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Fast Cash Generators
Techniques for generating tens—even

hundreds—of thousands of dollars
virtually overnight!

This section explains foolproof techniques that can generate much-needed cash for
you—instantly.

When you first read the techniques, you'll probably think they're too easy and simplistic to
really work. But I assure you, they're not! The principles, methods, and techniques contained in
this section can boost your profits right before your eyes. In my 28 years of consulting, I've
seen these same techniques work literally 99% of the time.

Surprisingly, virtually any business is a prime prospect for these techniques, provided one
thing—you have assets which you are under utilizing. These assets can be salespeople,
advertising opportunities, customer lists, and so on. All you have to do to boost your profits is
recognize the overlooked opportunities in your business and capitalize on them.

*  *  *

Technique #1: Fully utilize Your Customer List

Overlooked opportunities almost always exist in any business, but more so in retail
businesses. Why? Because most retailers come from other business areas and they don't know
or understand the real leverage they possess. For example, 99 out of 100 retail stores rarely, if
ever, capture (by this I mean retain and record) information about their various customers.

Retailers should try to capture each customer's name and address, the dollar amount of past
purchases, the number of past purchases, specific products or services the customer bought or
is interested in buying, total dollars spent, specific interests of the customer, where the customer
lives, etc.

If you're one of those business people who doesn't capture customer information, don't feel
bad—you're not alone. And the first step toward overcoming this mistake is to recognize it.
Keep this in mind: If you have your customer information detailed and segmented (by
segmented I mean segregated in different listings), it can save you and make you a lot of
money. How?

You can send direct mail to your customers (people who you know are interested in your
products and services) rather than waste your money running expensive ads that reach a lot of
people who may not be interested in what you have to offer.

You can send out personalized, direct-mail promotional letters, instead of wasting your time
and money mailing to a general resident list. A general resident list is an ineffective, untargeted,
shot-in-the-dark waste—yet that's the main promotional thrust most naive business people opt
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for. By sending out a special, ”preferred-customer” mailing to people who are familiar with
your business, you can be sure that you're reaching people who are interested in what you have
to offer—and you'll make a profit.

In your promotional letters to your customers, you can offer goods and services that are not
stocked, ”pre-selling” all kinds of merchandise before you invest a single dollar. You can take
deposits from customers, or they can prepay the full price.

You can also use direct mail to get rid of all sorts of overstocked, slow-moving, damaged, or
undesirable goods, and convert that stale inventory into cash.

And, if you know a lot about each customer, you can gear specific letters to specific
segments of your customer base, offering them the precise type, kind, or subject matter of
products or services you know the customer is most interested in. Let's say, for example, you
have a shoe store, and you know that 100 of your 1,000 customers are women who buy an
average of two pairs of shoes each time they come in, and they always buy the hottest, most
fashionable shoes you sell. You could write a simple letter, exclusively to these 100 women,
offering them either the newest shoes that have arrived, or offering them a chance to
prepurchase some exotic shoes before they even get to your store. Chances are, if your letter is
crafted correctly (and I'm providing a compendium of proven sample letters in this section),
your letter could sell as many as 33 or 50 of these 100 women a pair or two of shoes. If the
average woman purchases two pairs of $50 shoes every time you mail to them, you'd add
$3,300 in additional sales to your business every time you mailed out 100 letters—and
conceivably a lot more if 50 people bought instead of 33.

But let's just say a mere 33 women buy two pairs of shoes once a month from a simple
letter you send out. That $3,300 in added sales only cost you a whopping $50 to produce (that's
what it cost to mail print and mail the letter), yet it yields over $1,500 in pure profit. And if you,
like many retailers, triple your markup, it may even yield as much as $2,500 in profit.

Just for risking a ”whopping” $50 on a letter, you could make $1,500 to $2,500-
plus—extra profit—from mailing one letter to one segment of your customer list. And most
customer lists can be segmented (or broken down) into at least four or five different
categories—each of which can receive a singular type of mailing every month or two.

I won't take up important space in this report by listing all the math on a typical business,
but it's not at all uncommon for a business to have 1,000 to 10,000 customers they've never
mailed to before, or have mailed to very infrequently, or mailed a very boring approach that
didn't work.

By the way, you don't have to be a huge retailer for my concepts to work. The previous
example is for a small to medium-size local merchant...not some huge chain or super-dealer.
Local shoe stores, clothing stores, health-food stores, landscape or nursery shops are perfect
hosts for this type of promotion.

Technique #2: Use a Handy Phrase to Upsell Your Customers

Don't get turned off because my first example is sending out letters to customers. My cash-
generating concepts work for all sorts of other business applications, too. Want a quick
example?

Say that you have a business (any type of business) that sells a lot of people the same thing,
either retail or by phone...
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For illustrative purposes, let's say you're a widget store. Of the 100 people who buy
merchandise from your store in a given week, the average purchase is about $100. What would
happen if you gave your cashiers and salespeople a simple phrase they could say right at the
point of purchase—right when the person is ready to pay for the merchandise and is most
excited about it—that would persuade one out of every two customers to add an extra 20% to
their sale?

If you could successfully induce half of your customers to add $20 more to their purchase
each time they buy something from you—you've just added $10 or more extra profit per sale,
or $5 in added pure profit per every person that buys from your store. (We get the $5 figure,
by the way, by taking the $10 extra you make on half the people buying and dividing it in two,
averaging the profit over every customer).

Remember, as I said earlier, that your business sells to 100 people a week. By using a
simple little phrase, you could instantly add $500 in profit to your cash flow or bank account
every week. Multiply that by 4.3 weeks in a month, and you've just produced $2,150 in found
profit that you never would have had before. Do this every month for a year, and you'll have
added $25,800 in pure profit, just like that!

But before you say ”O.K., Jay, what is that magic phrase I get the salespeople or cashier to
utter?” Let me tell you—all you have to do to add, quite literally, 40% to 150% more profit and
size to every sale your business makes is to ask each customer, as they're finalizing their
purchase, if they'd like to take advantage of an unpublicized, ”in-store” special offer,
only available to customers buying a minimum of $X worth of merchandise today.

All you have to do is put together an appealing ”package” of merchandise or services (or
both) to be offered at the point of purchase. This package must be perceived by the customer to
be extremely expensive and desirable—but in reality, the cost is very low. Let me give you a few
examples:

If your business is a hardware store, and the cashier offers a complete $50 tool set for just
$31, which actually costs you only $15 (and one out of every two customers bought the special
”bump”)—you'd add $16 profit to every other sale—$8 extra profit for every customer who
walks through your door. Say that 100 customers come into your store each day and you added
$8 profit per customer.  That means you'd be adding $800 a day in absolute pure profit to your
bank account. Multiply that by six days, that's $4,800 a week, times 4.3 weeks, which comes to
$28,640 per month!

If your business is a video store, and you offer customers two extra rentals for just $2 when
they rent any three movies at $3 each, you'd add probably $1 profit per rental per day; and
many of the rental companies rent hundreds to thousands of tapes  a day.

If you have a restaurant and you offer your customers free dessert and coffee if their check
is $10 or more, how many people might order a more expensive meal? You'd be surprised!

A word of clarification or explanation is in order now.

You're undoubtedly saying that this is too simple. These ideas are too obvious, everybody
does that (but everybody doesn't do it!). People are surprisingly conservative—they're
myopic—they suffer from tunnel vision and don't know how to experiment, test and try
different unfamiliar things.

Not one in 20 businesses incorporates any of the techniques I've just outlined.
Stated differently, that means you have an advantage over 95 out of 100 businesses.
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Technique #3: Telemarket Your Customer List

Another method you can use to boost your profits is telemarketing. What would happen, for
example, if somebody from a company you're familiar with, whom you liked and trusted and
had a good relationship with, called you up and offered you a proposition on either a product or
service, or a package (a combination of products or services) that was only being made available
to an exclusive group of customers, and not normally available, or an item that was not normally
stocked, but that the store could manage to get if you were really interested in it? Chances are, if
it were something you were excited about, you'd probably agree to purchase it.

So try telemarketing to your customers. Educate them about the products and services you
have over the phone. Put a special package together and call your preferred customers. Offer
your customers a product or service that you don't normally carry.

Telemarketing can also be used to strengthen your mailing efforts. Have your sales staff
divide up your customers by those they have the best rapport with, or randomly, and follow up
via the telephone. (A client of mine made an extra million dollars a few years back when he first
started using telephone follow-up to intensify and enhance the results of his mailings).

Try and test different telemarketing approaches, packages, offers, etc. and increase your
profits!

Technique #4: Write Ads that Work

Another way to easily and instantly increase your profit, is to change and test different
headlines in your ads, sales letters, and sales presentation—or start using headlines if you're not
already doing so.

Any business that runs advertising probably doesn't realize it, but by changing a headline,
you can increase the pulling power of an ad by up to 21 times. That, by the way, is 2,100%,
which is an outlandish amount.

And half the people running ads don't even use headlines!

Different headlines produce different results. Different headlines communicate different
motivations to prospective customers. Leverage your marketing and start using and testing
different headlines.

Here are an additional nine key elements for your ads and sales letters:

1) Identify your Unique Selling Proposition (USP) in your sales letters—the one benefit
that sets you apart from your competitors. A USP can be product advantages, price, guarantee,
or any other unique benefit your product or service offers. Play up your USP for all it's worth.
Use it for the headline on your letter and as teaser copy on your envelope. Expand upon it in the
letter. Restate it at the close and again on the response device. The USP is crucial; state it
clearly, dramatically, and you'll be well on your way to direct-mail copy success.

2) Use short paragraphs, sentences and words. This will increase readership by making
your letter easy to read.

3) Don't try to make the copy either long or short. What counts is how interesting it is to the
reader. You're after response, not just readership, so don't be afraid to tell your whole story.

4) Cut out unnecessary repetition, tortured grammatical construction, redundancies, passive
verbs, nonessential facts, etc.
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5) Use testimonials to gain credibility. Use them liberally in the letter and on the response
device. The reader will really listen to what other customers have to say. It's been proven that
nothing sells as well as testimonials.

6) Use ”bullet” (•) statements to draw attention to benefits and features.

7) Start paragraphs with ”And,” ”But,” ”So you see,” ”However...”

8) Drop the warm-ups. You'll almost destroy your entire letter by starting off, ”As a
homeowner, you know how maintenance costs are climbing everyday...”

9) STAND OUT. Separate yourself from your competitors as early as you can. (Or make
your appeal uniquely important and urgent). Discover, isolate and dramatize all the reasons for
doing business with you instead of someone else. Build your entire mail package around these
reasons.

Technique #5: Lock In Sales In Advance

Let's talk about another easy, overlooked way to increase sales.

Many, many, many service people are simply ”reactive” in their marketing—they're not
”proactive.” By this, I mean that most service people simply react to their customers who call
them for service. And once they've rendered the service, they never try to set up an ongoing
relationship with that customer. They just sit around waiting for the next customer to call.

Now, what would happen if, right at the time the service is being most acutely rendered—by
that I mean right at the very crux of the service (for instance, when a pest-control operator has
saved a homeowner from a horde of vermin)—instead of rendering a bill to the customer and
walking away, the service person merely asks the customer if they would like to put their house
(or their business) on a regular or ongoing maintenance  program?

Probably 50% of all the customers calling for a one-shot service would take advantage of
this ongoing offer. The maintenance program could consist of coming to the home (or office)
four times a year and taking care of all the vermin and insect problems for one simple fee
charged on their charge card every quarter. Let's see what that would be worth...

If a pest-control company has 1,000 people they deal with each month on a one-shot basis,
and they were able to persuade 50% of them, or 500 people, to sign up for a four-times-a-year
maintenance program for $250, that would add $125,000 in sales to the pest-control company's
business—just by asking customers if they would like to sign up for an ongoing maintenance
program—and that's probably worth $85,000 in profit!

It's not limited to pest-control operators. It's open to plumbers, electricians, carpet
cleaners—the list goes on and on. If, for instance, when a tree trimmer goes out and trims a tree,
instead of leaving after they've been paid, they say, ”You know, Mr. Smith, for only $300 a
year, we'll come out and trim that tree four times a year, and if it gets out of hand in the
meantime we'll take care of it free-of-charge,” probably one-third of the people would sign up
for that.

If the tree trimmer deals with 500 people a month, and 150 of those people sign up for the
maintenance program each month, that makes 1,800 people who sign up over a year's time (150
times 12 months), times $250, of which probably $100 is profit, which means you've probably
added $100,000 in profit to your business—instantly!
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Virtually no company ever thinks in terms of selling their customers a longer-term package
of their goods and services. Yet, it's very easy to sell people a six-month, or 10-month, or even a
two-year supply and get them to pay in advance; whether you have to furnish it to them now or
not. All you have to do is make the right proposition.

Technique #6: Test Your Sales Pitches

Give your salespeople five or six different ways to express or pitch the essence of their
sales offer, and then test them in the field. If five different salespeople try five different pitches,
or if one salesperson tries five different pitches on 20 different prospects or companies each,
you would find that one of the pitches—saying the same thing in a different way or making the
proposition a little more appealing or a little less appealing—would outproduce the other pitch
by two or three or five or six or 10 times.

By testing, you'll find the most effective ways of selling; and you'll get rid of the ineffective,
or less productive, sales approaches.

Technique #7: Understand What Your Customers are Worth to You

Figure out how many times a customer reorders and repurchases during the course of a
year, and then how many years on average a customer keeps buying from you. It's not terribly
hard to do, really. All you've got to do is study backwards the data or sales records your
company keeps—even businesses that are poorly organized should have these basic records.
By reconstructing various data, you can learn very quickly how much customers can be worth to
your business over their life expectancy.

Let me give you an example:

Let's say your business is a hardware store. You know that for every 10 customers that
come in the first time, five of them will come back at least 10 times a year, and on average they'll
spend $20 each time. If that's the case, that means that for every 100 people you get in your
door the first time, 50 will come back 10 times a year and spend $20. (50 x 10 x 20 = 10,000).
That means for every 100 people who walk in your door for the first time, you'll generate a
definite $10,000 in sales the first year, right?

If you understand that, you'll have a great advantage over all your competitors, and you can
utilize your illuminated insight to make a lot of money.

How do you get these people in? Run an ad offering a better price, better packaging (by
packaging I mean putting together a combination of more products for an attractive price), a
better guarantee, a better something that will appeal to almost everyone, just to get them to start
doing business with you. Here's a good example...

In a hardware store, let's say the price for hammers is $5, and the hammer costs $1.25. Run
an ad and sell the hammer for $1.19, and talk about the fact that it's regularly $5, and it's only
available to first-time customers. If you start running ads like this, you'll probably get 100 or
200 people to come in, and every time you get them to come in it's like locking up an annuity
for yourself in the future. It's going to make you $1,250. Bring in 100 new people every week,
for 52 weeks, and you'll make $65,000 over a year.

*  *  *
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Additional Techniques for Generating Cash

There are many more ways to instantly generate cash for your business. I've included two
additional selections to help you do just that: A complete education on the fine art of bartering,
and eight sample sales letters you can send to your customers.

How to Profit from Barter—
Confessions of a Barter Profiteer

While the bulk of my dealings are basic cash-purchase or debt-financed transactions, the
most exciting (and certainly the most extraordinarily profitable) dealings and ventures I've ever
engaged in have creatively utilized barter. It can work for you, too.

I'm not talking about just your basic one-for-one, product-for-product transactions, but
some ingenious derivations encompassing goods for services, highly margined triangulated
activities—even the liquidation of a business. And I've made millions of dollars for my
associates, and hundreds of thousands for myself, just by engineering the dynamics of the
trades.

This all probably sounds very esoteric—like it's extremely sophisticated stuff; but really, the
contrary is true. Virtually any person with a sound understanding of real and perceived value,
plus a basic awareness of the human need to obtain value, can master the art of becoming a
barter profiteer in a matter of hours. So utterly astounding are the rewards that you'll only
believe me if I tell you about some of my own firsthand dealings.

The Advantages of Barter

Let's begin by reviewing quickly just why barter is so appealing. By engaging in barter
activities to acquire goods and services you want or need, you can:

1) Enjoy up to 80% cash savings on all your purchases.

2) Acquire needed items with money you've already spent.

3) Finance major purchases interest-free for up to two years, and get the purchaser to carry
the paper at a discount.

And that's just the beginning!

If this sounds like some hyped-up promotion for a make-a-million-dollars-in-your-own-
business deal, it is not. It's merely a glimpse beneath the surface at the incredible profit
opportunities available to the astute practitioner of sophisticated barter. I'll dispense with the
basic commentary on how fundamental barter is done. Instead, I'll take you directly beneath the
surface into the most fascinating and lucrative avenues of barter transactions. Hopefully I'll be
able to teach you ingenious devices you can put to use, starting tomorrow—devices to pick up
huge chunks of money (or equivalent value) month-in and month-out from now on.



9

Determine Your Barter Leverage Position

Let's start by determining what your barter leverage pivot position will be. Suppose you own
a company that manufactures or sells a product—any product. As long as there is an
established market for your product somewhere in this country (or the rest of the world), you've
got the basis for building a profitable barter opportunity.

Let's start with a consumer-oriented product. Perhaps you run a mill that makes carpet, or a
plant that manufactures furniture and accessories. Now, the items you create in your factories
cost you a fraction of the retail price, right?

Make up a list of all the goods or services you need or want for your business and your
home. You may need new office equipment: typewriters, dictation equipment, etc.

Or possibly you need new heating and air-conditioning units for your office. Of course,
your needs may vary greatly. You may need new equipment in the factory, new vehicles, etc.
Once you've determined exactly what you require or crave, you're ready to begin bartering—and
profiting—greatly.

Start With the Obvious

Start by going to the most direct and logical prospects first, and proposing a direct exchange
of your goods or services for theirs.

Let's say you're trying to get office furniture and your  business is air-conditioning sales
and service. Go through the phone book and call every retailer of the kind of furniture you seek,
introduce yourself and your business, then come right to the point. Tell the owner of the
furniture store (always strive to speak principal to principal) that you need nearly $8,000 worth
of furniture to revamp your office (if that is approximately the amount you need). Tell him
you'd like to trade an equal dollar amount of air-conditioning and/or heating equipment and
service for that amount of furniture, would he be interested?

Be sure to stress the fact that you seek to trade for retail value and not necessarily the
discounted price that the furniture dealer may be selling the furniture for.

Dealing on a retail or suggested retail price basis is an excellent way to effect most trades.
Why? The reason is very simple—markup. Most retailers have a minimum of 100%, and often
times up to 300%, if they sell an item for full suggested retail value.

Unfortunately for them, our ultra-competitive society usually prohibits ever achieving such
lavish profit margins, and the furniture store owner must content himself by earning a still-
respectable 35%, 40%, or 50% markup. But when you come to him offering to trade $8,000
worth of air-conditioning or heating equipment or services for an equal dollar value of retail
furniture, at full list price, the dealer immediately sees the opportunity of making that 300%
markup on the transaction.

Whether he presently needs the heating or air conditioning items or services now really
doesn't matter, as long as he is persuaded that he will be able to use these items or services in
the near future.

Offer Unlimited Time/Date Use

Herein lies a very important secret to effecting fabulous exchange transactions. Whenever
you require something right now, and the person or company you are trying to trade with
doesn't need or want to avail themselves of your firm's goods or services right away, don't let the
deal slip away from you.
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Rather, offer the prospective trader this creative option: Tell him he can have an unlimited
time/date in which to use your goods or services and that he may assign the credit you are
offering him to anyone else he may designate.

You have created rational, valid, persuasive reasons for him to exchange with you. If he
knows he uses approximately $2,000 worth of heating and air-conditioning services a year, if he
understands he can ”buy” these services from you at 35 cents on the dollar, and if he realizes
he can pay for these essential air-conditioning or heating services with dollars he's already tied
up in slow-moving furniture, he comes out smelling like a rose.

An astute business person would jump at that chance. Any person who would normally take
the 2% early payment discount on an invoice should jump at the chance to pick up a 66%
discount just for entering into such a trade with you. Point these things  out if he still resists the
idea of barter.

If he is receptive to the prospect of trading, and concedes he will need the services you are
offering sometime in the near future, but claims his money is all tied up in the inventory he
needs to sell, suggest two things: Perhaps he has a friend or business acquaintance he knows
who can use $8,000 worth of heating or air-conditioning services right away, a friend who
would be willing to buy the credit you are offering to trade to him for say, a 40% or 50%
discount.

If the furniture owner's mind is working while you're talking, he'll quickly see that he can
trade you $8,000 worth of furniture that's not moving, and which cost him only $2,300 or so,
for the $8,000 worth of heating and air-conditioning services he can sell immediately to a friend
for $4,000 or more in cash. It doesn't take a shrewd mathematician to realize that this would
yield our hypothetical trading prospect a nearly 100% profit plus provide him with much-
needed cash.

The creative possibilities of such an approach are virtually limitless. Here are some ground
rules you should always follow in the role of trade initiator:

1) Always insist on assignability rights for any item or service you ever receive a credit for.

2) Never try to trade your goods or services at anythIng less than retail value. Remember,
the higher the retail valuation you place on the goods or services you trade, the greater the
buying advantage.

Go Wild With Possibilities

Let's explore some unique profiteering opportunities. Let's say you are the manager of a
very swank restaurant—the kind that charges $100 or more for a gourmet dinner for two...

Go through the Yellow Pages; call all the proprietors of every business dispensing high-
class services or products, and offer to trade $X in restaurant credit for an equal dollar credit in
their goods or services.

Tell them they can use their credit with your restaurant forever until it's used up—but
stipulate that you want to acquire your proceeds of the trade within the next few weeks. And
stipulate assignability on both sides of the exchange.

After consummating the trade, place small classified ads in your local newspaper, offering to
sell the recently acquired trade credits for 25% to 40% off. Let's examine quickly what you've
just accomplished:
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1) You've just bought X thousands of dollars worth of intrinsic value for food and beverages
which, at most, cost you approximately 1/4 that amount.

2) By issuing a non-expiring credit, you've assured yourself that the credit won't be
frivolously used soon, but rather will be judiciously preserved by the recipient for many
months—possibly years—thereby creating the equivalent of interest-free balloon-note financing
for you to pay for your trade acquisitions.

3) By immediately turning around and liquidating the trade  credit you received for 60% of
face value in today's dollars, you end up making an immediate 200% or more on your money.

Triangulation—The Hidden Key to Greater Barter Riches

Perhaps the single most valuable technique for the creative barterer to master is the fine art
of triangulation. Triangulation is the use of three separate transactions (or more) to achieve your
ultimate barter objective. And while it may seem complex in theory, it is really very simple in
practice.

Like many other barter nuances, triangulation is simple. Triangulation becomes
invaluable—and essential—whenever you cannot achieve your primary barter objective through
the conventional two-party trade situation. In other words, whenever you cannot convince a
barter prospect to accept your goods or services directly for his goods or services, triangulation
becomes the device to save the deal.
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The Restaurateur and the Auto

Suppose you own a classy and prestigious restaurant that sells food and beverages that have
an average gross markup of 500% over your out-of-pocket costs.

You'd like to trade food and beverage credits for a new car. Simple enough, until you
approach the local car dealer, who has absolutely no need whatsoever for $10,000 worth of your
food and beverage credits. He may laugh you out of his showroom. Then what do you do? You
probably will approach more car dealers who will probably also turn you down.

Stop for a moment and analyze the car dealer's profit-or-loss perspective. What goods or
services can make or save the dealer more money? How about—advertising! Most dealers
spend between $5,000 and $10,000 a month just on radio, TV, and newspaper. How can you
use advertising to help you trade credits at your restaurant for a new car? Why, through
triangulation, of course!

Set Up a Three-Way Trade

Approach all of the prominent radio and television stations in your market plus the local
newspapers...

Offer to provide them with restaurant credits they can use to ”wine and dine” their better
customers in exchange for advertising credits, which you have the right to assign. And because
we know most car dealers don't begin to have the same margin spreads as restaurants, in order
to make the ”triangulated trade” work, you must acquire at least twice as much advertising
credit to offer the dealer.

So you trade $20,000 worth of restaurant credits, to be used as the station sees fit—with no
expiration date—with the provision that you can assign your newly acquired credits at any time.
As long as your restaurant has a solid reputation, chances are very good that the station will go
for that trade. Then, with $20,000 worth of advertising in hand, you go back to the car dealer.
But now you have a different barter proposition: In essence, you offer to trade him advertising
time in exchange for the car, but at the rate of $1.75 to $1 in his favor!

You are giving the dealer $17,500 worth of advertising for a car with a retail sticker price of
$10,000. (Why not the full  $20,000? I'll get to that in a moment.) You're offering the car dealer
something he can definitely use—at a better discount than he can get. Chances are, he'll accept
your deal. Why shouldn't he? You're giving him $17,500 worth of advertising
credit—something he would have to normally pay real cash for—in return for a $10,000
automobile that probably cost him no more than $7,500, max. The car dealer, who normally
makes less than 10% on an all-cash new car sale, increases his profit by 233%!

Find the ”Hidden” Profits

But what about your ”hidden” profits? You traded $20,000 worth of restaurant credits
(that, at most, cost you 1/5 that amount, or $4,000) for a $10,000 car, right? You bought your
car for 40% of retail—an unprecedented savings of 60% off the sticker price!

And that's only the beginning. Chances are good you won't have to pay off on the restaurant
food and beverage credits for a long time. In essence, the radio station, television station, or
newspaper winds up ”financing” your $4,000 purchase price for months or years—at no
interest to you!

If it's beginning to sound unbelievable, wait. It doesn't stop there. Since your prices are
bound to rise over the next few years, by the time the stations or publishers start to use all of
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their credits, the purchasing power has been discounted. The longer the station or publisher
waits to use up their credits, the less it will cost you.

By putting a three-year expiration date (or no expiration date at all) on the restaurant credits
you provide, you may have actually discounted your already drastically discounted purchase
price of the automobile by another 10% or 15% or 25%—or another $1,000. Now that brand-
new $10,000 automobile has cost you as little as $3,000 in ”hard” dollars—and it's being
financed, interest-free, for three years.

Get the Gas and Insurance Free, Too

But wait! Remember that you originally traded for $20,000 in advertising, but you only
used $17,500. What happens to the remaining $2,500? You could go to other merchants and
sell them the advertising credit at 65 cents on the dollar (a 35% savings over what they could
buy it for direct), and get $1,625 in cash. That would be enough to pay all licensing and taxes
on that new car, the first year's insurance premium, and a full tank of unleaded gas—and still
have a few hundred dollars left over! Or, you can use the advertising yourself.

I used restaurants, advertising and cars only as an illustration. In truth, almost any
conceivable combination of goods-for-services, services-for-goods, or any other variable can be
used in triangulation to achieve your objective. Always identify the real personal profit hot
button of the person who controls the goods or services you want and then satisfy those needs
that push the right hot button.

Some Possible Variations

Controlling the goods can many times be just as satisfying as owning the goods. If the car
dealer won't trade outright for  the actual ”ownership” of the new car, how about the use of the
car for two years? Or a new demonstrator every two or three months for two years? Or...well, I
think you're beginning to get the idea.

*  *  *
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Eight Letters That Increase Profits Like Crazy

Letter #1: A personalized letter to established customers

I'm Writing to Alert You to an Opportunity We're Only
Making AvaIlable to Our Best Customers...

Ms. Jane H. Customer
1209 Arlington Avenue
Anytown, USA, 00000

Dear Ms. Customer,

About once a year, we get the opportunity to purchase some very special _____. There aren't
enough of them made that we can stock them in the store, because too many people would want
one and we'd sell out too quickly. Therefore, we've started a policy of picking out our most
special and preferred customers and alerting them in advance to the fact that we're buying
these_____ and that we're only going to have (number) available, and offering them the chance
to reserve or buy one or two or (number) of these before they even come in. That assures them
to be able to receive at least one of these before our supplies are exhausted.

The last time we got in 50 of these _____,we sold them out in the first few days. You
weren't able to take advantage, and I know you were disappointed. This time, I want to give you
first shot.

Here's a description of the _____ and a few of the reasons I think it's so special (describe
and explain product or service here).

I'm holding one of these in your name for the next three days. Call me to confirm that you
want it. You can give me your charge card number, or you can come in and give us a check, or
you can mail us a check, whichever you prefer. The moment it arrives, we'll call you, and you
can either come in or we'll have it sent out to you.

Then, if for any reason you don't like it, we'll be glad to take it back, because we know we'll
sell it out. I just know you'll love your_____ once it arrives, and you would hit yourself if I
didn't make it available this time, since you missed out last time. If you'd like to be one of the
(number) people who gets one of these ____ when they come in, contact me right away.

Sincerely,

Name
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Letter #2: To sell people a larger quantity of something than they
normally would buy

I'm Writing to Offer You an Opportunity to
Save $___ (or___%) On ________

Ms. Jane H. Customer
1209 Arlington Avenue
Anytown, USA 00000

Dear Ms. Customer:

We know you are interested in_____. You're one of our very best customers and probably
buy more _____ than anybody else who patronizes us. For that reason, we decided to offer you
a very special purchase opportunity. We just realized we could afford to make you an
extraordinarily generous price on a larger quantity of_____ than you normally buy. Given the
fact that you seem to buy often from us, we thought that you probably would just as soon buy a
two or three month's supply, rather than just one, particularly if we can save you a lot of money
on it. So we've put together a special ”package” just for you. It's (number) of____, enough to
last you three full months. And we'll sell it to you for just (dollars). That's a (dollar) savings
over what you'd probably pay if you bought it the way you normally do. We're not going to
make as much profit, but we re going to make you a wonderful value, and we hope that because
of it, you'll come back more often, and you'll buy more things, and you'll refer more people to
us.

In the long run, we all benefit, and that's fair and equitable. If you'd like to take advantage of
this offer, pick up the phone and call me personally, or call one of our salespeople and tell them.
They'll be only too happy to provide you with delivery or hold it at the store for you to pick up
at our offices. By the way, any purchase you make is fully guaranteed, just like when you buy a
one-month supply. So you're risking nothing. You're just saving a lot.

It's our way of thanking you for all the past business you've given us and to show you that
we really appreciate you. Thank you very much for your past, present, and future business.

Warmly,

Name, Title
Phone Number
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Letter #3: For a customer list that's never before been mailed

I'm Writing to Alert You to an Opportunity
I've Never Shared With My Customers Before...

Mr. John H. Customer
1209 Arlington Avenue
Anytown, USA 00000

Dear Mr. Customer:

We got to thinking a few days ago about how valuable our customers really are to us, and
we realized we'd never before expressed our appreciation or tried in any way to show you how
valuable we find you to be. I want to do something about that. Something that would really
make you see how much I appreciate your past business, and would encourage you to do
business with us over and over again in the future.

How could we persuade you? What could we possibly do to induce you to really love doing
business with us? The answer, actually, was painfully obvious.

A staff member suggested, ”Why don't we make them an offer  that's better priced and
more advantageous than any offer we've ever made to our customers?”

Why would we make such an offer to you? The answer is equally simple. You're worth
more to us. You've got the capacity to buy more frequently, and buy more of our product (or
use our service more) and we'd like to reward you for it. So, for the next seven working days,
we're going to allow you to purchase all the ____ (or up to $_____ worth of____) you want for
30% less than anyone else in the store can buy it for. Stated differently, every time you spend
$100, you're going to get $130 worth of value.  Are there any catches to this proposition? Only
one. I think you'll agree it's quite reasonable. We ask that you be discreet. Walk up to the
salesperson and quietly mention this letter, and mention that you want to take advantage of the
30% savings because you're a priority client. Since it's an offer we're only making to select
people, we would not want to embarrass, offend, or hurt any of our other customers who may be
browsing in the store. As long as you're willing to respect this request, you can come into our
store, or if you prefer you can call and have it charged to your credit card and we'll sell you up
to__ for 30% less than anyone else can pay for it today.

We hope that by making you a generous proposition, you will appreciate the value and
importance we place on you and your business. In order to take advantage of this preferential
offer, just come in or call us before (date, or seven days) and mention this letter. Do, however,
be discreet about it. We appreciate your business. We hope that you realize how true that
statement is. Thank you for the past, thank you for the present, thank you for the future
business.

Warmly,

Business Owner
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Letter #4: This letter is to pre-sell something that's not stockable, but that
could be lucrative for the store

I'm Writing to Alert You to a Buying Opportunity Not One In a Thousand
of Our Customers Can Take Advantage of...

Mr. John H. Customer
1209 Arlington Avenue
Anytown, USA 00000

Dear Mr. Customer:

We know you have a strong interest or enthusiasm in the _____ area. How do we know
that? Because you're one of our better customers, and you seem to buy the best specimens of
_____ that we have ever stocked.

Recently, our buyer uncovered a source of unbelievably high quality _______ in New York
that, frankly, exceeds the quality and construction limits of anything we've ever stocked or sold
in the store before. They're not cheap. But then again, the best of anything rarely is. They're
made to sell for $_____, and at that price they're probably a steal given their construction, their
beauty, and their performance characteristics (or capabilities).

However, because you are one of our very best customers, we wanted to both inform and
reward you at the same time. So we  decided to write this letter and tell you about the ____,and
also tell you about a problem we have and turn that into a buying opportunity for you.

The problem: The _____ we're in love with are too expensive to be stocked in the store.
They're only going to appeal to the most discriminating and purist amongst all of our _____
oriented customers. Like you!

It doesn't justify buying three or four of these and stocking them. Parenthetically, all we
could buy if we wanted to is a handful of them, because they're made in such small quantities
and they're so expensive to manufacture. We decided that if we could get you to advance order
one or more of these, we'd allow you the opportunity to buy them for a very advantageous price,
far below their suggested retail price.

How much are we talking about? Would you believe a savings of_____%? That's the
reduction we're willing to give you. That amounts to $_____ off the suggested retail price.
Admittedly, we're not planning on making much of any profit on the item. But we thought it was
such a spectacular product that it would be grievous not to alert you to it; but it was too
specialized for us to stock. So if you'd like to own one of these as your own, you can buy it
today, not for the $_____ it was intended to sell for, but for only $_____, which is a _____%
savings.

Is there a catch? Only one, and it's quite reasonable. To buy it at this profound discount,
you've got to agree to pay us a deposit of$_____, and when the product comes in, pay the rest
in about three weeks. Otherwise, the only way you'll probably be able to buy it is if you're in
New York at one of the more expensive stores that stocks them—which there are only two of
that we know about. But then, you'd have to pay the $_____ instead of the $_____ we re willing
to sell it to you for today.

In other words, we want to reward you for being our favorite customer by giving you almost
a 40% discount on a product that is probably the most spectacular specimen of its kind in the
country, and one we know you'll treasure owning because it will perform so well (or look so
beautiful—modify this to the product you're selling). We're certain we can only get a handful of
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these _____ this year, so we must limit you to a maximum of (one or two, you decide based on
availability) and we must get your order request in person or by telephone (we can charge it to
your charge card or bill your company) immediately, if we're to order one of these for you.

In a month or so, you'll probably kick yourself if you don't take advantage of this offer,
particularly if you see any of your friends or associates, or colleagues using one (or wearing
one, whatever the appropriate application is).

In order to reserve one of these _____ for yourself, call me personally at (phone number)
between 9 a.m. and 4 p.m. weekdays, and tell me the size and the style you want. For your
benefit, I've included a descriptive catalogue sheet on the product with this letter, and a few of
the rave reviews that have been lavished upon it. I appreciate your past business. We look
forward to having you be a client in the future.

Thank you.

Warmly,

The Owner
Telephone Number
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Letter #5: A letter to move your overstocked goods & services

I'm WrItIng to Alert You to a Problem I Have
and a Golden OpportunIty It Creates for You...

Ms. Jane H. Customer
1209 Arlington Avenue
Anytown, USA 00000
Dear Ms. Customer:

Something quite unusual occurred recently in our business that's quite perplexing and
annoying to me, but could hold a wonderful buying opportunity for you. Let me tell you the
problem. It's simply this: Our buyer screwed up. He goofed. He overestimated the demand the
market would have for (color, functions—fill in appropriately for the business) and he ordered
1,000 units last year.

In case you're unaware of how we buy for our business, we have to forecast seasons ahead
and give the manufacturer the order early so they can start production of it and have it in time
for the selling season. Back then, we didn't know anything about the market, the need and the
interest for this product, so we forecasted what we thought would be a reasonable purchase
order. Boy, were we wrong. We overbought by 500 units. And those units are sitting in our
warehouse and on our showroom floor gathering dust, costing me interest, and doing no
customer any good in the crate. We're perplexed. We have hundreds of thousands of dollars
invested in these _____, and they're wonderful items. They perform magnificently, they're top-
of-the-line and they re beautiful to look at. The only problem is they're____, and the market
seems to want_____ (could be colors or sizes, you fill that in as appropriate).

We're getting ready to hold a sale. We were going to basically take out ads in local
newspapers, on radio and TV and sell them at a certain price, which was better than the retail
price, but would still give us a modest profit that was necessary to justify the cost of paying for
all the expensive advertisements.

Then Helen Schmidlapper, our bookkeeper, made a rather insightful suggestion. Since we
were planning on just breaking even when it was all done anyhow, and the only profit we would
have made was enough to pay for the advertising in the newspapers and on TV, Helen
suggested that we send an advance letter to you, our preferred customer, first, and inform you
about the situation, be honest and forthright about the dilemma we suffered, and offer to pass on
to you the product at a much more preferred price than we would if we advertised in the
newspaper!

To be quite honest, we'll end up with the same net revenue,  whether we sell it for $___ in
the newspaper, and use $___ of that to pay for the advertisement, or we just sell it to you
directly for $___. The difference is, you'll really appreciate the savings and it will endear us
more to you, and we'll probably make a handsome long-term profit because you'll keep coming
back to us over and over. Therefore we've decided to send you this letter in advance of running
any ads in the newspapers, and if you'll come into our stores or call us within the next seven
working days, we'll sell you one of these beautiful _____, not for the regularly suggested price
of $___, not for the advertised price we'd run in the newspaper for $___, but for the hard-cost
price of just _____, which frankly doesn't even cover the expenses we've incurred.

If you've always wanted a_____, but you've put it off because the price was too high, or
you've never really thought about it, now's a great time to consider having one for your home,
office, or business use. We encourage you to come to our store or call us, or visit our offices,
and try out one of these at our risk. You can use it in your facilities, your home, in your office,
for 15 days, totally at our risk. If it isn't wonderful, if it doesn't perform well, if it doesn't save
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you time and money, if you don't get great compliments on it, we'll take it back. No hard
feelings. No questions asked. We'll be delighted to refund your money. On the other hand, if it
exceeds your expectations, if it's everything you thought except for instead of its being blue, and
ours is brown (or instead of being deluxe, ours is more basic) but you saved 75% on its
purchase, you've got to be pleased, and if you're pleased, you've got to come back and buy from
us over and over again at our regular discount prices. We believe the best investment we can
make is to waive our profit and sell you the product for just about our hard costs. But we can
only make this offer valid for the next seven days. After that, if we have any of them left in
stock, we'll run the ad in the newspaper. And then if you want one, you'll have to pay the same
price everyone else does, because we'll have invested the money in the advertising and we'll have
to get our investment back. So for the next seven days, now through next _____, you'll have the
chance to buy one of the most desirable products of its kind for a fraction of its retail cost.

If you have any questions, call our offices and speak with one of our knowledgeable
salespeople. If you're not sure it'll perform for you, come in and look at it, or let us ship one out
to you, or pick one up and take it home, because you can try it out in your own home. If it
doesn't exceed your expectations, take it back, and we'll give you a full refund. If it does, all we
ask is that you think well of us, and hopefully the next time you're thinking about buying any
____________, you'll visit us first and give us the chance to supply it for you.

We can't be any fairer than that. The only problem is, we only have _____ total units
available. When they're gone, we obviously aren't going to replace them, since we blew it this
last season and we're thinking seriously about whether to keep our buyer on staff or not. But in
the meantime, our mistake is your golden buying opportunity to purchase one of these
wonderful ____ at the preferential near-hard-cost pricing.  Come into our store or call us at the
following number immediately.

Thank you very much for your past business. We felt that the best way to show you our
appreciation was to save you 75% of the price. If you agree, take advantage of us. We'd much
rather you be the one instead of some outsider who we've never dealt with before. We appreciate
you, and we know that you'll love the performance of this product.

Warmly,

The Owner
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Letter #6: For retail businesses

Mr. John H. Customer
1209 Arlington Avenue
Anytown, USA 00000

Dear Mr. Customer,

I'm writing to let you know about a new service we're offering only to our preferred
customers. It's a service designed to give you, the people who favor us with a larger amount of
business, an advantage in accessing the products or services you're most interested in.

Simply put, we typically carry a large selection of exclusive widgets. These widgets often
are a bit more exotic [or more quality-constructed or special handmade items or are the highest-
performing widgets carried anywhere], but because of our inventory capacity, we can only order
very small quantities. Consequently, within a few days of receiving them, our supply is usually
depleted.

We know from experience that you enjoy, prefer and appreciate these kinds of items, so we
are going to start, unless you tell us otherwise, to call or write to notify you before putting these
items out in the store.

Whenever we are approached with a new item, or whenever we send our buyer to New York,
we're going to contact you first—ahead of time—to give you the first opportunity to take
advantage of these widgets—not only ahead of everybody else, but at a preferred price as well.

Lest you think we're crazy, there is method to our madness: 1) We'll turn our inventory
faster; 2) We'll make you a lot happier because you'll be able to buy more of what you really
love—hopefully, you'll buy more often so we'll make more cumulative profit: and 3) We'll have
the satisfaction of knowing we're offering our very best merchandise and price to the customers
that have been faithful and loyal and enormously generous in their patronage.

Unless we hear from you otherwise, we'll notify you in advance and give you the first
opportunity to be one of a handful of people that can own these items.

Sincerely,

Owner
Company
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Letter #7: For customers who purchased in the past, but not recently

Mr. John H. Customer
1209 Arlington Avenue
Anytown, USA 00000

Dear Mr. Customer,

We are so pleased that you favored us with your business two weeks ago [a year ago, etc.],
but you haven't been back since then and we're a little perplexed, mystified and, frankly,
confused. Maybe you didn't realize that we're not just a source you turn to in a catastrophe. We
keep 8,700 different widgets in stock at all times in 47 separate colors and styles.

And, our average selling price is 25% below the market. How can we sell at such low
prices? Two reasons really: We buy 10 times the volume most widget suppliers do and we have
a lot of items manufactured to our own specs.

The point of this letter is that we haven't heard from you in a great while. I'm inclined to bet
it's because you didn't realize the scope, flexibility, and the size of our operation. You may not
have realized also that you don't have to buy in the quantity you did before to get great prices
and same-day shipping.

We've got five warehouses around the country, so we can fly in a purchase as small as $10
or $20. Of course, there's never a surcharge when it's shipped out to you immediately. We'll
even offer to put it on open account for you.

I recommend that if you continually need, use, or replace widgets, you should absolutely call
us the next time you need to purchase, because we've probably got a better price and a better
product.

In fact, to shamelessly bribe you into repatronizing us, I'm going to make you an offer that's
irresistible. If you need widgets within the next seven days, we'll sell you four gross of our best
#87XX widget—normally $87 a keg—for only $64. Plus, we'll throw in financing interest-free
for 90 days. If, after receiving them, they're not superior to the ones you've been using, send
back the unused amount and we'll refund all your money. We can't be fairer than that.

Quite frankly, once most companies start dealing with us for all their widget purchases, they
very rarely ever leave. We're out to get your business.

Sincerely,

Owner
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Letter #8: For new customers

Mr. John H. Customer1209 Arlington Avenue
Anytown, USA 00000
Dear Mr. Customer,

Our records indicate [or one of our sales staff told me] that you visited my store 
today for the first time. Because customers are so important to me, I wanted to write you 
personally and thank you for your first visit.

To commemorate that visit, I want to invite you to return again soon, and here’s what 
I suggest: Bundle up all the dry cleaning that you need right now and put it in a bag [or 
put it in your car] along with this letter. When you drop off your dry cleaning at the store 
on your very next visit, I’ll personally take 50% off your regular dry cleaning bill. There’s 
absolutely no limit on the number of garments I’ll allow at this reduced price.

And, I’m not going to impose a time limit. I simply want you to experience the quality 
work we do, how quickly we can have your order ready for you, [how well-starched the 
shirts are, how delicately we treat your fine sport coats, etc.], even how we perform minor 
repair work at no additional charge.

I know through experience that if I can get you to come back here a second time, you’ll 
think of Majestic Dry Cleaning and Laundry whenever you need laundry or dry cleaning 
services.

Since there’s a 90% probability you’ll come back to me again and again, it’s a small 
investment on my part to forego entirely the profit I’d normally make on your next order.

I want your business and I’m willing to invest back in you to earn it.

Sincerely,
Owner
Company
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