
correlations. You spend time thinking about how to adapt and adopt different 
marketing approaches.  
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If you don’t spend any time doing these things, how can you possibly have great 
marketing? Here’s the lesson: Commit to marketing mastery.  
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Blog #6 

The Two Mindsets You Need To Achieve More 
Impact, Results and Profits 

Words of Wisdom by Jay Abraham 

  

If you want to achieve more impact, results, profit, and get more clients and 
prospects without spending more money, you need to determine the highest and 
best ways to make the same effort, time, money, advertising, location, people, 
and more produce multiple times more output. This is what Leverage Marketing 
is all about. Leverage isn’t about risk. It’s about attaining far more performance 
out of everything you do, everyone who does it, every way you do it and 
everyone you interact with. You have to think of everyone and everything that 
can be a multiplier for you. In order for them to be a multiplier for you, you have to 
be a multiplier for them. That ties back to Preeminence. 

  

You have to know what you’re doing, how it’s doing, how the elements within it 
are doing, how you can do it better and how to integrate, add or replace what 
you’re doing with better ways to do it. This means elevating your scope of 
attitude, commitment, passion and conviction to adding more value than anyone 
else you compete against.  This includes not just adding value to your market of 
buyers but also your team so that the team will perform at their potential.  

 

On top of this, you need to look at your direct market, indirect market and 
alternative market. And on top of that, you’re also competing against inertia 
where people procrastinate and equivocate. If you don’t know all of this, and 
more, you can’t create what I call an Optimal Strategy for superior performance 
and out-thinking, out-promoting, out-servicing and out-strategizing the 
competition. You can’t optimize if you don’t have a context or broader 
understanding of what’s possible and your options, opportunities, alternatives 
and choices. 

  

Truthfully, the quality of service by most companies is often mediocre and the 
attitude toward the buyer-seller relationship can be very impersonal. This is often 
accepted as the normality which gives you an advantage because if you can 
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elevate it, you will stand out so favorably. You can revere to the marketplace 
what, how and why your processes and methodologies can impact them. You 
can raise the value of what you offer so you can charge more. You can break out 
what you do into multiple versions that are less expensive, more expensive, 
easier to start with and more advanced. However, you can’t do any of this until 
you first have a mindset directed toward higher leverage and optimization.  
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Blog #7 

The Referral Advantage: A Profit Increasing 
Technique Your Competitors Overlook 

Words of Wisdom by Jay Abraham 

  

Most business owners spend the majority of their opportunity cost and money in 
the outside market running ads, attending trade shows, running pay-per-click or 
Facebook ads trying to create an outer level of trust in order to migrate that trust 
to a purchase. This can take a lot of time and money before it converts. Now, 
consider a different approach: Think about an existing, satisfied client.  

 

When you think about the referrals you get from satisfied, trusting clients, you 
probably realize they buy faster, negotiate less, buy more things more often, refer 
more people and they are more enjoyable to work with. So, if you think about 
where you might be putting most of your time and attention versus where your 
real opportunity lies, from a critical thinking perspective, can you see how there 
might be something wrong with this picture? 

  

Not every referral strategy will work for you, but I’ve discovered 93 referral 
systems you could be utilizing. They can take your referral generation and 
elevate it beyond being episodic. If the majority of your business comes to you 
organically without you having any real system (or multiple systems), it’s 
axiomatic and obvious that if you had anything that would formally stimulate more 
referrals it would be all profit with no marketing or selling cost. It’s pretty obvious, 
isn’t it?  

 

The good news for you is that this is rarely obvious to your competitors. What a 
great opportunity and advantage for you! 
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Blog #8 

A Definitional Deep Dive Into What I Do 

Words of Wisdom by Jay Abraham 

  

When people ask me what I do, I tell them I’m a finder of… 

 

HIDDEN ASSETS: Most business owners are taught to look at assets on a 
balance sheet. Yet, your assets can be your brand, buyers, prospects, 
distribution channels, processes you excel at, relationships you can utilize as an 
endorser, provider or partner in selling to different markets and more. 

  

OVERLOOKED OPPORTUNITIES: Whether you sell one thing one time or sell 
something over and over again, usually the sooner you start a relationship, the 
sooner someone will buy the next thing, and then the next. If you don’t have a 
next thing to sell, understand that your buyer will buy something else before, 
during and/or after if you don’t sell them. That is an overlooked opportunity to 
align with partners. Likewise, it’s an opportunity to partner with all the other 
people who can feed you buyers. 

  

AND UNDERPERFORMING ACTIVITIES: If you look at your revenue 
generation, there are factors, forces and elements that drive what is happening. 
You either control them or they control you. Most businesses have within their 
revenue generating system between 25 and 50 impact points they don’t think 
about.  

For example, you can change the way you open your website with a powerful 
headline and it can double, then re-double, the number of people that stay on 
your website, opt-in and/or buy. You can change an email subject line in the 
same manner and double, then re-double your results. You can change the 
proposition and double or triple your results. You can change your risk reversal 
and/or guarantees and double business. You can change your bonuses and 
double your business. You can start relationships with less resistance utilizing 
lower end products or by offering to buy someone a first experience gratis 
thereby quintupling your prospect lead flow and lead quality.  
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If you have salespeople but you don’t know which ones excel or are weak at 
different facets of selling, you’re sub-optimizing. If one salespeople is 5 times 
better at opening accounts but you have them also retaining accounts and 
another salesperson is 3 times better at retaining accounts but they are also 
trying to open accounts, they aren’t effective at each other’s activity and you 
should consider utilizing everyone at their maximum capacity.  

All the examples I’m sharing with you here are impact factors. You can look at all 
the activities you are performing right now and make the same effort, same staff, 
same market access and same company double and re-double in terms of 
results. If you make things better you can throw off windfall profits to finance the 
conservative integration and adoption of higher performing alternative or fortifying 
additional approaches. 
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Blog #9 

The Power of Working On The Geometry of Your 
Business 

Words of Wisdom by Jay Abraham 

  

The concept of geometry can be applied to all kinds of revenue aspects in your 
business. If you have a certain number of clients with a certain average unit of 
sale and who purchase a certain number of times per year, simply by increasing 
each of these numbers by a mere 10% it produces a 33% increase in your 
bottom line. If you do this on five or six gradients the results are astronomical. 
Plus, it’s easier doing this than trying to linearly grow your business. It’s power 
lays in understanding geometric leverage thinking. 

  

Let me give you a very simple example to demonstrate: Imagine you have 1,000 
clients with an average unit per sale of $100 who purchase 2 times a year. Your 
total revenue is $200,000. With geometric thinking, a mere 10% increase in each 
of these three areas – 1,100 clients, $110 unit per sale, and 2.2 times a year 
purchase frequency – results in $266,200 in revenue or a 33% increase. Now, 
imagine you increased your number of clients, average transaction size and 
frequency of purchase by 33%. You would have 1,333 clients purchasing an 
average unit size of $125 three times a year thus totaling $499,875 in revenue. 
The results are exponential. This is why working on the geometry of your 
business is so powerful. 
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Blog #10 

Connecting With People At The Deepest Level 

Words of Wisdom by Jay Abraham 

  

As human beings we are very self-consumed. We rarely want to be taken out of 
our comfort zone. This comfort zone could include the way we live our life, the 
way we operate our business and so on. However, the moment you leave your 
own world and travel outside to study how other people live their lives in other 
industries and study the minds, lives and motives of your clients, team members 
and your family, your perspective broadens. If you don’t commit yourself to try 
and understand, appreciate, examine, evaluate, acknowledge and respect how 
other people see life you’ll never be able to connect with them at the deepest 
levels possible. You have to feel what it’s like to be them. 

  

If you own a business, you may have people working for you. Understand this: 
They have hitched their hopes and dreams to you. You are their future. You are 
their security. If you’re difficult, not encouraging or unclear on your vision, you 
can’t really blame them. To that point, many entrepreneurs complain about being 
unable to find talented people. My suggestion is this: If you can’t get them, why 
don’t you grow them? Statistically speaking the average employer receives about 
20% of the capabilities of their team. They are losing 80% every day. Your team 
is not underperforming because they can’t perform. The reason your team 
doesn’t perform better is because you need to help them grow and develop. 

  

The more you understand the mind of your market, your team members and your 
vendors, the more powerful you will be in your contribution and connectivity. 
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Blog #11 

The Credibility Conversation 

Words of Wisdom by Jay Abraham 

  

Everything you can do to take risk and put ethical advantage on your side while 
simultaneously outplacing risk and ethical disadvantage to the competition is 
smart. You want to ask yourself who can help you build more credibility, word of 
mouth and trust in the marketplace. How can you do this? Let me give you some 
real world examples... 

  

We have over 50,000 documented success stories around the world. When I 
started I put together a book that weighed 8 pounds filled with success stories. 
When someone would call my office asking why they should do business with 
me, I would ask them for their address and say I was going to give them a book 
that had 500 people in it that had answered their question. I would then send the 
book with 500 testimonials and it would blow their mind. We would also run 20 
page ads in airline magazines that would have three full pages of people from all 
over the world from all kinds of businesses with their full name and daytime 
phone numbers people could call. 

  

I’ve been interviewed five times in Success Magazine, featured twice in USA 
Today, Forbes called me one of the top five CEO coaches in the world, and on. 
Now, most of the articles don’t bring in as much business as you might think. 
However, when you take all this credibility, you can utilize it. How? You can put it 
on the wall in your business. If you solicit, you can put it in brochures. You can 
place it on your websites. All things being equal you are now making the 
credibility balance so much better for yourself. If you can write a column in a 
trade magazine or write a book, it elevates you.  

 

In addition, you can buy a copy of your book for everybody and utilize it to elevate 
your business. In our business we give away four full books full of distinctions 
and masterful business strategies and it elevates my credibility in the 
marketplace. 
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Think about this critically: Imagine there are two restaurants. One has 18 articles 
written about them and the other has none. Which would you go to all things 
being equal? In fact, even if the foods better at the restaurant that has nothing 
written about them, you would still positively prejudice the restaurant with 
credibility. You want to start with what’s available. If you have before-and-after 
case studies you can utilize those to dimensionalize your credibility and value. 
Further, if you’re already operating at an elevated level, you should have many 
different satisfied clients who should be willing to give you testimonials. 

  

Now, let me give you an action step you can take right now: Go to every one of 
your satisfied clients and have them give you a testimonial. Every time you do 
anything get as many people as you can to affirm what they got out of it. Try and 
get a video testimonial. If you can only get audio, that’s fine. You can take the 
video and/or audio and transcribe it and put it on a letterhead and have them sign 
it. Credibility is a leverage factor that can double or even triple your results. When 
you compete against ordinary businesses, it won’t be any contest. You’ll blow 
people away with your credibility, reach and scope – not because of what you’re 
saying, but because of what everyone else is saying about you and your 
company. 

  

 

 

 

 

 

 

 

 

 

 



 21 

Blog #12 

Where Is The Money? 

Words of Wisdom by Jay Abraham 

  

If we were to look at all the marketing you do, all the things you try and all the 
money you spend, it’s likely that at least half is not targeted where the money 
really is. How so? You might be buying and paying for readership that isn’t really 
your prospect. You might be making an offer that is too general – or no offer at 
all.  

 

To give you an example, everybody in the industry when I started was running 
ads in newspapers and magazines for their seminars and they were selling them 
for $500. I sold my events for $15,000 and I wasn’t running any ads. I went to all 
the people who had the market – investment newsletters, business magazines, 
etc.–  and made them my partners instead of paying for advertising.  

 

When I got into the gold business we didn’t run any ads or TV commercials. 
Instead, we went to people that sold seminars on hard asset investing; we went 
to the newsletters people paid for to get advice; we went to publishers selling 
books on the topic; and more. All these people became our partners and we sold 
$2 billion worth of gold. The lesson? That’s where the money was. Ask yourself: 
Are you really targeting where the money is? 
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Blog #13 

The Parthenon Approach To Revenue Growth 

Words of Wisdom by Jay Abraham 

  

Almost every business in the marketplace depends on one primary source of all 
its revenue. It could be salespeople, pay-per-click, location, or any other number 
of approaches. They rely on one marketing approach to grow and sustain their 
business. I called this sort of dependency the “Diving Board Philosophy”. A diving 
board is not a permanent propellant. Yes, you do go up…until you start going 
down. For example, if you rely on a sales-force, then if anything goes wrong – 
your sales people get hired away, become your competitors or they leave – your 
whole business is compromised. 

  

Now, imagine adding one more support pillar to stabilize your business. If you do 
this, it makes your business more stable. Taking this a step further, what would 
happen to your revenue and profitability level if you combined a wide array of 
marketing approaches? Instead of depending on one marketing approach to 
uphold your revenue platform (e.g. salespeople), say you added multiple pillars 
underneath that platform (e.g. joint ventures, direct mail, advertising, 
endorsements, backend marketing, referral systems and so on). By adding 
multiple pillars you and your business operate under what I call “The Parthenon 
Philosophy”. 

  

If your main business is generating 100% and you were to add 8 or 9 more 
sources of revenue generation, and each approach adds, for example, 10%, you 
are putting the power of geometry to work in your business and you’re getting 
massive upside leverage. On top of that, within every pillars – such as referral 
systems, joint ventures, direct mail, etc. – you can have sub-pillars. While one 
pillar may be Referral Systems, you can have 93 unique referral system sub-
pillars. 

  

The point here is that if you’re doing very few or none of these things, you can 
now see how much more is possible.  
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Blog #14 

Reflections On Your Entrepreneurial Journey 

Words of Wisdom by Jay Abraham 

  

As an entrepreneur, you probably don’t realize that the odds are very high you 
are unknowingly and undeservedly limiting, restricting and constraining the 
amount of people that could be doing business with you, the size of your 
business, the value you could be creating and the joyous connections you could 
be making. However, it’s not your fault. You wouldn’t knowingly try to achieve a 
fraction of a fraction of the opportunities you have available. Most entrepreneurs 
simply don’t know how to optimize and maximize their opportunities until they are 
taught the multitude of ways there are to do it. 

  

You are rewarded in business for the value you create for others. Certainly that 
value is created for clients and buyers that pay you. However it’s also the value 
you create for your team, the value you create for your vendors and the value you 
create for your community. There are many intangibles that are very powerful. If 
you’re motivated by the wrong thing, you will never get the reward. 

  

Reflect on how you got into your entrepreneurial circumstance. Consider the 
ways you can rise to an elevated place where your entrepreneurial journey is 
both rewarding financially, rewarding personally and where you are making 
people better off each and every day inside and outside your business. 
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Blog #15 

Are You A Proprietor or An Entrepreneur? 

Words of Wisdom by Jay Abraham 

 

There are two kinds of business people: Proprietors and Entrepreneurs. Here’s 
the difference between the two… 

  

A proprietor tries to make money and just make it through life. They don’t want to 
work for anyone else even though he or she has really bought themselves a job. 
They don’t try and innovate. They don’t make efforts to grow and develop 
themselves or their team. They don’t put a lot of thought into enhancing their 
reputation. They simply try to render an adequate enough product or service from 
which they can make profit. 

  

A true entrepreneur starts out in the beginning looking at an industry, niche or 
business and realizes how much better he or she can make it. They see how 
they can make the experience better. They desire to make the recipient or client 
have a better outcome. They look for ways to make the product more appealing 
or beneficial. They strive to connect and add value. They are on a mission or 
crusade from the very beginning. They realize the only way to fulfill that mission 
is to neverendingly keep growing themselves, their people, their company, their 
value proposition and their perspective. They are committed to continuously 
evolving. 

  

If you’re a proprietor there is nothing wrong with that. You won’t grow your 
business to its fullest potential, but you can make money and that’s fine. If you’re 
entrepreneur, make a difference. Make a difference externally and internally. 
Become a better leader, teacher and demonstrator. Demonstrate your attributes 
and beliefs through action, not just dialogue. Show by your conduct. Make your 
people great by investing in them. If you do, then the investment you make will 
yield outsized returns and it will make your business great. Your role as a true 
entrepreneur is to be the chief strategist; not the tactician. 
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Blog #16 

Testing: Why It’s The Most Wondrous Gift 

Words of Wisdom by Jay Abraham 

  

Testing is the most wondrous gift your will ever be given. Statistically speaking, 
the odds that everything you are doing you are doing perfectly and optimally is 
zero. Most of the things you are doing are, again, statistically speaking, either 
partially wrong or majorly wrong and you won’t know it unless you ask the 
questions you need to ask of the marketplace.  

 

The marketplace will not lie to you. Your team may just give you their opinion or a 
guesstimate. Your spouse or banker may give you their opinion but it is, again, a 
guesstimate. If you ask the market by putting out different offers, different media, 
different ad structures, different selling approaches, different headlines, different 
prices, different packages, different guarantees and more, they will tell you which 
ones they like and are best because they will either respond or they will not. They 
will buy, opt-in, visit, come in, call for an appointment – and that is the most 
thrilling thing in the world.  

 

You no longer have to guess; you can conservatively test. I have a friend who 
turned $100 dollars and turned it into a billion dollars in total sales. How? He 
tested away. The data speaks. It will tell you exactly what to do and what not to 
do. It will tell you what price to charge and what price not to charge. It will tell you 
what headline to use and which headline not to use. Testing is the greatest tool 
you have, and with all the technology available today it’s even greater. This is 
what makes testing the most thrilling thing in the world. 
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Blog #17 

Is What You Do Work, a Career or a Mission? 

Words of Wisdom by Jay Abraham 

  

Many people have an illusion that you have to have work on one side and life on 
another side. Instead, you want to find an integration. Consider this: It’s not work 
if you’re on a mission. If it’s a mission, it inspires and energizes you. Ask 
yourself: How would you describe what you do? Is it work? Is it a career? Is it a 
mission? If what you do is work, then that’s exactly what it is and it will feel like a 
heavy, negative burden. If what you do is a career, that’s a bit better.  

 

However, when you’re on a mission or a life crusade with a clarity of what your 
purpose is, your life becomes transformational. You can see each and every day 
the impact you’re making by the interactions you’re getting from the market via 
the dialogue, the referrals and the smiles. When you have a mission it brings 
energy, joy and fulfillment. If you can do it with people you really enjoy, you will 
love your life. If you focus on your mission you will accomplish so much more 
than if you simply focus on work or making a profit. 
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Blog #18 

Don’t Delay For Someday 

Words of Wisdom by Jay Abraham 

  

So many people do something to try and get to something else someday else. 
Make sure what you’re doing, how you’re doing it and who you are doing it for is 
fulfilling and purposeful. Don’t delay that which you want for someday because 
someday may not come. Don’t do what makes you unhappy or unfulfilled. Do 
what is your highest calling in life.  

 

Being a tactician or technician is not your highest calling; Being a strategist and 
value creator is. Your life is too short to wait until someday to start enjoying the 
activity, process and people you’re interacting with. You don’t want to be 
prohibited from being the greatest value contributor and meaningful catalyst of 
change, improvement and joy you can be.  

 

However, don’t let your life be lived on other people’s terms. Most people in 
business think success is denominated by having the biggest, fastest growing 
company or having the most beautiful wife or husband or by having the most 
prestige. If you’re unlucky to achieve it for that reason alone, it is anticlimactic.  

 

The heavens won’t open. The angels won’t sing. Euphoria won’t flow from the 
sky. You’re still going to be the same person with the same insecurities, problems 
and stresses. Most people are obsessed with the end product. Yet, in truth, the 
real joy, purpose, meaning and satisfaction in life is the process. This 
conversation is as good as it gets. It’s about making people’s lives better off 
every time you, your business or your team are in their lives. This distinction can 
transform what drives you. 
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Blog #19 

The Only Real Limit Is Your Psychology 

Words of Wisdom by Jay Abraham 

  

There are so many ways to make your business grow. I could give you 500 ways 
to make your business grow – but you don’t need 500 ways. You don’t need 50. 
You don’t even need 25. You just need a few more ways that are better or you 
need to take those ways that are marginal and replace them with higher 
performing ways.  

 

It’s not impossible to grow any business, but most businesses shrink. The real 
problem with being stuck or choked is always psychological. It’s your belief 
system. It’s your paradigm. It’s your mindset.  

 

The skills are not hard to get, but you won’t do anything with them if you don’t 
have the right mindset. Most people don’t have the right mindset driving 
everything they do. They don’t have excitement. They don’t have joy about 
discovering new and higher performing activities. They don’t understand that with 
testing you will never be out of control or waste a lot of money. Your growth can 
be very predictable, continuous and manageable. It all starts with the right 
mindset and the right psychology. 
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Blog #20 

My Son Doubled His Revenue (And YOU Can Too) 

Words of Wisdom by Jay Abraham 

  

You cannot possibly optimize until you first have a reference and context of the 
multitude of different ways you can reach your market, sell to the market, start a 
relationship with the market and so on. You have to ask yourself what you’re 
doing, how it is doing and what you could be doing better. 

  

To illustrate the point let me tell you a short story: One of my sons used to work 
for a Japanese office equipment maker back when faxes and office equipment 
were expensive. He had a territory that was equivalent to half of Los Angeles. He 
would knock on businesses and office doors cold trying to get appointments. He 
frustrated because he was working 65 hours and making about $35,000. He 
came to me and asked if I thought there was a better way to approach the 
market.  

 

What we did was we analyzed what types of businesses or scenarios had five or 
ten times higher probability of being a buyer such as a business that was moving, 
expanding or went through a lot of equipment. Then we identified all of those 
kinds of businesses in his territory. We then aggregated them by geographies in 
his territory. Then, rather than calling cold and getting a receptionist and requiring 
to sell her or him on an appointment with the decision maker, we spent time 
testing different ways of calling for an appointment and adding so much value 
that we got around an 80% acceptance. Then we started testing better ways of 
presenting that doubled his closing rate.  

 

To make a long story short, my son went from working 65 hours and making 
about $35,000 to working about 30 hours and making $75,000. We did this by 
changing his selling strategy. 
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The odds are high that what you’re doing isn’t working very well or as well as it 
could be. You want to isolate what isn’t working. Maybe you’re selling to a market 
that consists of 90% of people who aren’t your prospects. Maybe you’re selling in 
an indirect way and you could more directly reach your intended market through 
partnerships. So many elements can compromise, diminish, dilute, defer and 
destroy your sales and/or future sales. You have to think strategically and act 
strategically. You have to start using leverage to your advantage. You have to 
become a greater value creator and contributor in your marketplace. You have to 
start thinking differently. When you do, your life will change. 
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Blog #21 

Get Creative With Costs 

Words of Wisdom by Jay Abraham 

  

Are you stuck with costs eating up your profits?  If you are, you have a lot of 
options. Don’t look at costs as a problem. Why? Because your problem, no 
matter what it is, is always going to be the solution to somebody else’s bigger 
problem. The other person might not recognize it and you might have to be 
innovative enough to bring it to their awareness, but by thinking differently you 
can change the game. 

  

How can you do it? Let me give you some ways: You can go to experts in cost 
reduction, revenue enhancement or productivity and pay them on results. Give 
them a great way that ensures they will get paid and you can pay them five times 
what they would charge you for a fee. You can syndicate certain functions such 
as delivery, billing, purchasing and so on. When you look at your revenue and 
metrics you can consider incentivizing your salespeople for bringing more 
customers into the frontend of your business and forgo that frontend money as 
you will make more cash in the second, third and fourth purchases. 

  

Here’s way you can take other people’s cost issues and turn them into an 
advantage: You could buy competitive businesses assets, consolidate them and 
integrate a lot more fixed overhead without cost. For example, if a competitor of 
yours has a good reputation but they are struggling in the sense that they are 
working harder and making less, you can go to them and express how you 
admire them and their reputation and make them aware that if they don’t do 
something soon they are going to lose their reputation and the business.  

 

You can then make them a proposition: You will take their clients, service them 
out of your facility (and perhaps keep a satellite if it’s distant), reduce staffing, 
help sell (or buy) any equipment and you will give them 25% of the profit you 
make on their clients for life. In this way, they will probably make more money 
doing nothing than they are making right now trying to save the business. You 
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can even offer to use your profits to pay someone else to take over their lease if 
they can’t get out of their lease. 
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Blog #22 

Refuse To Be a Commodity: Become Preeminent 

Words of Wisdom by Jay Abraham 

  

You never have to be a commodity. When you respect people by communicating, 
understanding, verbalizing, recognizing, interacting and contributing to and with 
them in ways nobody else does, you become unique and preeminent. People 
don’t even realize it, but what they want is to deal with someone who is 
preeminent. They want to deal with someone who will treat them better, serve 
them better, fulfill them better, protect them better, care better and guide them 
better. The nominal extra price won’t be important when you do this. Become 
preeminent. This is how you extricate yourself from the shackles of 
commoditization. 

  

Strive for greatness in your impact and contribution to the marketplace. You can 
be profoundly different in terms of the way you interact and render value. It all 
starts with your mindset and attitude. When you care more, do more, serve more 
and provide a better outcome, you demonstrate yourself to be a better 
investment than anyone else out there. From there, it’s only a matter of time 
before your most coveted prospects will do business with you. Start improving 
your clients lives and they will recognize the different value you bring compared 
to your generic competitors. Your goal is to make your prospect understand that 
you’re the only one who can truly deliver. Simply adopting a preeminent mindset 
overrides everything else. 
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Blog #23 

Becoming More Effective: A Simple Lesson In Critical 
Thinking 

Words of Wisdom by Jay Abraham 

  

One of the top effectiveness coaches in Silicon Valley taught me something quite 
profound, and now I want to teach it to you. Whether you run a one-person 
business or a ten-thousand-person business or more, you want to figure out the 
three most important functions you are responsible for in the business. Then 
break those three functions into as many sub-processes as possible. Then grade 
them based on the following three criteria: Relevancy, competency and passion.  

 

Maybe you are the best time card checker in the world and you spend 10 hours 
finding errors. Given the irrelevancy of such a function, it is a waste of your 
opportunity, mental power and your time. Your time is the one thing you have a 
limited supply of but it can be your greatest advantage if you recognize it. If you 
can do something okay but you’re not really proficient at it and you have to work 
unrealistically hard, the energy, adrenaline and commitment you’re making is 
exhaustive. As a result, you lose creative energy and strategic energy. If you do 
something you’re totally dispassionate about and your proficiency is merely okay 
at it, again it is a dissipation of your time and energy.  

 

You don’t want to do things in life and business that are linear. There’s no 
leverage in that. You want to focus on geometry. You want to do things at the 
highest scope of multiplied impact and multiplied effort. Let somebody else do 
everything else. If you can’t afford to have someone else do everything else, 
work out a way to have them paid on the result. Use your time, opportunity cost 
and strategic thinking wisely. 
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Blog #24 

The Marketing Misperception 

Words of Wisdom by Jay Abraham 

  

Marketing is often misperceived. It is NOT manipulation. Marketing is educating 
people to appreciate the situation they are in and what that situations means to 
them in terms of pain, suffering, damage or lesser opportunity. Marketing is 
making people aware that there are solutions that are achievable. It is priding 
your company on having proven documentation that you can offer people the 
best, most painless, most cost effective solution – and before you ever even offer 
a solution you invest in the other person and give them counsel and comfort. You 
let the other person know what to expect so as to minimize the stress, fear and 
emotionality.  

 

Marketing is often the only way people learn how to enrich their lives. A real 
marketer is an educator. They don’t covet or withhold information. You can help 
the whole world even if they don’t come to you. How? You publish and 
disseminate meaningful communications and education. Real marketers commit 
to giving the best well-reasoned advice, expertise and guidance. They are caring 
and compassionate. They offer a basis or criteria by which people can make 
informed decisions. Real marketing adds enrichment and fulfillment to people’s 
lives. 
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Blog #25 

Q&A With Jay (Part 84) 

Words of Wisdom by Jay Abraham 

  

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

* “I have franchise locations in which I want to raise my prices. What’s the 
best way to go about doing this?” 

* “What are some different ways I can sell my physical products that can 
give my business a selling advantage?” 

* “I have a product/service that improves people’s lives. How can I expand 
my business?” 

  

Q: “I have franchise locations in which I want to raise my prices. What’s the best 
way to go about doing this?” 

A: You can test. You can try raising your prices in a handful of representative 
locations and see what happens. However, if you’re raising your prices with no 
rationale it will be difficult for it to be accepted. When raising prices take a couple 
of locations and work with them to cover any losses. Develop selling strategies 
where for the first month or two you give the increase to the franchise operator to 
incentivize them. Educate them. Once you have a successful model you can go 
to all your locations and show them the results and the profit increases. You can 
then do the same for your other locations, teach them how to sell better and 
everyone will make more profits. 

  

 

Q: “What are some different ways I can sell my physical products that can give 
my business a selling advantage?” 

A: Build a membership where you can sell direct and keep your margins. In doing 
so, you will be building loyalty that will spread the word for you while you are 
making money. Further, you can employ preemptive marketing. Look at your 
business and see what unique elements you can tell stories around. If you tell a 
story that is typical of how a product is made but the consumer has never heard 
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it, you get full credit for it. Also, if you have differentiation besides the normal 
process, celebrate it. If a normal physical product in your category has certain 
dimensions, ingredients, specifications, outcomes, etc. and yours is superior, 
make it known. 

 

 

Q: “I have a product/service that improves people’s lives. How can I expand my 
business?” 

A: Most people in business think they only have one product or service they can 
sell. For example, when people sell home improvement products or services (e.g. 
interior design, indoor humidity, etc.), there is a very high correlation that when 
someone fixes one part of their house and they experience how nice it is, they 
suddenly start seeing other parts of their house that aren’t as nice (e.g. the 
kitchen, the flooring, etc.) It’s the same for many products and services that 
improve people’s lives.  

So, establish at the beginning of your sale the fact that you have found people 
want to expand their possibilities after they realize the benefit of what your 
product/service provides.  

Further, express to them how people don’t always know how to choose the best 
provider at the fairest price, so you’ve made all the arrangements. Tell them that 
after your product/service delivers, you will sit down with them and see if there’s 
anything else that will help them in their life.  

You can express to the client that once your product or service solves their 
problem they will see many more wonderful possibilities, and when that happens 
you are there to help provide it. You don’t need to make or own inventory to do 
this. You can share with them the extent to which you’ve gone to identify and 
partner with the best providers.  

For example, in home improvement this might be window providers, flooring 
providers, heating/air conditioning providers, and anything that is an extension of 
what you provide. Remember: You are solving a problem that is being 
experienced and benefitted from when you deliver on your promise and that 
builds trust. As such, you can partner with many related products and services. 
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Blog #26 

Q&A With Jay (Part 85) 

Words of Wisdom by Jay Abraham 

 

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

* “What do I need to be aware of when it comes to hiring salespeople?” 
* “How do I buy a competing business?” 
* “What can I do to position myself and my business more qualitatively?” 

  

Q: “What do I need to be aware of when it comes to hiring salespeople?” 

A: The first thing you want to do is model what top salespeople do differently. 
You also need to realize you have opportunity cost when you entrust your 
salespeople to existing clients in so far as they may mismanage, engage 
incorrectly, disrespect and/or leave and take your clients and thus you’ve lost 
your investment. On top of this, if they don’t know how to sell well or build 
relationships, they won’t be effective at opening accounts.  

So, when you hire a new salesperson you’ve got to take everything top 
performers do in terms of process and communication and make it part of your 
training. Further, when you recruit a new salesperson tell them you want to build 
them a career.  

Tell them you want to invest in sales training, development and communication 
skills, and that you want them to be with your company for a long and rewarding 
time because you are all about growth and expansion. Tell them that if they are 
interested in growing their career and they contribute now, you will reward them 
in the future and help them grow. 

  

 

Q: “How do I buy a competing business?” 

A: There are many ways to do it. You have literal competitors. You have 
alternative businesses. You have ancillary products that are purchased before, 
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during and after yours. You have products that might be in different markets but 
use similar facilities or could duplicate your processes. All of this is to say that 
you have to start with a matrix of what is possible.  

Then, within those possibilities, you want to look for qualitative weaknesses. This 
could be someone who has a good reputation but their business is plummeting or 
hurting. What you want to do in these situations is buy the accounts and brand. If 
the owner is still vibrant, you make them an ambassador to go out and open new 
accounts and work them for you. You have to do this methodically because 
oftentimes the owner will be offended, particularly if things aren’t going well for 
them.  

You do this by going to them and saying, “You’ve been a very qualitative, 
formidable competitor and we admire you. You’re a good person. We are 
committed to diverse growth and we can see the direction of a lot of businesses 
in this space. We have a proposition which at first you might not like but if you 
think about it, it has a lot of value to you, your family and estate. You have 
(___services/products and clients we don’t___) / (___the same clients as us with 
different services/products___). If we take your (___clients and/or your 
services/products___) and consolidate them into our facility, we will eliminate 
___% of the costs.  

This will make the business we get from you many times more profitable right 
now than it is to you. If we take it over, every new (___client and/or new 
product/service___) we get that we didn’t have, you and/or your family and/or 
your estate will get a share of it forever. If we sell the company, your share will be 
converted to equity and you will get a payout. If you don’t do this, the odds are 
the business will keep going down.  

We’re not asking you for your financials right now, but we don’t really need your 
financials. All we need is to help you transfer your (___accounts and/or 
products/services___) and any key people. If you are stuck with facilities you 
can’t get out of, we will help subsidize them until the lease expires. If you have 
any equipment we can use, we will.  

That’s the plan. You’re working harder to make nothing if you’re breaking even 
and eroding your capital if you’re losing money. You could work easier, have 
more fun and be an ambassador. Plus, if you grow clients we will reward you. We 
can perpetuate your name and your reputation. We can get rid of your stress. If 
you’re thinking I should ‘get lost’, I would say the same thing if I were on the 
receiving end of the circumstances.  

But think about it and I’ll call you again in a week and we can have coffee. I’m 
your friend and simply think it’s tragic if you let what you’ve invested in for ___ 
years disappear. I think it’s terrible if your good reputation is a memory. I think it’s 
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even worse if at your age you have to figure out how to keep your lifestyle if the 
business fails. I’m trying to give you solutions.” 

  

 

Q: “What can I do to position myself and my business more qualitatively?” 

A: You want to get a board of advisors of prestigious people who are from your 
industry. You want to have a vendor due diligence protocol or policy so you aren’t 
just taking everybody, otherwise you will be marginalizing what you stand for. 
You have to establish yourself as the advocate. Once you qualitatively elevate 
yourself and your business, you want to start thinking about who already sells 
other non-competitive products and services to your market and go to them. 
Reward them favorably for introducing you. 
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Blog #27 

Q&A With Jay (Part 86) 

Words of Wisdom by Jay Abraham 

  

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

* “I’m having trouble profitably selling my products/services. What are some 
strategies I can use?” 

* “I have expertise. People come to me and are getting successful results, 
but they are coming to me sporadically. How do I have them come to me 
more consistently?” 

* “I’m stuck selling a commoditized product/service. What can I do?” 

  

Q: “I’m having trouble profitably selling my products/services. What are some 
strategies I can use?” 

A: Here are a few strategies: Look at how your products/services connect to one 
another and/or stimulate other services. Look at the profile of your business units 
and see if that profile has the ability to be a sustaining revenue or if it’s a short 
lived revenue. Look at whether some of the lesser profitable products/services 
can be packaged as bonuses with other products/services and whether that 
would make the other products/services more valuable and proprietary. Look at 
giving a larger portion of the frontend sales to an employee so you have the right 
to all the backend profits. 

  

 

Q: “I have expertise. People come to me and are getting successful results, but 
they are coming to me sporadically. How do I have them come to me more 
consistently?” 

A: You can try the following approach. Say to them, “I am so pleased with the 
success we are continuing to create and sustain for you that I am going to make 
a suggestion that is in your best interest. You are going to continue with us and 
ask me to perform with you because you want to continue to have the following 
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benefits and results: ___________. I’m going to continue delivering this for you 
and we want to do it at the optimal time.  

So, I’m going to take a liberty that is in your best interest and I am going to give 
you a gesture of gratitude for trusting me. I am going to schedule our 
appointments for you. I am going to have a staff member work with you prior to 
each appointment to work with your calendar. We will have our strategy ready for 
you before we meet and you won’t waste one opportunity. In this way you’re 
letting me plan better in order to give you a better outcome. As a result, I’m going 
to give you a discount so that instead of you spending $________ sporadically, 
we will make it easier by billing you $_______ every month. You can stop at any 
time you don’t feel you are experiencing results.” 

  

 

Q: “I’m stuck selling a commoditized product/service. What can I do?” 

A: If you’re stuck with a commodity, play a different game. Start thinking about 
everything you know that you are sure that the person you’re trying to sell to, 
influence and persuade doesn’t know. Don’t make yourself a commoditized 
product provider or service provider. Make yourself a performance enhancer for 
the people you’re serving. This is all about positioning. Share all the things that 
result in a benefit and better outcome to the end user. Organize provocative 
demonstrations. Send press releases to everybody. Prove it. Demonstrate it. 
Invite them to experience it for themselves. 
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Blog #28 

Q&A With Jay (Part 87) 

Words of Wisdom by Jay Abraham 

  

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

* “My market is skeptical. What can I do to lessen their skepticism?” 
* “I want to penetrate a new market. How do I do it?” 
* “What do angel investors look for when investing in products/services and 

how do I create success with investors?” 

  

Q: “My market is skeptical. What can I do to lessen their skepticism?” 

A: If there is a lot of suspicion, distrust or uncertainty, rather than being totally 
certain, too optimistic or using too much hype, you can write a book that 
addresses the concerns and fears of your market. You can even have the book 
written for you by teaching what you know to somebody, letting them record it 
and getting that transcribed, cleaned up and edited.  

Once you do this you can write an email or letter to prospects that says, “I work 
with men and women just like you. (___Describe your target market here___). 
The one thing they tell me is that they are fearful. They are fearful of the 
following: _________________. I work with these people all the time and the first 
thing we do together is _______________. I sense this would be very comforting 
and satisfying for you. So, as a service, it would be my pleasure to send you a 
copy of my book: (___Put The Title of Your Book Here___).  

I will include a note with key points I would read if I were you. I would only ask in 
exchange that after you have read it you let me call and discuss it with you. You 
can ask me any questions and I will get the chance to tell you why my approach 
is different. Anything else we discuss that I have knowledge or resources on I will 
send you. The people I work with stay with me for a very long time.  

So, because it is a long-term relationship, I am in no hurry to start one with you. 
However, I am in a hurry to get you comfortable with the certainty that you can 
___(Put Benefits Here)___. Unfortunately, you can’t do this with some of the 
things other people recommend. I would like you to read my book and then 
decide for yourself.” 



 44 

  

 

Q: “I want to penetrate a new market. How do I do it?” 

A: The easiest way to penetrate a new market is not to start cold. You should find 
somebody else who is not competitive to you but is already dealing with the 
market you want to sell to and make them a lucrative arrangement for the first 
year of business or number of clients. You don’t have to make any money on it 
because you simply want them to get you into the market.  

Ask yourself: “Who is the buyer or my product/service?” Then ask yourself who 
else sells non-competitive products/services to those buyers and has a great 
relationship with them. There are a lot of people who don’t sell what you sell yet 
they build enormous trust and access. If you can provide them with the reasons 
why your product/service should be provided and you find somebody who wants 
to use the credibility they have with the market you want to reach in order to 
monetize better, you can succeed. 

  

 

Q: “What do angel investors look for when investing in products/services and 
how do I create success with investors?” 

A: A typical angel investor looks for a couple of things.  

First, they want to know there is a probability of a market for your product/service.  

Second, if the market exists for your product/service, they want to know what the 
market will pay. If there is a market but the market won’t pay, they want to know 
what the probability is that your product/service can be monetized with 
advertising.  

Third, they want to know the probability of getting the product/service into the 
market cost effectively.  

Fourth, they want to know the probability of you having the ability to do what you 
say you’re going to do if they invest in you.  

Fifth, they want to know the probability of you doing what you say you’re going to 
do in the timeline you are projecting.  
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Sixth, they want to know what else is out there that is similar and/or could be 
licensed instead of created from scratch.  

Seventh, you have to be able to show them why your product/service is high 
probability placement of their investment given all their options of where they 
could place their money.  

If you want to raise money you have to be able to answer all these questions and 
more. In terms of having success with investors, here are some steps: An easy 
way to show investors why your product/service is a good place for them to 
invest their money is to first go to people who would be users of your 
product/service.  

Ask them if they would be willing to buy the product/service if it delivered on its 
promise. If they say yes, ask them if they will give you a letter of contingent 
purchase. In this way you would now have conceptual proof of purchases.  

Next, look for anything like your product/service that you can license. Show the 
investor you’ve done the research to find people to produce the product/service 
within budget and with success.  

Further, when you ask for money, break it into tranches. Give the investor 
milestones and benchmarks. As you are building all this, go out and secure 
commitments from non-competitive businesses to become partners with you. You 
can give them equity in your business or, better yet, permanent equity from the 
business that comes from their buyers, visitors and/or community.  

Thus, if they partner with you and promote you, everybody you make money on 
they get a share and you can tell them how if your company is ever sold, 
whatever their share is equal to the total sales of the company, they will get a 
rate equal to that of the selling price. 
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Blog #29 

Q&A With Jay (Part 88) 

Words of Wisdom by Jay Abraham 

 

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

* “How do I get my customers to pay premium prices?” 
* “I sell my services online. How can I build my business?” 
* “I’m at a transition point in my life and I’m unsure how to determine what 

direction is best for me to go. Where should I start?” 

  

Q: “How do I get my customers to pay premium prices?” 

A: If your product is far more expensive but it does a lot more, you have to be 
able to demonstrate why doing a lot more has value beyond any vague or 
general claim. Saying you’re the best, fastest or purest isn’t enough. For 
example, say you sell a packaging service.  

If you can measure, for example, the purity of your packaging process and you 
can say your process is the only one that produces 100% purity in packaging 
whereas the other products produce 95% purity which means 5% of what people 
are consuming from competitors is unclean, that’s powerful. The point is you 
have to find a reason why your price premium is going to deliver to them more 
advantage, more money, less waste or some benefit, outcome or result. 

  

 

Q: “I sell my services online. How can I build my business?” 

A: Find marketing partners in niches that aren’t selling the same service as you 
and get them to be your partners. Let them use their credibility and access to 
industries to help build your business. Give them either a permanent percentage 
of the revenue that comes from the industry they bring you OR give them a front-
loaded percentage. With a front-loaded percentage, here’s an example of how it 
might work: If your average fee is $500 and you have good margins, offer to give 
them $1,500 – the first three $500 payments.  
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Make it worth their while so it’s a big incentive for your industry marketing 
partners to sell a lot of people for you. As soon as you get clients and have 
meaningful numbers, look at which clients are the most profitable in terms of 
service fees, additional services, etc.  

All of them will not be the same value. Analyze the numbers deeply. Every kind of 
industry will not be as valuable as another. You want to know as quickly as 
possible which kinds of industries and clients are going to stay the longest, pay 
the biggest and/or buy the most additional services. Focus on multiplying those 
industries and clients that are most profitable so you don’t put too much effort into 
the wrong industry. 

  

 

Q: “I’m at a transition point in my life and I’m unsure how to determine what 
direction is best for me to go. Where should I start?” 

A: Start by asking yourself some questions: How are you using your time? How 
are you using your opportunity cost? Where are you strong? Where are you 
weak? If you look at a 30-day calendar of how you have used your time either 
personally or professionally, you will see where you are wasting time.  

You will see where you don’t have key activities organized. You will see where 
you are working on unimportant tasks instead of the most important things. You 
will see where you are working ineffectively instead of working on things where 
you are strongest. You have to see how you use your time, where you are when 
you are optimally performing, and then you have to work backwards. You work 
backwards by asking yourself: “What do I want my business to give me? What do 
I want my life to look like?” If you don’t know what you want to get, you will never 
receive it. 
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Blog #30 

Expanding Your Business Worldview: How Smart 
Business Owners Think 

Words of Wisdom by Jay Abraham 

  

In your business you have activities, investments, interactions, access and more 
that can be made to perform better simply by utilizing higher performing 
alternatives to the way you do things. This means looking at the ways you target 
your market, what you offer, how you interact with your market, how you attain 
residual value, and so on. This means the same time, effort, expense and 
activities executed differently can produce multitudes more and outsized yield – 
and there are over 30 different realms of geometric impact you have available. 

  

When you work on the geometry of your business, it’s easier to make your 
business grow. Why don’t more people do this then? The reasons are varied. 
Some people only know what they know and have observed from their industry. 
Some people only do what everyone else does. Having worked in over 400 
industries and over 7,000 niche industries, I’ve seen thousands of ways to do 
things. Thousands of different ways to approach strategy, to attract prospects, to 
convert prospects, to have competitive advantage, to structure business models 
and more. Many of them, for the same effort, investment, risk or less, will 
produce a far higher outcome – and they can be utilized to combine or replace 
your current approach. 

  

If you look at the companies that are succeeding in any economy, in any market, 
in any time, they are the ones engineering the maximum number of quality, 
quantity and consistent breakthroughs in nine areas: Marketing, Strategy, 
Capital, Business Model, Relationships, Distribution Channels, 
Products/Services, Processes Procedures and Systems, and Ideology. Changing 
any one of these can transform and transcend where your business is to where 
you would love it to be.  

 

Many of these areas optimized together will skyrocket your results. The odds 
statistically speaking that you have found the optimal way to perform and 
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capitalize on any one of these nine areas is essentially zero. You may be 
excellent in one or two, but unless you look at all kinds of alternative ways of 
doing things and implement them, you will be sub-optimizing. You have to force 
yourself to travel outside your comfort zone. You have to study new industries, 
businesses, alternative forms of selling, marketing, communication, and you have 
to be willing to integrate your discoveries into hybrids. When you do, there is so 
much more you can do with and for your business. 

  

Ultimately, I’m trying to give you a way to think differently than anybody else. I’m 
trying to help you think better. To think differently. To think strategically. To think 
more optimally. 
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Blog #31 

Two Strategic Ways To Use Your Products and 
Services 

Words of Wisdom by Jay Abraham 

  

As you look at your business you are looking at two things: Reducing the cost 
and time of acquisition of the first sale – and – increasing the value of that buyer. 
As such, you can utilize your products and services strategically in two ways to 
accomplish this. 

  

The first way is to add easier, less threatening entry level products or offerings to 
get people to start a relationship sooner with you. The easier you make it to start 
a relationship or do the first transaction, even if it’s not a profitable one, the faster 
you are able to do the second transaction, the third transaction, the fourth 
transaction and on. Simultaneously, you can add more advanced, complimentary 
products and services toward the end that brings the lifetime value up higher. 
This helps you double, and even re-double, the profit of the transaction. So, 
simply put, you can add products or services to the beginning or end. 

  

Here's a second way you can strategically use your products and services: Many 
people think they are in one business. They don’t realize there are products and 
services people buy before, during, after and instead of their products and 
services. If you really want to help people you preeminently become the most 
trusted advisor to your market and you source complimentary products and 
services and make them available.  

 

You don’t have to own these products and services. You just have to have 
control and a fair enough profit participation. In fact, you can buy, start or partner 
with feeder businesses. You can buy, start or partner with alternative businesses. 
You can buy, start or partner with extended transaction businesses. They are all 
part of the process, and this alone can quadruple your business. 

   



 51 

Blog #32 

How To Think About Your Business As Investment 

Words of Wisdom by Jay Abraham 

  

You have to look at your business as you would an investment fund. Your 
prospects are the asset base you are building. Just like any investment fund or 
investment portfolio you have a spectrum of assets you put into your investment 
collection with different intentions, appreciations and cash flows. You have to 
look at the acquisition of a prospect, conversion of them to a buyer, and the 
subsequent yield or return you get on that investment.  

 

You are making a marketing investment, an opportunity cost investment, a 
communication investment. You are making an investment to acquire an asset 
and putting it into your portfolio, and that investment needs to be optimized. You 
wouldn’t invest in stocks, bonds or real estate that didn’t throw off meaningful 
income or appreciate substantially (and preferably do both). So, you have to 
analogize this same attitude to your business. If you don’t, you will be episodic 
and tactical without being very strategic about how you manage the acquisition 
and value creation you achieve from your asset portfolio. 
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Blog #33 

Your 61 Point Leverage Checklist 

Words of Wisdom by Jay Abraham 

  

Everything you do, internally and externally, has leverage within it. This leverage 
is usually under recognized and underutilized. If you recognize the leverage 
points inside and outside of everything you do, and you conservatively 
experiment with multiplying the impact of your results, the yield of this leverage 
that naturally exists can be profound. 

  

Here’s a 61-point leverage checklist you can start using to maximize your yield: 

  

o When hiring people, ask yourself: “What can they teach me that I don’t 
already know?” 
 
 

o Who is in your industry, left the company they were with, and they have 
superior knowledge and skill you could bring into your company either as 
a hire or consultant? 
 
 

o What are all the facets you’re testing with your sales-force? What else 
could be tested? 
 
 

o Have you tested multiple different variables? Different ways to open a 
relationship? Different ways to advance the relationship? 
 
 

o Have you tested a multitude of sequential communications that involve 
call, letter, email, text and more? 
 
 

o Have you tested different messaging to reach people that is value-based 
or provocative, sustainable, progressive communications that can be built 
on? 
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o When communicating with someone, do you test different premises, 
propositions and preemptive ways of addressing issues ahead of time? 
 
 

o In what ways are you defining, distinguishing and delineating your 
product/service/company/people? 
 
 

o Have you tested what you can do to accelerate the purchase? 
 
 

o Have you tested what you can do to upsell the purchase? 
 
 

o Have you tested what to do after the purchase? 
 
 

o Have you tested making arrangements with other people who have 
additional and/or complimentary products and services? 
 
 

o Who might be someone that would endorse you to their list or that would 
be an influential advisor who would recommend you? 
 
 

o How can you make the media you use more high yielding? 
 
 

o Can you move your media cost from fixed to variable? 
 
 

o Can you use barter instead of cash to get your media and thus reduce 
your cost of acquisition? 
 
 

o Where could you put incentives or bonuses to increase your yield? 
 
 

o What have you done to make your database provide more performance 
yield? Have you looked at better lists? Endorsements? Sub-strata’s within 
your lists? 
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o In what ways are you continually optimizing and maximizing the 3 ways to 

grow a business? How have you built your Power Parthenon? Have you 
built multiple impact and access points? How many do you have working 
for you? 
 
 

o How many referral strategies do you currently have in place? 
 
 

o Where are all the places and activities in which you are embedding the 
Strategy of Preeminence? 
 
 

o How many of the 21 Power Principles are you utilizing? 
 
 

o How many of the 34 X-Factors are you utilizing? 
 
 

o Are you continually looking at the 9 Sticking Points and engineering 
breakthroughs for each? 
 
 

o How many Relational Capital strategies have you applied? What’s your 
method and system for continually engineering Power Partnerships and 
Joint Ventures? 
 
 

o How are you using your time? Your ability? Your opportunity cost? 
 
 

o How many different sources have you tested for your online (and offline) 
marketing? 
 
 

o How many different headlines, copy points, positioning elements, etc. 
have you tested? 
 
 

o How might you go to your competitors and try and buy their non-sold 
prospects (or even buyers)? 
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o How much earned media are you trying to get? 
 
 

o What value to you create above and beyond your competitors? 
 
 

o Once you get a buyer, how do you enrich the relationship with that buyer 
after they have purchased? 
 
 

o What do you do that is extraordinary for your buyers? Do you contribute 
other things? Do you speak differently to them? Are there areas you’re 
taking them for granted?  Or do you relish them and treat them special? 
Do you really and truly, in a preeminent way, fall in love with them? 
 
 

o Do you look at categories of buyers and analyze where they came from to 
see what unique correlations and implications exist? 
 
 

o Do you have anybody on your list that is influential or has influence? 
 
 

o Are you leveraging testimonials and success stories? 
 
 

o Are you getting quotes from people to reaffirm to other people what you 
do? 
 
 

o How could you leverage thought leadership locally, nationally or in your 
industry? 
 
 

o Are you really working on distinguishing yourself and your business? 
How? 
 
 

o Can you make your communication style and voice distinctive (or more 
distinctive)? 
 
 

o Are you exploring and testing new access vehicles to your market? 
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o What allocation of your budget is set aside for trying wild, innovative 

things? 
 
 

o Who is a non-competitive mind in your field that would be valuable to sit 
down with / call / talk to? 

 

o Do you study all of your competitors sales material, sales approaches, 
marketing approaches, websites, communications, etc.? 
 
 

o How could you make arrangements with conference providers to get the 
rights to video or audio and use segments to give away as value-added to 
your market? 
 
 

o Do you form your own mastermind group in your community with non-
industry successes you collaborate with and discuss problems and 
opportunities? 
 
 

o How are you leveraging the frontend and backend of your business? 
 
 

o What can you do to make it easier to start the relationship? 
 
 

o What would happen if you added one more dimension of purchase 
revenue that was more expensive and advanced at the end of the 
purchase cycle? 
 
 

o Who’s bigger problem can be solved by figuring out how to solve your 
problem? 
 
 

o What can you do that blows people’s mind? 
 
 

o Are there people in other markets that have produced selling, marketing, 
operational, cash flow, production, fulfillment processes that are better 
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than you, that you can find and license from them? Do you have things 
you can license to other people? 
 
 

o How do you leverage everyone else's knowledge base? 
 
 

o How do you leverage everyone else ethically? How do you leverage your 
team? 
 
 

o How many different ways are you using to bring in prospects and first time 
buyers? 
 
 

o How many different ways are you trying to ethically improve the sale? 
 
 

o If you don't have products or services to add, how many ways are you 
trying to find them? How many products or services have you acquired? 
Are you adding one more product every year? 
 
 

o How many ways are you trying to continue the sale? 
 
 

o Are you looking at all the performance metrics of everything and 
everyone? 
 
 

o Are you adding one more market every year? 
 
 

o Do you acquire one competitor, or acquire a complimentary business, 
every year on an earn-out basis? 

  

I hope this checklist helps you see just some of the options you have available. 
Start thinking about the highest and best use of your time, ability, organization, 
access and get maximum ethical leverage from every facet you have going on 
both internally and externally.  
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Blog #34 

Thinking Outside Your Industry 

Words of Wisdom by Jay Abraham 

  

Most industries and business follow the herd. They do the same thing everyone 
else does basically in the same way. Yet, a concept that is common as dirt in one 
industry can be profound in an industry that doesn’t know it or where nobody 
uses it. Combining multiple concepts from multiple industries creates epic 
outcomes.  

 

I spend the majority of my time purposefully working with a diverse spectrum of 
enterprises around the world. I’m able to test and experiment with a multitude of 
different marketing, media and market types. All these activities keep me pulsed 
on the totality of what’s working, and I get first-hand, real-world, front-line-of-
capitalism insight into actual impact, effectiveness and breakthrough 
applications.  

 

To give you a sense, I work with the largest human resource company in China; 
the largest company in the sector that sells valuable tiaras from around the world; 
the top person who teaches implant surgery to dentists; the man who does 
private special ops training to the Joint Chiefs of Staff; one of the top millennials 
in the country; the former chief strategic advisor to the third largest private equity 
firm in the world; the top individual in the world for six sigma; and many more.  

 

The reason I’m mentioning this is because all of this gives a diverse context of 
understanding that is unequalled and very powerful. The more you know, the 
more you can integrate together and translate or extrapolate to a different 
industry application. To do this requires opening your mind to new beliefs, new 
marketing approaches, new selling approaches, different positioning approaches, 
and more. 
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Blog #35 

So Much More Is Possible 

Words of Wisdom by Jay Abraham 

  

Whenever I am in any kind of environment – whether it’s social, entertainment, 
business, service – I’m a consumer but I’m also a keen observer. I’m very aware 
of what the experience is, the authenticity or lack thereof, the external empathic 
sensitivity or lack thereof, and I make mental notes so I can make reference for 
other applications. Truthfully, I hurt for most people because I’m aware of what’s 
possible from time, effort, interaction and more.  

 

There are so many small businesses around the world that have terrible signage, 
terrible interactions with people, no ongoing relationship development, and yet 
they are investing their life, future and time. It’s their retirement, their asset and 
their financial security. Most people accept a fraction of a fraction of the yield, 
effort, time, opportunity cost, commitment, human capital, financial capital and 
intellectual capital could give them. Yet, so much more is possible.  

 

If we looked at the way most people do most things, and we look at the yield they 
accept, it’s tragic. Most people don’t know how to evaluate the yield they are 
getting out of their efforts and activities. You want to look at all the factors and the 
data will tell you what to do and what not to do. Many people will spend the same 
amount of time and effort on everybody when in fact twenty percent could be 
worth eighty percent of the value.  

 

Just one experiment or activity can produce, for example, a quality of buyer that 
is ten times as desirable and valuable as something else you may do all the time. 
However, if you don’t analyze this, you won’t know.  

 

The easiest way to bond yourself to someone else is to genuinely be interested 
and listen. Most people don’t know how to do either. Most people are so hurried 
to try and get their agenda across. They cue up in their mind waiting for an 
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interruption or a low in the tonality of the other person so they can take over the 
conversation. What can you do instead? Step back and listen to what people 
want. Make people feel important. Make people feel heard. 
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Blog #36 

How To Elevate and Evolve Everything You Do 

Words of Wisdom by Jay Abraham 

  

If you want to experience greater success you have to evolve continuously with a 
focus of adding more outcome, protection, advantage and value to your market 
and clients. Value is not denominated in your definition, but rather in the 
recipients.  

 

You have to constantly be aware of what is relevant to the other person. You 
have to constantly be aware of the other person’s value system. You have to 
constantly be willing to add value and celebrate doing it. You have to be a value 
creator. You have to make meaningful contribution. Becoming preeminent and 
being preeminent is a distinctive concept. You have to evolve and establish 
yourself in the minds of your prospects in such a way where you are the only 
viable source they can turn to. This means you are their most trusted advisor in 
your category for life.  

 

There are a lot of elements in your prospects mind and heart where they need 
completion, verbalization, understanding, education and appreciation. If you’re 
going to sell what most people think is a commodity, the worst thing you can do is 
deal with it as a commodity. You have to move the reference to making it 
proprietary.  

 

The things you do in your execution and conduct of business ought to elevate 
you, your company, your value and your products and services to greater 
distinction. Your goal in life is to make your business model, your approach and 
your strategy obsolete, because if you don’t do it to yourself, your competitors will 
do it to you.  

 

Simply put, you grow or die. You grow as a company. You grow your team. You 
grow your understanding of what is possible. You grow the way you reach your 
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market. You grow the way you serve your market. You grow the way you access 
and source your market. You grow the way you interpret and convey value. If all 
you do is look at what everyone else is doing you will miss so much of what is out 
there. 
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Blog #37 

A Master Key To Trust Building 

Words of Wisdom by Jay Abraham 

  

I teach a strategic philosophy called The Strategy of Preeminence. It’s like a 
master key to trust building. When adopted correctly it becomes the governing 
foundation of everything you do in terms of your belief system, mindset, 
corporate culture, marketing, communication, and more.  

 

It’s a profound process that elevates you, your company and your products and 
services to a position in the mind’s eye of the market as the only viable source 
the market can turn to in order to transact business, get advice and get guidance. 
It has you being seen as the most trusted advisor in the category for life, not just 
for a single transaction. It has you being able to learn how to express to your 
market in words and visions nobody has ever verbalized before that you feel 
what they feel, grasp where they are at, and put into analogies and comparisons 
what you understand about their situation (factoring in your expertise) that no one 
else has ever shared with them. It communicates to them why your perspective is 
better for them, not for you. It requires you to always focus on what is in the best 
interest of the client.  

 

As such, you can’t allow a client to buy less than they should or more than they 
should. You can’t allow them to buy less combinations, less often. You have to 
be there for more than just the transaction. The richness of the relationship and 
the value that is added in between the transactional time is something you need 
to focus on.  

 

Most people who try to do this do it awkwardly, superficially and inauthentically. 
The most precious thing people don’t value on their balance sheet is the 
compounding worth of relationship building between transactions – when it’s not 
going to put money into your bank account. Yet, it does. It puts referrals, 
additional revenue and introductions in the bank.  
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To build real trust and become preeminent, anytime you deal with anyone for any 
amount of time you got to make their lives better off by the transference of 
something that occurs. It can be knowledge. It can be reassurance. It can be 
sharing something about another aspect of life.  

 

You have to realize a client who purchases from you is not merely a purchaser of 
your product or service. They are a man or woman; a husband or wife; a father or 
mother; somebody with hopes, dreams, fears, stress and goals. The more you 
understand the totality and holistic side, the more you are connected and the 
more you build trust and authenticity.  

 

One of the greatest elements in being preeminent is a shift in your focus from 
internal to external. Most people in an industry fall in love with the industry or 
their company. If you want to be preeminent, fall in love with the clients you 
serve. Don’t just see them as a source of a sale. See them as an individual or 
organization who is being protected by you, assured by you and benefited by 
you. See them in the context of the impact your product or service rendered in 
their life, and the lives of all the others who are beneficiaries, is going to create. 
This is a transformative, powerful approach to trust building.  
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Blog #38 

Identifying Mavenship In Yourself and Others 

Words of Wisdom by Jay Abraham 

  

If you look at any business, it’s either a commodity or proprietary. To be 
proprietary means the business either does something, is something, offers 
something or conducts itself in some way that is decisively incomparable. To 
analyze why and how certain people and companies become mavens, you look 
at all the distinctive, proprietary companies, company leaders, products and 
services and the companies driving them, and you look at all the different ways 
they are choosing to lay claim to their segment of the market.  

 

This can include the way they position themselves, the way they communicate, 
what they are known for, their regular actions, how they treat their clients and 
more. You then evaluate optionality. You look at what individuals do that makes 
them so successful. You determine their position, their style, their 
communications, what people love about them, why they polarize, and so on.  

 

Then, you look at yourself and analyze who you are within or in a combination of 
these elements in a way that is authentic. You can take anyone’s persona and 
purvey it, but sooner or later the truth will be known, so you want to be authentic.  

 

Usually, after analyzing and evaluating other proprietary companies and 
company leaders, you can isolate a singular or combination that is an expression 
of who you really are, but that you’ve never really developed or expressed in a 
continual, systematic, strategic way to the market.  

 

People love understanding why you’re different, how you got to where you are, 
what you’re doing daily for them, and more. They want you to be on a crusade for 
them, and they want to be a fan or advocate in your stadium rooting for you – but 
they can’t if you don’t help them.  
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Most people in business don’t help the market rally behind them because they 
don’t give them enough reason, continual nourishment and guidance.  

 

If you do this right, it lends itself to leadership and leading your market and 
clientele. When done right, you see you are someone distinctive doing something 
important. However, you have to articulate it to your team and your market. When 
you get clarity on who you really are and you allow yourself to be fully expressed 
with an identity, a persona, characteristics, and actions predictable to your unique 
position, it elevates you instantly. 
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Blog #39 

Q&A With Jay (Part 89) 

Words of Wisdom by Jay Abraham 

  

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

* “My suppliers/vendors/distributors are always looking for the lowest priced 
provider. How can I differentiate my company and stand out?” 

* “I have an educational program that is designed to help enhance a service 
I provide. What can I do to better market it?” 

* “My prospects are hesitant to take action right now. What strategies or 
techniques can I use to have my prospects purchase my 
services/products sooner than they otherwise would have planned to?” 

  

Q: “My suppliers/vendors/distributors are always looking for the lowest priced 
provider. How can I differentiate my company and stand out?” 

A: If you’re selling the same thing as everybody else and the people you are 
selling it to are competing with each other, you can differentiate yourself by 
helping them sell more of their products. Here’s how: You can teach, or have 
training provided to, their salespeople on how to sell better and engage better.  

You can then say, “We hope that when your business grows as a result, you will 
reward us since we are the one company that wants to help you. Every other 
company is simply asking you to buy their product because it will save a few 
cents. You can compete that way if you want. However, wouldn’t you rather have 
us make you more money? Wouldn’t you like to have us help your salespeople 
close more accounts? Wouldn’t you like us to help you get more of your products 
into stores instead of your competitors?”  

By doing this you are differentiating yourself with a soft advantage that has value 
way beyond cutting price. 
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Q: “I have an educational program that is designed to help enhance a service I 
provide. What can I do to better market it?” 

A: You want to find sources of prospects that are in alignment with the macro 
benefit or promise of your educational program is. Depending on the benefit of 
the educational program, you got to find sources who have your prospects. Try to 
make deals and partner with people that have the market. You could give them 
half (or most) of the yield. After you do that, have another upsell that is more 
expensive that you offer when they buy your first educational program and after 
they have experienced some of the benefits of your products and services. 

  

 

Q: “My prospects are hesitant to take action right now. What strategies or 
techniques can I use to have my prospects purchase my services/products 
sooner than they otherwise would have planned to?” 

A: One strategy is that you can tell your clients that you believe they will be a 
good long-term investment, so you’re willing to provide services/products for a 
modest base fee and defer the rest for a period of time. A second strategy is you 
could also sign people up for a basic service now that is modest in the first year, 
and it starts the relationship. Third, you get someone that would be a beneficiary 
of them doing this to promote your product/service or subsidize the first year or 
first six months. 
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Blog #40 

Q&A With Jay (Part 90) 

Words of Wisdom by Jay Abraham 

  

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

* “My client acquisition is declining and my competitors are copying me. 
What do you suggest I do?” 

* “How do I leverage my CURRENT clients to generate additional 
referrals?” 

* “How do I leverage my PAST clients to generate additional referrals?” 

  

Q: “My client acquisition is declining and my competitors are copying me. What 
do you suggest I do?” 

A: Depending on the profile of your buyers and depending on what you charge 
for your product/service, here’s a three part solution you can utilize.  

First, get a comprehensive list of every organization providing non-competitive 
products/services that are selling to your same target market. Work out with them 
an arrangement whereby you partner with them and they offer and recommend 
your products/services. You will create the marketing, they get to keep most (or 
all) of the base price, and you get the renewals, upgrades, etc.  

Second, some of these partners will have products/services you can offer to your 
market. You can offer them as ancillary revenue enhancers for your own profit 
and/or you can work out deals with other companies that have renewability or 
upgradability and package their product/service with yours as a bonus.  

Third, get endorsers that are known or have the profile of being respected in their 
current or former position. Get a board of advisors who represent all kinds of 
prominent people. Find iconic people. Find people that are in (or have been in) 
jobs, positions, or associated with companies that meet this criteria, and put them 
on a board of advisors.  

A board of advisors has no liability because it’s not a board of directors. You 
have meetings and they simply give ideas which you can implement, or not. You 
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give them a nominal stipend for being on the advisory board, and you utilize their 
name.  

Set yearly benchmarks and distribute an allocated amount of revenue above the 
benchmark in two categories. Half is equally distributed amongst the advisors; 
half is arbitrarily distributed depending on what each of the advisors does. If 
implement all this, then this three pronged approach will give you a broad 
spectrum of ways to exceed and compete more preeminently and more 
powerfully. 

 

  

Q: “How do I leverage my CURRENT clients to generate additional referrals?” 

A: For any new client you deal with, establish your positioning as follows. Say to 
them, “We are a referral based organization. The vast majority of our clientele 
comes from trusting, satisfied, past clients we have served in ways that almost 
none of our competitors would even fathom. They’ve gotten from us _________, 
and that has given them great advantage.  

We make a commitment when we start working with you that we will treat you the 
same way we would treat a family member, loved one, son, daughter, brother, 
sisters, mother, or father. We will give you advice that is always in your best 
interest – not ours. We will not allow you to knowingly pay too much or buy 
something that is less appropriate than alternatives. We will give you our best 
reasoned, expert assessment on everything you do and explain why we suggest 
you do it. We will leave you at the end of the transaction exceptionally pleased.  

Only after we have delivered on our promises will we ask you to give us one 
consideration: In your life, at any point, there are loved ones, friends, neighbors, 
coworkers, and people you know who are always going through the continuum of 
life. They are getting more or less successful, married or divorced, having 
children or retiring, and all these changes precipitate needs for different kinds of 
products or services we offer.  

When you know we have delivered, we ask you to carefully think in your life of 
other people you care about that are going through those various continuum of 
life scenarios, and you strongly and enthusiastically recommend them to us. 
Even if they do not pick us as their provider, we promise to give them the most 
well-reasoned, most expert, objective counsel imaginable. You won’t be expected 
to refer anyone if we don’t deliver our promises to you.”  
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Q: “How do I leverage my PAST clients to generate additional referrals?” 

A: In addition to sending past clients holiday gifts, communicate with them the 
following: “Over time, our business has gotten so busy that we have probably 
failed to communicate to you, our most valued, past client, three things.  

First, when your life changes on the continuum of life, we are always here for 
you.  

Second, whether you use us again or not, we are always here to give you the 
best reasoned, expert ideas, advice, strategies and recommendations.  

Third, in the course of any period of time it is highly probable that you have in 
your life other people who are going through life issues and changes.  

If you’ve had a satisfactory relationship with us and we helped you end up with a 
successful, desirable outcome, we want to make sure you know that you should 
feel free to encourage anyone else in your life who is at a point of decision (or will 
be soon) to seek us out. We hope they will utilize us, but they don’t have to. 
Whether they do or don’t, we promise to give them our best reasoned, expert 
advice. Why? We want to be the one provider and advisor that looks out for your 
best interest first and foremost.” 
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Blog #41 

Q&A With Jay (Part 91) 

Words of Wisdom by Jay Abraham 

  

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

* “How do I dominate my market?” 
* “I have expertise and am successful. I want to create a group. How can I 

do it?” 
* “We want to grow but we’re reluctant to take any external loans or give 

away equity. What ideas do you have?” 

  

Q: “How do I dominate my market?” 

A: First, ask yourself: Who is going to be the biggest beneficiary of your 
success? Go to these beneficiaries and go to everyone who is non-competitive. 
Get them to put together pool of capital that is put up in tranches, and create a 
dual platform.  

One is where you create a book. Make it something cool and beneficial and gift it 
to everyone. Tell them there are so many people that could be benefited by this 
book, but they don’t know it exists, they don’t know what to ask for, they don’t 
know who to go to, etc. and you want to change that. Tell them you want to buy 
them your book and explain how it will benefit them. Tell them you want them to 
read it whether they choose you or not. This gets your message out on one front.  

Secondly, get every colleague that can ethically endorse you to do so. If they 
cannot ethically endorse you, create a platform that is the association of “The 
Best Of” for your category. Get them to put up money to pay for the advertising 
because they will get national exposure, and you get your exposure gratis. 

  

 

Q: “I have expertise and am successful. I want to create a group. How can I do 
it?” 
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A: You can run ads that say, “Successful ________ Interested In Long-Term 
Mentorships with Quality People Willing To Take Their Time Before They Jump. I 
have a very straightforward proposition: I will invest knowledge, strategies and 
methodologies in you at my expense for the first ____ months.  

If it adds value, you apply it and you see success, or if you don’t apply it but 
others in the group see success, I will hope you will continue with the group and I 
will charge you a modest price. I can partner with you, but I don’t have to.  

I can promise if you’re patient and you want to systematically, safely and 
methodically learn how to be a successful ____________, I can teach you. I can 
promise you there are no other strings attached. If you will join me ___(on a 
webinar / on a teleconference / at [PLACE])___, we can get started.”  

In terms of where to place this ad, you can place it in papers people will read; you 
could place it as an insert; you could do a test of a sixty second or two minute 
commercial on radio; you could place it on Facebook; you could do it via local 
discussion groups; you could do it in partnership with various clubs or 
organizations; you could do it with various business groups; and so on. 

  

 

Q: “We want to grow but we’re reluctant to take any external loans or give away 
equity. What ideas do you have?” 

A: You can look at this in a different way. You don’t have to give up equity, but 
you can give up equity in a client – not in your business. If you went to an 
investor and you got them to put up the growth capital plus an overhead charge 
to support your team, and then you went to your market with a proposition to buy 
your product/service and give them terms, you can split the profit with the 
investor.  

The investor will then have an interest in the profit for all residual revenue that 
comes from that buyer – not an equity interest in your business. You can stop it 
depending on the terms of the deal.  

However, if you know your market is going to buy from somebody at some time, if 
they don’t start paying for a period of time and your investor gets a return 
exceeding market yield plus the bonus share of the profit not just in the initial sale 
but in the residual sale too, you can do this on a deal by deal basis giving the 
investor interest in each client without giving up equity.  
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The investor is getting a premium interest that accrues plus some generous 
share of the profit on the frontend and the ancillaries. If you pitch this to enough 
people and establish that you’re only going to do this with reputable buyers, you 
can give investors a better return on their money plus all the additional bonuses 
and a stream of income that is all found money on each deal without giving up 
equity in the business. 
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Blog #42 

Q&A With Jay (Part 92) 

Words of Wisdom by Jay Abraham 

  

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

* “I offer consulting for a fixed fee. How do I translate this into higher margin 
work?” 

* “What can I do to separate my business from the pack?” 
* “How do I break into a new market?” 

  

Q: “I offer consulting for a fixed fee. How do I translate this into higher margin 
work?” 

A: You can have a fee you provide that is low based on a commitment they give 
you to utilize your full-on services sometime in the next 12-18 months. If they 
don’t, you have a fee that is triple that and you tell them why. Explain the margins 
of the service and tell the truth. Explain how you started the service as a 
demonstrable evidence of why you are superior with the expectation that you 
would get the next job.  

Sometimes you do get the next job and sometimes you don’t. It’s not because 
you don’t demonstrate it, but because sometimes people change. If you aren’t 
going to source full-service deals, then you need to be paid what it is really worth, 
or simply not do it.  

Separately, the way to get bids is to learn how to convert soft into hard and use 
analytical comparison, contrast, demonstration and correlation. If what you do 
full-service produces an outcome that can be quantified – such as reducing 
manpower by 100 hours a job at $30, thus $3,000 a day savings, or increasing 
efficiency by 200% -- whatever the positive implications and reductions of the 
negative, if you can quantify it and demonstrate it, you can delineate where and 
how they will receive an ROI and within what time frame.  

You can then explain what you expect to minimally deliver to them in hard, 
tangible, recurring benefits that are bottom line based, productivity based, 
business expanding based, and so on. 
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Q: “What can I do to separate my business from the pack?” 

A: You can put together an advisory group. You can retain respected, superstar 
iconic experts or authors to be available to consult on jobs you go after. You can 
secure commitments from freelancers that have experience and have them on 
call for projects thus showing you have the best team, experts and most 
successful people. You can determine who else is selling the most elevated, 
advanced, complex, non-competitive products and services to your market and 
make them your partner. 

  

 

Q: “How do I break into a new market?” 

A: First, go to LinkedIn and find people who did your line of work for a company 
that is a provider and is no longer at that company. You can make him or her a 
partner in deals.  

Second, determine who else provides expert services to your market that are 
non-competitive or was a big provider and now they’ve left or retired and you can 
partner with them. If you have good margins, make deals that are overly 
generous on the first deal. You care about penetrating the market and getting a 
great outcome. When you find people that used to be doing it, used to run those 
businesses, or used to work in that industry and now don’t, as long as they exited 
with a good reputation and integrity, they have a sunk cost in relationships, their 
investment in that industry and in the trust and credibility they have accrued. You 
can give them 80% of the first fee and explain to them that you’re doing this 
because you play a longer game.  

Your success is going to be your perpetual relationships and brand status with 
your industry. You may care about making money, but initially you ought to care 
more about getting your foot successful into the door. 
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Blog #43 

Q&A With Jay (Part 93) 

Words of Wisdom by Jay Abraham 

  

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

* “I have a business and want to teach other businesses in my space how to 
grow their business. How should I go about doing this?” 

* “I’m in a niche and I feel like I’m working too much in my business and not 
working on my business. What can I do to take myself to the next level?” 

* “What can I do build a list of prospects I can deliver value to?” 

  

Q: “I have a business and want to teach other businesses in my space how to 
grow their business. How should I go about doing this?”  

A: You have to first produce validation that you can grow higher yield or income 
production. Once you have that, you can go to the other businesses in your 
space and demonstrate to them how you can help them grow their business with 
your proven system.  

Instead of selling the system one time, you sell it as a license and the business 
owner gets to use it every year as an associate. Every year they pay a renewal 
fee or a royalty.  

By doing this you are setting it up so they distribute your products and it’s not just 
a static transaction. You tie them in with the understanding that you are using 
your business as the research laboratory that is developing breakthroughs, and 
every year you will have better breakthroughs in terms of systems, processes, 
services and more that will bring in more revenue.  

They can drop out any year they don’t want to be a member and stop using your 
methodology, but if they want to be a licensee they pay $_______ in year one (or 
every year) and a percentage of the growth. Depending on the legality, you want 
to lock them in so they are a licensee. Again, before you try and sell this it’s 
important you create a demonstrable proof that you are able to do something 
desirable they can’t. 
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Q: “I’m in a niche and I feel like I’m working too much in my business and not 
working on my business. What can I do to take myself to the next level?” 

A: If you’re in a niche, you might want to go to other businesses outside your 
target range and offer to teach them how to be a sub-specialist. If you got enough 
people at a decent price point and you offered to teach them your system as long 
as they operate outside of your marketing area, it could be lucrative.  

Look at your performance and quantify it. Explain how you’re looking to teach 
your methodology to non-competitive businesses and show them how you will 
increase their performance or income within a time frame.  

Concurrently after you’ve trained them you can start building equity deals. That is 
the next thing you could do. You do that via partnership. Theoretically you could 
get a sub-interest in deals around the country. You probably also need to take 
ten or fifteen percent of your day and reallocate it to a more sustainable element 
of the business. 

  

 

Q: “What can I do build a list of prospects I can deliver value to?” 

A: Here’s one idea you can use: Go to all the publications in your market and 
offer to create a series of instructionally deep articles on whatever the application 
is to that industry. Then create a book on your topic that educates people in your 
market. Next, go to every organization that could be a prospect or has access to 
your prospects and offer courses you can conduct online or offline that you bring 
people to. You can educate people on all the issues they need to know, all the 
factors they need to look at and all the nuances, dangers and opportunities they 
need to take advantage of. You can also educate them on how to evaluate 
providers, mitigate the downside and how to look at what you offer. 
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Blog #44 

Q&A With Jay (Part 94) 

Words of Wisdom by Jay Abraham 

  

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

* “I want to attract more high-end clients who pay me more. What’s your 
recommendation?” 

* “What are some strategies I can use to more easily break into a new 
market?” 

* “How do I market to my ideal customers if they don’t know they need my 
service?” 

  

Q: “I want to attract more high-end clients who pay me more. What’s your 
recommendation?” 

A: To attract a higher-end clients who pay you more, you need to first quantify 
the impact and outcome you can have on the client’s performance, success, 
impact, etc.  

With this in mind, you could then propose something like this: “I have a process 
I’ve been doing for ____ years. It’s now been enhanced, advanced and 
reformulated for ___(Client Type/Industry/Company/Position)___. I can promise 
the following ___#___ outcomes will occur: 
____________________________________. I will guarantee in writing the 
following:  _____(Your Guarantee “If…then…”)_____. If the result fails to 
happen, as long as your side validates that you executed, implemented and 
applied what you learned, I will return to you a pro rata refund for the shortfall up 
to 100 percent.” 

  

 

Q: “What are some strategies I can use to more easily break into a new market?” 

A: Find companies that are older and have a good reputation but have slowed 
down. Partner with them or buy their name and work with their key people. 
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Another strategy is to go online and find people who have worked, or are working 
now, in the market you want to break into and hire them as partners in a new 
division. Give them a big share of that division in exchange for them building it for 
you. A third possible strategy is that you can also partner with somebody who 
does not have a business in the market you want to enter but has access to a lot 
of things people do before, during and after and you can partner with them. 

  

 

Q: “How do I market to my ideal customers if they don’t know they need my 
service?” 

A: There’s a concept in marketing called the Aikido School of Marketing. Aikido is 
a martial art that uses the actions of the enemy against the enemy. In this case, 
that means you use the problem to your advantage.  

If you’re saying you want people who don’t recognize the value to recognize the 
value, then you create communications, marketing and articles that start with the 
declaration that states how some percentage of your market don’t realize the 
penalty they are accepting by staying with the problem they are facing.  

You then go on to state the specific benefits your service to delivers to your ideal 
customer when they take utilize the service. Find analogies that go to the feelings 
people have.  

Further, you can partner with people and services that offer complimentary, non-
competitive services to yours since their prospects will recognize your service as 
valuable to prospectively investigate. 
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Blog #45 

Q&A With Jay (Part 95) 

Words of Wisdom by Jay Abraham 

  

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

* “What are the best methods for identifying viable niches?” 
* “I have a process/product/service that works but I’m having trouble getting 

people to initially trust me. What can I do?” 
* “What are some valuable, intangible skills I should focus on developing?”  

  

Q: “What are the best methods for identifying viable niches?” 

A: First, determine what your strengths and weaknesses are.  

Second, you want to know and quantify the impact you have when you deal with 
clients.  

Third, you want to determine how will you get paid.  

Fourth, you want to look at what industries, categories or areas you can create 
value, add enhancements and/or deliver benefits that are so profound that it will 
absolutely multiply the yield many times over for anyone who avails themselves 
of what you offer.  

Ask yourself this: If you could do anything, what’s the one thing you could do day 
and night that will produce such outrageously evident performance enhancement 
and/or value that can be measured, seen and validated? That is what you want to 
concentrate on.  

As a related point, understand this: Optimization is highest and best use of your 
time, skill, opportunity cost and access. You can do a lot things and you can have 
a lot of businesses. However, there is probably one thing or one category of 
business that you can hit a homerun in. It could be an industry or an application. 
Start where failure is less probable than success. 
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Q: “I have a process/product/service that works but I’m having trouble getting 
people to initially trust me. What can I do?” 

A: If you have skills and success but people don’t know you and you don’t have 
credibility, you can go to people who have access to a lot of influencers and offer 
them your process/product/service at your cost so they can judge you 
accordingly. If they find what you have has value, ask them to endorse you.  

When you’re trying to do something that is either unproven or people are 
skeptical about, invest in the other person first. Set up a proposition where you 
don’t wait for money to change hands, but rather go to companies that have your 
prospects and ask them to pick someone you can invest in for some period of 
time. If they become successful using your process/product/service, ask them to 
refer other people to you. 

  

 

Q: “What are some valuable, intangible skills I should focus on developing?” 

A: Socratic interviewing, listening and having curiosity are all valuable intangible 
skills worth developing. When you have an interest in human beings and the 
ability to understand what they do, how they do it and why they do it, you become 
more valuable. Your ability to externally focus, subordinate and project yourself 
into their lives is also extremely valuable. When you appreciate, understand, 
respect and empathize with what the other person is feeling and going through, 
it’s a powerful way to connect very deeply and build trust. 
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Blog #46 

Q&A With Jay (Part 96) 

Words of Wisdom by Jay Abraham 

  

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

* “I want to build a secondary income with a product/service. What’s a way I 
can do it?” 

* “What can we do to get earned media if we’re not very well known?” 
* “How do I develop and/or create new products/services?” 

  

Q: “I want to build a secondary income with a product/service. What’s a way I 
can do it?” 

A: Find other business online that sell products/services for people in your 
market. They will have leads that do not convert. If you create products or 
services in the same market and propose a joint venture with them whereby they 
offer your products/services to their leads that haven’t converted, you can utilize 
other people’s assets to build a secondary income for yourself. 

  

 

Q: “What can we do to get earned media if we’re not very well known?” 

A: You can stair-step the process. The odds of getting national exposure if you’re 
localized or regionalized may or may not happen, but you can build towards it. If 
you get enough localized media that it sources a more regionalized or 
nationalized client, that’s also a start. Plus, the media also gives you stature.  

You can also go to someone and propose devising a program for them in 
exchange for media. You have to use your ingenuity here. People don’t have 
national exposure when they are starting out.  

Start by communicating with as many well respected blogs, podcasts and 
associations irrespective of their size and irrespective of whether they are 
national, regional or local.  
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If you want to grow, leverage and scale up, start by being everywhere. If you’re 
not national but you get placement in 50 regionals and/or in 12 trade publication 
and/or with 20 associations, that’s useful. 

 

 

Q: “How do I develop and/or create new products/services?” 

A: Unless you have a lot of time and capital, if you do some research you will 
likely find many people who have created wonderful products and services – but 
they are terrible marketers. You could more easily co-brand and get the rights to 
their products and services to start with rather than spending your time and 
capital creating new products/services. By doing this, you can then focus your 
attention on marketing and generating revenue. So, start by finding someone 
who is in distress because they already have products and services but they 
don’t know how to market them and monetize them. Partner with them first, and 
then over time you can create your own products and services. 

  

  

 

 

 

 

 

 

 

 

 

  



 85 

Blog #47 

Q&A With Jay (Part 97) 

Words of Wisdom by Jay Abraham 

  

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

* “How do I start getting small marketing wins under my belt so I build 
momentum?” 

* “What sort of advertising should I use?” 
* “I want to get more endorsements. How can I go about doing this?” 

  

Q: “How do I start getting small marketing wins under my belt so I build 
momentum?” 

A: Whether you’re going to implement Direct Sales, Endorsements, Back End 
Marketing, Referral Systems etc., you can test conservatively. Let me give you 
some examples: Hire somebody to do Direct Sales for a few hours a day with a 
small base. See if that works.  

When using Telemarketing, figure out a qualitative way to set the stage at the 
point of sale so they are expecting it. Look at the 93 possible Referral Systems 
you can implements and try putting one in place. Try it with 10, 20 or 30 people 
for a month and see what happens.  

If you use Joint Ventures, start small. Don’t try and go to international companies. 
Go to somebody local where it won’t be a big deal but you’ll discover what works. 
If you are doing Direct Mail, set a budget to send 100 pieces and test. You want 
to see an indicator if you can’t see definitive results. You can test various Back 
Ends. Find somebody who already has a Back End and make a deal to offer it. 
See if it sells.  

If you’re focusing on the Front End, don’t create your own yet. Go out and find a 
Front End and give the creator of it a royalty or share of the leads. Just see what 
works. If you want to work on Endorsements, get somebody you’ve already 
served or find somebody who is localized where it won’t require herculean effort. 
If you’re going to work on your Media, start submitting to appropriate, but not 
major, media. 
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Q: “What sort of advertising should I use?” 

A: Many people advertise without zeroing in on the highest and best probable 
prospects, buyers and candidates. They simply mass buy eyes and ears. 
However, if you can advertise to your target audience cost effectively via Direct 
Response marketing, that is the approach you ought to take.  

Direct Response marketing, as opposed to general institutional advertising, 
distinguishes the reason why someone should buy from you and why your 
product/service is a greater value and performance enhancer. It denominates 
benefits to the prospective buyer with credibility and proof and a good call to 
action. It offers your target market an irresistible reason why they should take 
action.  

Anytime you advertise, first make sure you are advertising to the concentrated 
audience you want and not simply advertising to everyone. Second, make sure 
your communication, no matter the media it’s on, has a headline or something 
equivalent (e.g. the first thing a salesperson says, a subject line, etc.) that 
promises a big, valuable, desirable, actionable benefit proposition to your target 
market.  

If it doesn’t have any impact and your target market doesn’t take any action, the 
advertising is a waste. You would rather pay more to reach the people you want 
to reach than a quarter of the price to reach people who have no viability. 

  

 

Q: “I want to get more endorsements. How can I go about doing this?”  

A: First, look within your buyer base. Do you have any buyers who have 
prominence? Prominence can mean someone who is known whose current or 
past organizational association was, or is, prestigious. Do you have a 
preponderance of a category of buyers? Do you have a certain type of buyer that 
comes from certain ads or sources? These internal avenues can be a valuable 
source of endorsements.  

Further, you can look externally for endorsements. You would share your product 
or service so the endorsement has credibility. You could pay prominent people 
for endorsements. You can go to authors and experts who would endorse you. 
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You can go to manufacturers who would endorse you. You can go to media and 
associations that would endorse you. 

 This all gives credibility and differentiation. Even if these sort of endorsements 
are simply an enhancer you can use everywhere else, for example utilizing it at 
events or giving it to your salespeople to show, it has enormous value. 
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Blog #48 

Q&A With Jay (Part 98) 

Words of Wisdom by Jay Abraham 

  

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

* “How do I do new things in my business without risking what I’ve already 
built?” 

* “I started reaching out to people I want to do deals with but haven’t heard 
back from them. What do you suggest I do?” 

* “What do I need to know about facilitating partnerships, strategic alliances, 
endorsement deals and joint ventures?” 

  

Q:  “How do I do new things in my business without risking what I’ve already 
built?” 

A: The easiest way to do anything new is to do it small and safe in the beginning. 
The odds of you, or anyone, being brilliant, executing perfectly and achieving 
optimal results are low. They are low for everyone when they do something for 
the first time. So, apply it slowly, conservatively and in an environment where if it 
doesn’t work great, it doesn’t matter. When you’re implementing something new, 
do it low, slow, safe and small. Once it works and you have the model correct, 
then you can expand it. 

  

 

Q: “I started reaching out to people I want to do deals with but haven’t heard 
back from them. What do you suggest I do?” 

A: Relationships don’t usually result from one interaction. It normally takes a 
series of interactions where congruency, consistency and authenticity get 
communicated. So, you need to continuously have communication with them and 
show progressively how you can benefit them and they can benefit from you. You 
don’t have to be frustrated if you don’t get an instant positive deal with people. 
Make it progressive until they see how authentic, valuable, talented and sincere 
you are. 
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Q: “What do I need to know about facilitating partnerships, strategic alliances, 
endorsement deals and joint ventures?” 

A: They key to all of these is that you have to win trust. You have to create trust 
in order to establish partnerships or endorsements. You can do this in many 
different ways.  

For example, if you have a service, go to the organization, icon, individual or 
media you’re trying to establish a collaborative relationship with and earn it. Buy 
them (or some of their nominees) a period of service, or provide your product to 
them (or some people they recommend) to put it through its’ paces, or have them 
buy from you and then reimburse them. Put them in situations where you are 
taking the risk that the performance, delivery, or post-delivery of the product or 
service will be at or above what you promise. Then, work out an arrangement 
with them where, predicated on your product or service gaining a great report 
from whomever tries it, they will agree to collaborate. 

  

  

 

 

 

 

  



 90 

Blog #49 

Q&A With Jay (Part 99) 

Words of Wisdom by Jay Abraham 

  

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

* “How do I increase productivity in my business?” 
* “What do I have to understand in order to gain more mindshare in my 

market?” 
* “What is some of the best advice you’ve ever received?” 

  

Q: “How do I increase productivity in my business?” 

A: Every business is the sum total of a lot of activities that are connected. These 
activities include targeting and attracting your audience; converting your audience 
to buyers; ethically maximizing what buyers purchase; compelling buyers to 
continue purchasing; offering other products and services; utilizing media and 
distribution channels to maximum performance; and more.  

It’s a multitude of elements integrated together to produce for you. These 
elements exist both on the revenue side and production side. It involves creating 
cost-effective systems and processes that are impactful too.  

All of these elements and activities have within them dozens of leverage points. If 
you can take each one and make them perform better, you get a powerful 
geometric effect.  

Most people do not maximize performance. For example, take an advertisement. 
Everything from the headline to the proposition, the credibility, the risk reversal, 
the bonus, the call to action – all of it can be improved sometimes five to seven 
times. If you can take the same cost, effort, access, capital, and make it produce 
forty percent, fifty percent, one hundred percent more, and you can do this all the 
way through the cycle with leverage points most people never recognize they 
have available in their business, then you can double and re-double again the 
revenue you generate and your productivity.  

Further, this additional revenue can be many times more profitable because while 
current revenue covers your fixed costs, additional revenue above and beyond it 
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normally requires only incremental cost. You may have underutilized staff, 
underutilized facilities, underutilized technology. Adding an extra forty percent 
may not cost anywhere near the servicing requirements it does for your current 
volume. 

  

 

Q: “What do I have to understand in order to gain more mindshare in my 
market?” 

A: You have to be able to articulate, communicate and demonstrate why your 
product, service, people and company are a better choice, and why taking action 
is more important to the consumer than procrastinating or choosing an 
alternative. In business today, the generic competition and commoditized 
enterprises competing in the same category as you are vast – and this doesn’t 
even count the alternative means of doing something you’re competing against. 
You’re also competing against inertia, procrastination and equivocation on the 
part of the consumer. All of this has to be recognized if you want to have strategic 
marketing success. 

  

 

Q: “What is some of the best advice you’ve ever received?” 

A: In life, most people are fixated on the end product, whereas the process is all 
we have in our life; so enjoy everything you’re doing and everyone you’re doing it 
with.  

Another piece of advice is that anytime you have any interaction with any human 
being for any reason personally or professionally, make them better off because 
you were in their life.  

In making money, ask who else is non-competitive that has access to the same 
audience you want to reach. Ask who else has credibility and earned respect 
over time with the audience you want to reach so that if they endorse you, 
partner with you, recommend you, or joint venture with you, they will act right 
away.  

Also, travel outside your industry comfort zone. Most people spend their whole 
life focused on their industry. Great breakthroughs, growth and expanded 
understanding comes from going outside and examining, studying and analyzing 
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all kinds of other industries and seeing what they do, how they do it and then 
borrowing success processes from them. 
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Blog #50 

Q&A With Jay (Part 100) 

Words of Wisdom by Jay Abraham 

 

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

* “What’s the right way to think about perseverance?” 
* “I want to be a speaker. What advice do you have for me?” 
* “How do I build better, more meaningful relationships?” 

  

Q: “What’s the right way to think about perseverance?” 

A: Perseverance is important, but with a caveat. If you persevere down the 
wrong path or follow the wrong strategy, you will be doing more of the same thing 
that doesn’t work. Even if it works, you will underperform and sub-optimize. 
Commit this to memory: Perseverance is in direct proportion to strategic 
direction. If you have a viable strategy, a viable model and a great value 
proposition, then perseverance is key. Perseverance when coupled and melded 
to these other factors is critical. 

 

 

Q: “I want to be a speaker. What advice do you have for me?” 

A: First of all, you have to determine what your business model is. Are you 
speaking to make income? Are you speaking to get your brand out there for your 
business? Are you speaking because you have backend services? If you’re going 
to speak and no one knows you, what is your value criteria?  

You have to have a story that is worthy of an audience wanting to hear it. You 
need a distinctive positioning that helps you rise above and beyond the crowd. If 
you’re going to speak you also have to have what’s called the “You Attitude”. You 
have to examine, appreciate, respect and acknowledge the audience on their 
wavelength – not yours. Your proposition has to offer a valuable benefit, 
advantage, protection, enhancement and/or entertainment that is prized enough 
that the audience wants it.   
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Q: “How do I build better, more meaningful relationships?” 

A: All of life, whether personally or professionally, is about relationships. 
Relationship building cannot be achieved if it’s inauthentic. You can pander and 
patronize, but that’s not what a relationship is about. A relationship is about 
connecting on a deep level. It’s about being able to listen, hear and care. The 
most selfish thing a person can do is be selfless.  

Put the other person first. The richness of life comes from relationships. It comes 
from the growth of other people influencing you; it comes from collaboration; it 
comes from the joy of conversation; it comes from being able to see alternative 
perspectives. The more you have connection, the more joy, happiness and 
fulfillment you will experience being alive. 
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Blog #51 
 

Q&A With Jay (Part 101) 

Words of Wisdom by Jay Abraham 

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

* “What steps should I take to target the market I want to reach?” 
* “How can I get more yield and better outcomes from the actions I’m taking 

in my business?” 
* “What is a Unique Selling Proposition and how do I develop one?” 

 
 
 
Q: “What steps should I take to target the market I want to reach?” 
  
A: First, you want to determine if you’re choosing the right medium to reach 
them. Second, you want to determine if the message you are telegraphing to 
them is powerful and correct. Third, you want to look at your proposition and 
determine if it’s compelling enough for them to take action. Once they take 
action, you want to have the best integrative way of connecting, bonding, 
expanding, enhancing, sustaining and progressing the relationship. On top of all 
this, you want to practice preeminence. 
  
 
 
 
 
Q: “How can I get more yield and better outcomes from the actions I’m taking in 
my business?” 
  
A: In any business there are a multitude of actions, activities, functions, 
interactions, access vehicles and more that you can leverage up. You can make 
those opportunities, actions, investments, connections and more produce 
enormously greater yield. You can change headlines, propositions, risk reversals 
and so much more that can increase your yield.  
 
When you have as many as 20 to 50 impact points in a revenue system, testing 
different approaches can be profound. Focus on all the performance factors that 
already exist in your business. Be proactive and gain awareness and control of 
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them, and start optimizing; get the highest and best current and residual yield out 
of every action you take, every effort you make, every opportunity you have and 
every investment you expend. 
  
 
 
 
 
Q: “What is a Unique Selling Proposition and how do I develop one?” 
  
A: If you don’t have a clear-cut and well verbalized, articulated unique selling or 
differentiating position, proposition or advantage, then you are no different 
commodity wise than everyone else. To differentiate yourself you need to need to 
look within your business and industry and identify what it is about what you do 
that decisively and preemptively stands out above the maddening crowd and 
communicate this.  
 
Examples of Unique Selling Propositions are FedEx’s “When it absolutely, 
positively needs to be there overnight” or Dominoes “Hot, fresh, delicious pizza 
delivered to your door in 30 minutes or less or it's yours free.” You have to think 
about what clearly articulated positioning will truly and honestly distinguish you. If 
you say that people buy from you because of “service”, “dependability” or 
“quality” – these are generalities.  
 
You need to denominate, define, articulate and get more granular about the 
distinct advantage and benefit to your buyer or prospective target market. 
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Blog #52 
 

Q&A With Jay (Part 102) 

Words of Wisdom by Jay Abraham 

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

* “How do I get endorsements for my product/service/business?” 
* “What are some different examples of risk reversals I can use?” 
* “How should I think about delivering quality?” 

  
 
 
Q: “How do I get endorsements for my product/service/business?” 
  
A: There are many non-competitive people externally that have access to the 
same market you want to reach. If you get them to put their credibility, trust and 
marketplace respect on the line for you, it gives you enormous advantage.  
 
See who in your market would be influential to the people you’re trying to reach 
that would endorse you. If they already know you and deal with you, these people 
can endorse you and, preferably, you don’t pay for the endorsement as a result.  
 
Another way to get endorsements is to go to someone and win their trust by 
providing services/products for a period of time at your cost and you get feedback 
from them with a stipulation in advance that if they get positive results they will 
endorse you.  
 
Another way to get endorsements is to look within your current database of 
buyers and see if you have people who have stature. You can also go on 
LinkedIn and see people with great titles who are available now outside of where 
they were previously working and could lend their credibility. You can also look to 
authors, media personnel, manufacturers, organizations representing groups that 
could be credible for you, and so on. You could also create a board of advisors 
with men and women whose current or former position is one of well-known 
stature or prestige. 
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Q: “What are some different examples of risk reversals I can use?” 
  
A: You can use a 100% risk reversal. It’s pretty straightforward. You can say, “If 
you’re dissatisfied with your purchase or its performance anytime up to ____(date 
/ time / usage)____, you will get your money refunded – no questions asked, no 
hard feelings.” A Better-Than-Risk-Reversal guarantee might involve adding a 
bonus to it that adds value.  
 
You give them the same protections as a 100% risk reversal, but they get to keep 
the bonuses for their faith and trust. You can also use a Partial Risk Reversal 
where you give them a pro rata portion back for underutilization.  
 
Going further, you can add dimensionalization to your risk reversal. This is where 
you paint the picture for the client in your guarantee.  
 
You might say something like this: “If within the first __#__ days of using 
(product/service), as long as you use it as recommended, if you can’t honestly 
say to yourself and us that you’ve experienced the following benefits: ______(List 
Outcomes/Results They Can Expect)______ -- then we don’t deserve to keep 
your money and we won’t consider your purchase binding or committed on your 
part. We will instantly give you your money back because we didn’t deliver on our 
expectations for you and the outcome you deserve from us and our 
product/service.” 
  
 
 
 
 
Q: “How should I think about delivering quality?” 
  
A: Make what you do, how you do it and what you provide the absolute best 
quality you can above and beyond the competition. Further, make certain your 
definition of quality and value is in alignment with the markets definition. If you do 
things that are unique, make sure it’s of value to the market and that they grasp 
it.  
 
You can be qualitative at any level. You can be the lowest cost provider and still 
deliver outrageous quality for what you render. You can be a service provider 
making such a great quality of impact in people’s lives. In terms of delivering 
quality, make it appropriate to the economics and value proposition you are 
rending. Relative to your market, your position, your segment and your niche, 
make quality an immutable and never-compromised element of your business 
conduct.  
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Blog #53 
 

Q&A With Jay (Part 103) 

Words of Wisdom by Jay Abraham 

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

* “How can I get experts to help me in my business if I don’t have a lot of 
money to spend with them?” 

* “What can I do to be smarter about investing in my company’s growth?” 
* “How do I find breakthroughs outside my industry that I can apply to my 

company?” 
  
 
 
Q: “How can I get experts to help me in my business if I don’t have a lot of 
money to spend with them?” 
  
A: If you represent enough upside potential and you can demonstrate enough 
resource, infrastructure and committed follow through, there are so many experts 
out there who are specialists. You have the ability to go to them and prove to 
them with certainty that you will execute and measure efficiencies, savings, 
reductions, etc., and as such you can convert what they ask for in fee to a longer 
term percentage of the increase, profit, revenue, savings, reductions, etc.  
 
In this way, you can make them your profit partner. You have to be generous 
enough that you won’t mind paying someone more on performance over a period 
of time. If you have to pay someone a fee, you can defer it until you get to a 
certain savings or sales outcome. There are lots of ways to take fixed costs you 
might be intimidated by because you think you can’t afford them and simply 
change the dynamic. 
  
 
 
 
 
Q: “What can I do to be smarter about investing in my company’s growth?” 
  
A: Think of your business as a mutual fund. Imagine having a broad spectrum of 
investment classes in this fund. Now, imagine one class was yielding 2% and 
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another was yielding 20%. If the class yielding 2% had 40% risk and the 20% 
had 10% risk, would you put the same amount of capital in each one? Of course 
not.  
 
The same logic ought to apply when you look at your business. Break out all the 
quantifiable, measurable, analyzable implications and correlations you can study. 
Start reallocating capital, time and attention based on what you find.  
 
For example, many business owners don’t look at the different value of different 
types of buyers or different buyers coming from different types of propositions.  
However, when you do, you will find all buyers are not worth the same. Some are 
profitable upfront but never buy again. Some are unprofitable upfront but buy 
multiple times more on the backend. If you don’t know this, you will be throwing 
the same amount of money at buyers. Not knowing a buyers worth leads to 
spending too much or too little acquiring them.  
 
Further, on a financial statement you will only see your hard assets. However, 
you need to recognize your soft assets such as the brand value; distribution 
channels; the value of buyers who could buy other things from you; other things 
you can sell through your distribution channels, sales force, database or website; 
influences you have that can be leveraged; and a lot more.  
 
Unless you recognize the value of all these things, you can’t possibly manage, 
maximize and multiply the yield of all your tangible and intangible assets. You 
should also look at the assets you are bringing in, such as prospects, media, 
buyers, influencers, endorsers, partners, etc., the same way an institutional 
investor would look at them. They should be there for one of the following 
reasons, or a combinations of these reasons: Income, appreciation, growth, 
diversification, or strategic purposes.  
 
Each one needs to be for a different reason because it’s a portfolio. If you’re 
simply looking at revenue and expense without looking at yield – what the 
investment is yielding you over time – you’re limiting a multiplier capability you 
have available to you. 
  
 
 
 
 
Q: “How do I find breakthroughs outside my industry that I can apply to my 
company?” 
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A: Start traveling outside your industry and study things outside your interests. 
Go to all your friends and ask them to share their sales literature that comes to 
them. Interview them on how their industry sells, distributes, manufactures, etc.  
 
When you drive down the street look at signage that is out there. Go to various 
places and try and get sold; remark on what they are doing that you can borrow. 
Study all the ads and publications online and offline to see what they say and 
how you can borrow propositions, promises, headlines, approaches, and more.  
 
Look at the top 25 books in as many categories as you can and look at the titles, 
subtitles, chapter titles and see ways to adapt them. Force yourself to read or 
visit websites and publications you normally wouldn’t. Watch shows that seem 
boring or out of your comfort zone to find ideas or insights that will help you grow 
and expand your understanding of how much more is possible. 
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Blog #54 
 

Q&A With Jay (Part 104) 

Words of Wisdom by Jay Abraham 

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

* “How do I become more proactive?” 
* “What can I do to make my advertising more responsive?” 
* “Someone has books/eBooks/a body of work they are no longer updating. 

It could be valuable if it was updated/revised. How do I approach them?” 
 
 
 
Q: “How do I become more proactive?” 
  
A: Being proactive is a function of being strategic and not tactical. It is a function 
of mastering critical thinking. It’s about seeing connections and correlations. It’s a 
function of developing a combination of hindsight, insight and foresight. You have 
to reflect on what has happened, what is happening, and what looks like it will 
happen. If you don’t become proactive you can’t out-market, out-sell, out-
strategize, out-contribute, out-position and out-compete your competitors. Being 
reactive is basically being controlled. Being proactive is being in control. 
  
 
 
 
 
Q: “What can I do to make my advertising more responsive?” 
  
A: When writing offline or online advertisements, realize it’s not about you; it’s 
about the target audience. The communication has to offer benefit, protection, 
advantage or enrichment.  
 
You don’t want to be cute. You want to be compelling. The best pulling models 
look more like valuable content and articles than self-serving non-response 
communications.  
 
A responsive communication focuses in on the big outcome your target audience 
wants or needs to enhance, protect or eliminate something in their lives, and it 
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proves, restates, demonstrates and adds credibility to what is being 
communicated. It then directs the person to action.  
 
Going even further, in today’s commoditized world, you don’t just want to give 
away a free report. Buying someone something of value that you can explain, 
denominate, demonstrate and give value to because it will translate to an impact 
in their lives is far more powerful. 
  
 
 
 
 
Q: “Someone has books/eBooks/a body of work they are no longer updating. It 
could be valuable if it was updated/revised. How do I approach them?” 
  
A: You can go to them and say, “I admire your body of work. I particularly admire 
the fact that your thinking is still relevant in my world. I would love to see a 
revised version. I sense this may not be something you want to do. If you study 
my background and do some due diligence I think you will find me to be 
somebody of integrity, values and alignment with what you stand for.  
 
I’d like to propose that you allow me to update and expand your book and you 
allow us to be co-authors on it. I want to grow a business. I’m willing to track the 
business that might emanate from it and for a period of time, share with you in 
some fair and generous way. I believe the benefits will accrue to both of us 
because you will have a new book in co-authorship with me you can promote 
again which will only enhance your stature, your brand and your activities.” 
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Blog #55 
 

Q&A With Jay (Part 105) 

Words of Wisdom by Jay Abraham 

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

* “How do I get more leverage from every sale I make?” 
* “What are “Hidden Assets”?” 
* “How do I become more effective at sales presentations?” 

 
 
  
Q: “How do I get more leverage from every sale I make?” 
  
A: Once you gain trust and credibility in an engagement or a transaction where 
value is transferred, it’s very easy to extend that to more of the same product if 
it’s appropriate, more complimentary products or services if it’s appropriate, or 
other products and services that buyer is a target for.  
 
So, don’t just sell one time and not have a system. Ethically program and position 
in the mind of the buyer that he or she is going to be purchasing ongoing if you 
have an ongoing purchasable product. You can also provide them with a 
qualitative, highly relevant, meaningful portfolio of other products or services that 
are related, expanded or simply wonderful products/services you source that will 
be instrumental in improving the performance of their business, career or life. 
  
 
 
 
 
Q: “What are “Hidden Assets”?” 
  
A: Hidden assets can be tangible or intangible. They can be relationships, 
distribution channels, buyers within your database, processes you use that 
outperform the average, certain salespeople that are specialists, complimentary 
products, inactive clients, unsold prospects that could be buyers for something 
similar, and more. There are a myriad of different assets inside and outside your 
business. They could be worth multiple times more in profit than what you are 
realizing now. However, you have to first identify them. 
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Q: “How do I become more effective at sales presentations?” 
  
A: Whether you’re selling one-on-one, on the telephone, at an event booth, in 
your place of business, there are really seven keys to selling more effectively.  
 
First, you want to say something that gets the prospects attention and interest 
based on an outcome, protection or advantage they want.  
 
Second, tell them why he or she should be interested in what you are talking 
about and the reason why it’s relevant to them.  
 
Third, tell them why they should believe what you are telling them is true.  
 
Fourth, prove that what you are saying is true.  
 
Fifth, list all the benefits of your product or service.  
 
Sixth, tell them how to order or take action.  
 
Seventh, ask them to take that action right away and tell them the reason why it’s 
important to them. 
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Blog #56 
 

Q&A With Jay (Part 106) 

Words of Wisdom by Jay Abraham 

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

* “How do I gain preemptive advantage in my market?” 
* “What can I do to get more done in less time?” 
* “How do I find my niche and why is it important?” 

  
 
 
Q: “How do I gain preemptive advantage in my market?” 
  
A: Educating people to appreciate what goes into the creation, selection, 
production or support of your product or service is very powerful. Most people in 
an industry or category do a lot of the same things, however the consumer or 
targeted business client doesn’t know it. When you take the time to revere, 
denominate, demonstrate and explain what went into the creation, selection, 
development or support, even if it’s the same thing everyone else does, it gives 
you preemptive advantage. 
 
 
 
  
 
Q: “What can I do to get more done in less time?” 
  
A: Look at the last month of your workdays. Look at where you spent your time. 
Everything you are doing is an investment. You are investing with the expectation 
of getting a return that exceeds alternatives. If you waste your time on non-
productive, non-strategic, menial things that are not the highest and best use of 
your time, you are diluting, compromising and reducing the yield you are getting 
on your investment in, arguably, the most important asset you will ever have. If 
you don’t look carefully at how you utilize, spend or dissipate your time, you will 
be disappointed at the end of your working career.  
 
An effectiveness coach in Silicon Valley shared that most people don’t know the 
three most important functions, activities, responsibilities or priorities their 
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company pays them to perform. If you can isolate them and break them into sub-
processes and judge them based on a criteria of relevancy, competency and 
passion, this will help you get a lot more effective work done.  
 
Even if you don’t have a lot of money, find other people to do what is not in the 
realm of relevancy, competency and passion as it relates to what you are doing 
now. You could pay them hourly. You could joint venture with somebody who 
already has that skill and pay them on a future percentage. You can retain 
somebody who is part-time, doesn’t badly need your money and is a freelance 
subcontractor who can defer the payment. However you do it, get yourself free to 
work on the activities that are going to be the most important. 
  
 
 
 
 
Q: “How do I find my niche and why is it important?” 
  
A: Being all things to all people marginalizes you, doesn’t give you distinction and 
strains your resources. To find your niche, see why people buy from you. See 
who is buying from you. See where they are buying from. Construct the filaments 
and fibers of that into a fabric that tells you what your niche is. In a competitive 
world with so many people in so many parts of the world selling so many similar 
things, if you’re just one of the maddening crowd, you may get lucky, but you 
won’t be optimal in getting business. However, the more clear, focused and 
articulate you are about what your niche is and what your unique differentiation or 
selling positioning is, the more successful you will become. 
 


