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Michael Fishman Interviewed By Jay Abraham 
Fortune Building Direct Mail Lessons 

 
 
 
Jay:   Michael, I’m back.  So how are you doing? 
 
Michael:   I’m doing well, Jay.  How are you? 
 
Jay:   I’m pretty good, pretty good.  I’m looking forward to trying to…..I’m sorry it’s taken so 

long to try to get you going on this.  How’s your re-immersion going? 
 
Michael:  It’s going pretty well so far.  I’m feeling good about it.  There’s a number of companies 

that have known me over the years that want to engage me again.  There’s a couple of 
referrals that have been made, you know, with the structure you provided that are 
extremely promising.  There’s a new opportunity with a company that I worked with as 
recently as a year ago when I surrendered all their list business so someone else here.  
That person is still handling their list business but I’m going to be working with them to 
source companies that they can do affinity and co-marketing programs with.   

 
Jay: Well, that’s good.  Is that a separate category? 
 
Michael: Well, it’s a separate accountability, a separate function, so it’s no conflict with the 

woman who was the recipient of their list business.  But it’s, potentially, a super, super 
lucrative situation --- sourcing partnerships for a direct TV satellite service.   

 
Jay: You told me about that, I think, before. 
 
Michael: Actually I didn’t but I would love to, either now or before we complete. 
 
Jay: Yeah, I’ll tell you we did something, we tried something with somebody on it.  It didn’t 

work very well but, you know, years ago.  I’m eating.  I’m almost done.  Years ago I 
actually thought, “Wouldn’t it be neat to create an agency that just set up endorsed 
relationships and negotiated premium considerations plus participation …. 

 
Michael: Yeah. 
 
Jay: It would seem like this, I don’t know who does it or if anybody does it, but it seems like 

it’s a hell of business model. 
 
Michael: Well, here’s the really powerful model that they have if I could share this with you. 
 
Jay: Good. 
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Michael: May I? 
 
Jay: Yeah, I’d love to. 
 
Michael: And it’s currently…..they have a template that’s working right really, really well right 

now with TicketMaster.  So what happens is TicketMaster provides the name, phone 
number and the credit card that was most recently used to buy from TicketMaster, 
including the credit card number.   

 
Jay: O.K. 
 
Michael: Then a phone call is made to the TicketMaster buyer saying, you know, “Good evening, 

Mr. Abraham.  Thanks for being a TicketMaster customer.  We so appreciate your 
participation and patronage and, you know, we’re calling from TicketMaster and 
DirectTV tonight and we’d like you to know about the special DirectTV deal, etc., etc. 
and, Mr. Abraham, would you ---- given everything I’ve shared with you, would you 
like to subscribe to DirectTV for your family?  And you say yes.   

 
Jay: What’s the numbers?  Do you know what the stats are yet? 
 
Michael: Well, here’s the last piece.  If you say, “Yes,” the question then is, “Well, thank you very 

much.  Would you like us to use a credit card that you used most recently?”  So there’s 
two very powerful things happening there.  1.)  They’re borrowing the brand and the 
relationship and the affinity from the partner, this case being TicketMaster.  You, 
especially if it was a recent purchase, have kind of a….you identify with yourself as a 
TicketMaster customer so the cold call scenario goes away very quickly because they 
bring back the affinity that you have for TicketMaster.  And then at the end, having your 
credit card number on file streamlines the process tremendously in many, many ways.  
You know, the numbers on it are they’re going to convert, probably, on average 
between, you know, between 2-3% of the people they call depending on, you know, how 
good the partner is, how the response of the list is. 

 
Jay: Now who’s providing….is it a captive call center or do they just sub it out to somebody?   
 
Michael: It’s an outsource call center but it’s dedicated --- these people are highly trained 
 
Jay: So they really know the concept.  
 
Michael:  This is orchestrated by a client of mine called Paradigm Direct whose name I’ve shared 

with you before. 
 
Jay: I think I….it sounds familiar. 
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Michael: And depending on the responsiveness of the list they’re paying the partner between $10 
and $40 per sale.   

 
Jay: O.K. 
 
Michael: So…… 
 
Jay: Both of you started…..and these used to be big universes, right? 
 
Michael: Well, yeah.  I mean, so on 1000 names they, let’s say they’ll sell 25 units and pay the 

partner anywhere from $250-$1000. 
 
Jay: O.K.  And is that good enough to excite the partner? 
 
Michael: Well, this is a brand new situation so I’m….. 
 
Jay: It’s pretty intrusive.  The point is:  It’s one thing to mail to your list.  Now how does that 

compare to if you engineered just an endorsed mailing to the list?  What would you get 
for that?  You go to somebody and say, “O.K…..” 

 
Michael: Right. 
 
Jay:   I’m going to take their offer.  We’re going to customize it and make it endorsed by 

your…………..so the affinity and the brand is fully affixed to it.  What would you get or 
give to the client for that? 

 
Michael: In terms of the bounty? 
 
Jay: Yeah. 
 
Michael: I don’t know because I don’t know what the production cost is for that approach.  You 

know, the only number they’ve worked out is outbound phone cost.  I don’t know the 
model or the equation for other means of contact. 

 
Jay: See it’s $250-$1000….to me it sounds like it’s not great yield for the intrusion into 

the…..but on the other hand if it works well, I’m just, I mean, it sounds like the yield 
isn’t that much…..or the upside isn’t as good as the downside.  But that’s just my 
assessment of it.  What do you think? 

 
Michael:  I think it’s attractive.  I think there are companies that would not have done this five years 

ago or a year ago that will do it today.   
 
Jay: That’s good. 
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Michael:   I think, because of the situation that so many companies are in, and not that they should 
ever do something that goes against their princ…….. 

 
Jay: Can I suggest something to you? 
 
Michael: Pardon me? 
 
Jay: Can I suggest something meaningful to you? 
 
Michael: Sure. 
 
Jay: Why don’t you, as you’re approaching the companies to engineer these, 

suggest…..why do you establish with a little shift in your posture……say, “I want to 
be your strategic alliance and co-branding advisor or resource.  This is a great first 
step to find out with a quality offer that’s very prestigious and isn’t going to do 
anything to ever compromise the integrity of the affinity.  If it works as well as I 
think I can then engineer a systematic flow of other quality endorsed offers that I can 
bring to you and then you establish yourself as a whole new niche and not as a one-
time sort of a deal. 

 
Michael: Yeah, that’s great.  Are we recording this, by the way? 
 
Jay: God, I hope so.  Let me see.  What do you do?  I think you push……let’s see. 
 
 By that one little switch you can put yourself in presentation mode you can put 

yourself in a captive business where you’re the preemptive player in the whole field 
and that can loft……let’s say it works good that TicketMaster works good.  Well, all 
of a sudden you’ve set yourself up to be the provider of every deal that 
TicketMaster…..and then how do you compensate….you stake your 20% of 
whatever…do they pay you on both ends or what do you do? 

 
Michael:  Well, Paradigm Direct which is….which designed and is administering the program 

will pay us $5 an order no matter how responsive the list is.  It’s a sliding scale for 
the partner.  It’s a fixed fee for us --- $5 an order.  So…… 

 
Jay: And is that good? 
 
Michael: I think it’s phenomenal. 
 
Jay: Let me try again.  It didn’t ring, didn’t it?  I want to make sure someone comes on 

and check because if we’re not recording we surely want to. 
 
Operator:  Did you need operator assistance? 
 
Jay: Operator, I just want to make sure we’re recording this. 
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Operator:  Yes, we are. 
 
Jay: And it’s on now? 
 
Operator: Yes.   
 
Jay: Thank you. 
Operator:  You’re welcome. 
 
Jay: O.K.  Michael? 
 
Michael:  Yeah. 
 
Jay: Yeah, because I think this might, as I said truthfully in my freneticism over the years 

one of the things I wanted to do back when I was involved with the financial 
newsletters was set up a business just to engineer endorsements for people.  I don’t 
think anyone really still does that still, really, do they? 

 
Michael:  Not in a dedicated fashion, although there are companies that are, you know, in what we 

could call performance marketing where they’re creating, designing and executing 
marketing programs at their own cost and handing over customers to their clients just for 
an acquisition bounty. 

 
Jay: Well, let me give you a philosophy here.  Here’s the philosophy.  What if you 

specialized in doing that, too, with your old clients and having them endorse other 
people’s offers on a selective basis and you got a premium of maybe, maybe the deal 
was 100% premium in list rental against a negotiated variable. 

 
Michael: Um-hmm. 
 
Jay: So in other words, if the normal list rental is $140 a 1000, you’ve got 280 against, you 

know, 10% an order….you got…I mean, the fee, but you basically and you extracted a 
premium commission on the transaction because you’re able to effect it.  And, again, 
I’ve not thought it out very much because we didn’t talk about it until three minutes ago 
but you might be able to establish yourself in two related sectors as the primo expert in 
this cadre.  And all of a sudden you don’t need too many big transactions like that going 
on every month to all of a sudden get you back where you wanted to be. 

 
Michael: No, not at all.  Not at all.  The numbers in this area are much bigger than in with rentals. 
 
Jay: I know.  But, and also, what you can…what, I mean, in other words --- if I go to 

somebody…..I just went to, give you an example, I just went to Atlanta.  There’s a new 
franchise company that came to me and I endorsed and wrote a letter.  You’re on my list 
aren’t you? 
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Michael: Yes. 
 
Jay: Did you get that letter for the Thin Millionaire? 
 
Michael: Yeah, yeah, I did.  I read it.  I thought it was intriguing and I went to the site and looked 

at that as well. 
 
Jay: Well, they got a total of 800 people who are potentially interested which I thought was 

wonderful. 
 
Michael: Um-hmm. 
 
Jay: And I went to Atlanta and they had 200 people and if it works --- to make a long story 

short --- I’ll make seven figures from the whole thing. 
 
Michael: Um-hmmm. 
 
Jay: But they tried three other lists that weren’t endorsed and they pulled nothing.   
 
Michael: Wow. 
 
Jay: But the point I’m _______….  What I’m saying is if while you’re doing this one thing 

for TicketMaster and DirectTV you go to your manager and say, “I want to create a 
division here concurrent to what I’m doing that specializes……and this is really very 
elegantly simple but, I think, very powerful in engineering systematic endorsed and 
strategic mailing relationships.  And maybe, or maybe not, will add telephone 
interaction, too, but that may be too intrusive.  But, right now, if I can get a Rodale to 
endorse a non-competitive or even a competitive offer that’s in a different, you know, 
sector, ……..  And that’s how I always did it when I was in the newsletter business.  I 
mean, I built a………we did $7,000,000 one time off of Ruff’s list just getting him to 
endorse all kinds of different offers that we did internally.   But if you set it up you 
should be able to demand two things:  1.)  a premium rental against  2.) variable  and 3.)  
you should be able to extract more than normal fee for doing that.  And even normal fee 
doesn’t matter because you’ve doubled it based on the premium price you’re getting.  
And I would say in many, if not most, of the scenarios the endorsement will carry (if it’s 
good affinity) it’ll carry a much higher response.  It’ll deliver a much higher response 
rate that’ll justify the deal anyhow.  It used to be, for example, in inserts in the 
newsletters they used to charge as much as $.30 or so to have an endorsed insert in the 
newsletter.   

 
Michael: Um-hmmm. 
 
Jay: They did so many of them that it finally became sort of tepid.  But in the beginning it 

was worth it because the pull was that good. 
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Michael: Right.  So it’s $3,000 a 1000.   
 
Jay: Yes.  And all you had is to get someone to test it and say, “Hey.  You know, test 10,000.  

If it doesn’t work, don’t worry about it.  If it does work, and you’ve got to do the 
numbers beforehand.” so you can say, “Look, all you need is a 10% greater, you know, a 
10% greater --- not 10% response --- but 10% over your .1% and it pays for itself.  If it 
doubles then it’s a home run.”  And you’ve got to be able to show the upside because 
that’s where you’re really selling. 

 
Michael: Um-hmmm. 
 
Jay: But I’ve got a feeling, again…….I have nothing to gain one way or the other by you 

doing this other than to see you prosper …… 
 
Michael: Right. 
 
Jay: But I think you could cultivate a duo between a variation on what you just talked to me 

about but also this which is less intrusive.  It’s one thing to get someone to give credit 
card information, give them the phone number.  It’s not anywhere close to hard to say, 
“Hey, this is a really good quality product.  My job is to convince you the 
product…….and, also, you go to the clients you’re going to appeal as their advocate --- 
that you’re going to go to all kinds of quality lists, even lists that they’re running now.  
And you’re going to try to get those lists to endorse you for a premium and it’s 
enough…..and you’ve got to convince them it’s a great job that it’s worth them giving 
you the business to give to somebody else because they haven’t thought to do it and you 
have. 

 
Michael:   Um-hmmm.  Yeah.  I think the upside there is….to the extent that you couldn’t do it 

with 100 different lists and a merge/purge and the whole thing _______ would have to 
be specialized, tailored, campaigned.  The payoff is when you’re going….it would need 
to be a large data base, you know, where you attest to, and roll out to ……… 

 
Jay: I don’t know if you couldn’t create almost a donut that’s customized to the list but it’s 

pretty much the same.  I mean, what I used to do, I got lazy and I can tell you it worked 
well.  It didn’t work as well as when I sat down….when I used to do endorsed mailings 
for my seminar business, originally, I’d sit down and write a custom letter that 
encompassed the relationship that I had with each endorser.  And they worked better but 
it took forever.   I got lazy and I just, basically, wrote one really good one and I 
substituted a paragraph or two in the beginning.  And they worked fine.  They didn’t 
work as well as the customer ones but it didn’t suppress yield so much that it wasn’t a 
more, a more time-astute thing to do. 

 
Michael: And what was the production component of that?  How did you get it …… 
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Jay: We were mailing, you know, about 150,000-200,000 endorsement letter per endorser so 
we weren’t trying to maximize profits.  We were trying to maximize yield. 

 
Michael: Right.  Right. 
 
Jay: It’s another hit.  In a world where they’re trying to maximize results you might take, 

instead of trying to bring costs down you might try to concentrate more on bringing 
response up. 

 
Michael: Um-hmmm. 
 
Jay: It’s like, one time, it’s funny one time Robert Ringer wrote this letter --- did you ever see 

that letter, “Why I Hate Jay Abraham.”? 
 
Michael:  I may have but I don’t, I can’t recall. 
 
Jay: The fact that I look at things different than other people and he said, he said, “A lot of 

companies try and cut costs if, you know, their revenue’s $100,000 and their overhead 
is, you know, $70,000 they’ve got a problem.  But if their overhead’s $100,000 but 
they’re getting the revenue to $300,000, they’re in great shape.  So the trick is:  How do 
you get your revenue up? 

 
Michael: Right. 
 
Jay: So, I’m now just giving, again, you can discount by 100% everything I say, I’m just 

trying to stretch your paradigm a little bit. 
 
Michael: Um-hmm.  No, it’s perfect.  I think that’s great.  So, you know, in general, you know, 

it’s been a real solid three weeks.  There’s a lot in motion right now.   
 
Jay: That’s great.  Did you get that thing I sent you? 
 
Michael: Ummm. 
 
Jay: I e-mailed you somebody’s….. 
 
Michael: Yes.  Yes.  Yes.  Yes, I did…… 

 
Jay: I was just trying to show you that even a mailing house owner came up with an 

application which I didn’t think was bad at all.  I just wanted….I showed you just to 
stimulate your mind. 

 
Michael: Right.  He and I had interacted in the last couple of years through your introduction.  We 

did some work for him when he was, I think, selling the Mr. X book.  I do know who he 
is. 
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Jay: I thought it was neat that he came up with a neat little report.   
 
Michael: I agree. 
 
Jay: I just wanted to show you that it had some value to it, you know, and it was interesting.  

You know, it wasn’t necessarily the kind of thing I would recommend for you.  But it 
was the kind of thing that I thought you would, just sort of, be fun to show you of just a 
reference model in reality that somebody had come up with. 

 
Michael: No, it was very worthwhile.  And the structure for soliciting meaningful, powerful 

referrals that we talked about a number of weeks ago --- I’ve just been sticking to it and 
it works really well. 

 
Jay: I thought about something, which is stupid.  I have the 93 Referral interview tapes here 

and you’ve probably never listened to them, have you? 
 
Michael: Right.  You asked me to request that and I did and the answer was:  we can’t find it so 

just take……you know, hang back and we’ll get it to you at some point. 
 
Jay: No.  That’s not true. 
 
Michael: O.K. 
 
Jay: That’s not true.  That’s not true.  What I asked you……you know, I’m not trying to 

_____ you but what they can’t find is the ---we don’t know where in the hell it is --- the 
100……the Dream 100 but 93 Referrals is something totally different. 

 
Michael: You’re…… 
 
Jay: Over the course of……I’m not trying to take you to task, I’m just trying to clarify 

there’s another resource tool I that I can help you with.  There’s, over the course of 50 
different seminars I did, Michael, we took all of them and we had somebody assemble, 
raw, very raw, the declaratory statements I was able to extract from different people on 
thirty different tactical business areas that are composed in my 3-way model. 

 
Michael: Um—hmm. 
 
Jay: One of them was Referral Systems.  We got 93 unduplicated distillations of how 

companies probe a couple hundred million dollars a year strictly through referrals.  And 
I was able to interview on the podium 93, over 50 seminars, 93 different individuals and 
pick from them the key elements of their referral system --- how it operated, what they 
did, key lessons to learn, the psychology….  And we consolidated those on three tapes.  
Nightingale sells it for a couple hundred dollars but we have some of the raw tapes here 
and I think if I sent them to you it would be very helpful for you to listen to. 
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Michael: Wonderful.  Thank you. 
 
Jay: Yeah.  You can, you know……the trick is that you don’t want to, literally, use any of 

them but it’ll give you a way that you can go to all your contacts.  It just stimulates your 
mind about 93 times, actually. 

 
Michael: Right.  Exactly. 
 
Jay: So we have that.  What we don’t know and I want you to get this Dream 100. But I don’t 

have a clue where it is and they, we found the raw tapes but you have to listen to, like, 
you know, 20 or 30 hours to find ten minutes and the guy’s supposedly trying to figure 
out for us but I haven’t been very vigilant.  I will work on that but I can….if you’ll call, 
right after this…..  I’m trying to remember but I’m so forgetful.  Just tell Terry or Annie 
that you need a set of the 93 referral tapes only.  You don’t need the workbook  You just 
need to tapes made and sent to you right away.  And I’m delighted to overnight them to 
you, as a gift to you, as long as you listen to them. 

 
Michael: I promise to.  Thank you and I stand corrected. 
 
Jay: Again, they’re not sophisticated --- just me picking people’s minds.  But if you listen to 

93 different people share how they do about $200,000,000 it might stimulate your mind. 
 
Michael: Absolutely. 
 
Jay: It’s all referral generated. 
 
Michael: I look forward to it.  And I stand corrected on that other piece.  I’m sorry. 
 
Jay: Oh, I don’t mean to be telling you.  I just……I confused you because I’ve got so many 

different things. 
 
Michael: No, you…..it turns out you have a great memory because you’ve remembered a lot of 

stuff right here in this conversation so…….. 
 
Jay: I’ve got an erratic…….I’ve got too much clutter in my mind.  So let’s continue.   
 
Michael: Great. 
 
Jay: So, what other topic besides trying to make your expertise a prisoner forever on a tape.  

What else do you have that you want to talk about?  Because I have something I want 
to talk to you about, too. 

 
Michael:  Umm, well the up-front piece is what I’ve shared so far.  And, you know, if you know 

of or have an association with or, you know, any kind of connection to an organization 
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that you feel would be an appropriate partner in that DirectTV deal, you know, 
meaning at least several hundred thousand customers with credit cards and, you would 
think, a willingness to participate in the model that I outlined.  You know, that would 
be a wonderful connection. 

 
Jay: I’ll tell you, you already have it, I think, Nightingale would be good. 
 

Michael: Um-hmmm. 
 
Jay: I think Nightingale would be good.  And what I’ll do is……I’ll go through my 

Rolodex……you have to send me an e-mail so I’ll remember.  I have two things I want 
to talk to you about   I’ll just plant some seeds and we’ll talk about them afterwards.  

 
Michael:   Great. 
 
Jay: The first one is, and they’re both interrelated….  I have been struggling, you’re on my 

list, you get the stuff……I’m sort of….I’ve got this conundrum.  What I really and truly 
and genuinely love doing is not seminars or creating products and doing that everyone 
else in a business normally does because it bores the shit out of me.  I’m sick of writing 
about myself.  I’ve got something like 4,000 pages of promotional stuff that’s sort of 
drives me crazy and I can’t get excited about any of it.  I can’t stimulate it. 

 
Michael:   Um-hmmm. 
 
Jay:  And every time I try to get a copy writer to write for me I waste $20,000 or $30,000 and 

nothing comes of it because they can’t, they don’t grasp the entrepreneurial mindset and 
I’ve wasted about $4,000,000 in 2 ½ years sort of trying to idly figure out how to do it.  I 
still want to create some starter products just because I’ve got all this copy that’s worked 
that I dug up.  I’ve got too much to even try to figure out what to try even figure out 
what to do with it, if that makes sense. 

 
 
Michael:   Um-hmmm. 
 
Jay: But in the meantime what I really want to do mostly is work privately with a dozen 

operating businesses that have such critical mass and velocity in motion, they have so 
many customers coming in, so many inquirees coming in, so many phone people 
working, so many ……there’s such a great distribution channel, so many products 
they’re not deploying, so many selling relationships, so many assets they’re not 
deploying.  And what I’ve figured out I was doing rather than running on……I’ve spent 
a fortune running ads and shit and it’s such a laborious process and I’ve got, like, I’ve 
got now….I’m starting to work with the Tek Group and I’m getting ready to do stuff 
with American Marketing Systems and I’m getting ready to do…..I’m flying later this 
week down to Peter Lowe’s to see if they’ve got enough assets that I can play off of.  
But I realized that I’ve been making…….I’ve been in a “blue funk” for three years 
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trying to figure out what to do when I grow up.  I realized that what I really want to do is 
not waste time and so I’ve contacted two or three people already who’ve got incredible 
influence.  Nightingale’s sitting down for three hours with me with their Rolodex and 
they’re getting ready to go through all the people.  And what I said to them was --- two 
people already that they know --- I said, “I’ll get to these people anyhow but it takes me 
on my own so much effort because I’ve got to introduce myself, I’ve got to credentialize 
myself, I’ve got to go through the nurturous process and I said to Nightingale you guys 
pick up the phone and say there’s this guy who’s made billions of dollars for people and 
up until recently he didn’t really want to do private interaction.  Now that’s all he wants 
to do.  He’s looking for twelve companies and he told us and we want to tell you about 
him because he’s going to find twelve companies --- he’s going to make them so much 
money figuring out how to make their current operation do better --- their over…….etc., 
etc., etc.  And I’m looking.  I don’t know if you’ve got anybody in your sector that’s 
right for that because I’m not sophisticated about all the mailings.  I don’t even have all 
the right language but I can normally look at somebody’s business and find so many 
more impact points and so many more “whatever” and I’m looking for situations that it 
doesn’t much matter to me if I get a dime in fee as long as they pay my expenses and my 
fly out.  I go first-class but and I like them to put me up in a decent place. 

 
Michael:   Um-hmmm. 
 
Jay: But I’m looking to share generously and sustainingly in the upside if I can make their 

current system perform, you know, add another million dollars a quarter I want a ¼  of 
it.  If I can come up with profit centers they didn’t have, I want probably at least ¼, 
maybe 1/3 of it and I want it for a long period of time and I want people I can trust and 
who’ll pay me a lot.  Or if they don’t want to pay me a lot will pay me a good, you 
know, fee and every six months we can review or something.  If you know of anybody 
that will embrace a more entrepreneurial take on it it would be very valuable to me.  If 
you don’t, it’s not the end of the world.  And, finally, if I ever do because I’ve got so 
many stillborn attempts ……because I really do want as I’m talking to you…..I’ve been 
doing  nothing but trying to restrategize my life.  And all the stuff you see me doing are 
just stupid maintenance things to pay the overhead because I’ve got my little office but it 
still costs me to sustain it.  But I’m looking, I’d like to have a mailing piece that I could 
go and you could spec out where to take it and give me critiques of it --- that I could 
mail 200,000 every month and just bring in 3,000 starts and have an outside service 
work through 2 or 3 graduated processes. Because what’s happened is I so beat up my 
old list because I haven’t regenerated it for four years that it’s amazing that it’s still pulls 
anything. 

 
Michael:   Um-hmmm. 
 
Jay: But it’s dying.  It’s dormant.  It’s mature.  It’s older.  They know so much of my stuff 

that nothing is profound.  Now Nightingale’s getting ready because they think that 
entrepreneurialism is the big hot deal.  They’re going to do a new product that they hope 
will sell 60,000 or 70,000 tape sets.  It’s based just on the new book and the speech I did.  
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And I’m sort of giving you that to think about.  We don’t have to talk about it right now 
because I want to work on you. 

 
Michael:   Um-hmmm. 
 
Jay: There’s a distilling perspective for you to gestate on.  Let’s talk about your……I want to 

go pee real quick before we start. 
 
Michael: Great. 
 
Jay: What I’d like to do is, and I didn’t see….you didn’t send me any notes or anything, did 

you? 
 
Michael: No, I didn’t. 
 
Jay: O.K.  Do you have any work notes that you’re working off of? 

 
Michael:  Yeah, I can tell you what I think would be productive or useful. 
 
Jay: What is your thought? 
 
Michael: What I’d recommend is that we talk about the couple of things that precede the 

marketing process and then looking at the marketing process to maximize it for direct 
marketers.  You know, starting with a couple distinctions in produce development and 
then looking at the presence or absence of brand, or familiarity, of a company and what 
that means and how it helps.  And then looking at the creative process. 

 
Jay: O.K.   So, so, there’s O.K. give it me and we can ……. 
 
Michael: So we go from product development, we go to looking at brand, we go to looking at 

creative, we go to research, the perceived list selection and then we look at list selection 
and campaign design itself. 

 
Jay: All right.  All right.  So,  
 
Michael:  So it’s a sequential subjects.  One leads to the other.  It’s very logical and makes sense 

and anybody who would listen to it or read it would get, I think, huge value.   
 
Jay: What I’d like to do.  Here’s what I’d like to do.  I can’t promise it’ll come out well.  

Let’s do it as an interview first because if it happens to be a great tape then I’ll save you 
the burden of having to get anything written --- where we just have it quick edited a little 
bit and then you could send it to people, O.K.? 

 
Michael:   Um-hmmm. 
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Jay: And on that basis, I’ll do it by picking up the handset so we’ve got a good recording and, 
theoretically, they’re doing it on digital so they can……..I mean you’ll get a cassette 
tape of this but……..and we’ll leave a little blank so we can cut out all the preamble 
we’ve just shared.  Let me run to the bathroom for one minute.  Get yourself clear and 
then I’ll try to do a good beginning and we’ll just work through it and we’ll see if we can 
get you a really good distillation of your brilliance and make it a prisoner. 

 
Michael: Great.  And just before you go, there are a few people with respect to, you know, the 

business partnerships you’re looking for that are absolutely a minimum 2-3 people that I 
would be very anxious to introduce you to as soon as possible. 

 
Jay: The challenge of being I is really interesting.  And thank you, Michael.  I’m ready right 

away and I’ll fly………and, again, if they’ll pay for it I’ll fly out or they can come in 
here and……  What normally happens if we don’t get together they get a $50,000 or 
$1,000,000 education because I don’t tease, I go right to looking at……I ask questions 
that most people have never.  But I realize this.  Again, most people would love to 
be……I don’t really enjoy the stuff I’ve done for the last 10 years.  I’m very proud of 
the impact I’ve had but I’m alive when I’m helping companies in operating mode.  The 
problem is I need larger ones with lots of critical mass and velocity going on.  And I, it’s 
like, I interviewed, for example American Marketing Systems and I found about 40 
things they weren’t doing that ……the moment I, I mean, you know how I am, the 
moment I connect it it’s like disarmingly obvious.   

 
Michael: Yeah.  Yeah. 
 
Jay: They don’t do it.  And then, but when any of these people who will respect the fact that 

I’ll open up simple things but I want……I want….if they don’t…..if they want to pay 
me a big fee for it, great.   I don’t want anything variable.  But if they’re hot, if I’m smart 
enough to see the connection I want to be enriched as it’s realized.  And if I don’t get 
any money up front I need companies who’ll commit to follow through or I’d rather get 
fee from them because I don’t want to basically…….you know, I’ve had my share of 
companies that could be, you know, could be contenders but they don’t ever execute. 

 
Michael: Um-hmmm. 
 
Jay: I’ll be right back. 
 
Michael:  O.K. 
 
Jay: And I’ll be glad, by the way, without talking about filthy lucre, I am delighted if it’s 

ethical and acceptable to share…….it’s funny money, when it works I make $50,000-
$100,000-$200,000 a month from a relationship.  And I have no problem equitably, and 
ethically, sharing with you fully as long as it’s not a problem for you.  And if it is a 
problem I have no problem using some of the money I would share with you investing it 
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to help you grow your career.  So I’m very equitable and reciprocable.  Wait one second.  
I’ll be right back.   

 
Michael:  O.K. 

 
Jay: Now, I know there’s a reason this is all here.  What is it? 
 
       O.K., Michael.  One other thing that’s interesting is it’s self-serving on my part.  When I’m 

passionate about somebody else I can write, like, that Thin Millionaire letter I wrote in 
an evening. 

 
Michael:   Um-hmmm. 
 
Jay:   But I can’t write, in six months, about myself anymore. 
 
Michael:   O.K. 
 
Jay: If that makes sense. 
 
Michael:   Absolutely. 
 
Jay:   Yeah.  O.K.  So, let’s start.  Are you ready? 
 
Michael:  Great.  Ready to go. 

 
Jay: ….start this correctly so we have….Let’s see.  I want to begin this so we have a really 

interesting, interesting uh……… 
 
Michael:  I can’t hear you, Jay. 
 
Jay: Can you hear me now? 
 
Michael:  There you are. 
 

Jay: Can you hear me right now.  Is that any better, too? 
 
Michael:   Yeah, you’re clear. 
 
Jay:  I’m just wondering how to begin this in a neat way.  Well, let’s not even worry about 

beginning it.  We could begin it at the end.  It’s not a big deal.  A lot of times when 
Nightingale does tape sets they do their beginning last because they know what it’s 
going to be. 

 
Michael:   Yes. 
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Jay: So, let’s just go ahead and start.  O.K.? 
 
Michael:   O.K.  Great. 
 
Jay: All right.  Michael, we want to, basically, overview your very unique expertise and 

understanding how to maximize the result of, basically, any mailing campaign, any 
product offer that a company does.  You’ve got some expertise and you’ve got some 
pretty powerful distinctions that, to my way of looking at it, virtually no one else in y our 
field of endeavor has even thought about, looked at or ever really studied, researched 
and analyzed.  And I’d like to tap your brain and I’d like to start at the very beginning, 
which is a place that a lot of people don’t really think very much about and that’s 
product development. 

 
 So, why don’t we begin there.  I’d like you, sort of, to share if you would some of your 

very unique perspectives and some of the insights and some of the pros and cons, dos 
and don’ts, mistakes and myths and opportunities that you see that most people don’t 
really focus on.  So would you sort of give us some thoughts on it? 

 
Michael:  Great.  Thanks, Jay. 
 
 There’s a lot about product development that I don’t know but the pieces that I’ve 

looked at and thought about a lot are the pieces that are important prefaces to the 
marketing process.  And what we’ve seen is that companies that --- what I want to 
distinguish is product driven vs. market driven so…. 

 
Jay: What are the differences? 
 
Michael: There are companies that, there are people within organizations or organizations that 

design products that, essentially, they’re in love with and are passionate about bringing 
to the marketplace but haven’t fully explored or validated whether there’s a broad 
interest in the marketplace. 

 
Jay: The market may not love it as much as they do. 
 
Michael: Exactly.  So that’s a product driven model which may or may not be very, very powerful 

but ultimately it’s a crapshoot because there’s no research or survey work underneath it 
to understand what the market will say when you go out there. 

 
Jay: So it’s predicated on how accurate your intuition is. 
 
Michael: Exactly.  A market driven approach allows for not only the development of the product 

and someone to champion it but also a research or a survey process that goes into the 
market and validates demand.  Because ultimately the market is like ocean.  You won’t 
move it but you can channel it if the energy is there. 
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Jay: Great analogy.  That’s a beginning. 
 
Michael: So one way to do that is either to go to your own database and send them a survey about, 

with a group of titles for a book that you have in mind or a survey asking them about 
their relative interest in books or products in a number of different areas.  For companies 
that are looking to develop product that is germane and complimentary but not 
necessarily identical to what they’ve done previously a neat thing to do is to make an 
arrangement with another organization that has people interested in the subject.  So, let’s 
say it’s cooking and you’re somebody who publishes in house and household hints and 
garden but you’ve never done anything with cooking.  If you cut a deal to go to a 
company that has customers who are all interested in cooking and survey those people 
about their relative interest in the products that you have in mind, and then agree to share 
with that other organization the results of your survey so it benefits them as well.   

 
Jay: Now let me ask you, interrupt you with a question which I’ll do throughout this.  It 

seems like your objective is very critical here, too.  If you’re designing it to be a product 
that can transcend your captive house list that can almost be a wonderful essential to be 
able to validate whether or not there’s enough interest in the outside market wouldn’t it? 

 
Michael: Exactly.  Exactly.  It’s important to have something that will sell to your existing 

customers because, ultimately, that adds and accrues additional revenue to the original 
cost of bringing on your customers.  So marketing to your house files are very, very 
important but marketing to the outside universe is key as well. 

 
Jay: ….the best of all worlds as you _________ your book.  Now have you engineered and 

arranged for your clients in the past to perform such surveys and have you been able to 
really structure them for them so they understood what they’re trying to accomplish? 

 
Michael: Well, we’ve worked with people who’ve been very expert in crafting the surveys on 

their own or hiring other talent, you know, consultative talent to craft ……. 
 
Jay: But you know how to do it for someone. 
 
Michael: Absolutely.  I mean there….. 
 
Jay: You can either get it designed or you could do it for them if you could put them in touch 

with all the right people. 
 
Michael: Right and, I mean, certainly from a top line point of view we know what the objectives 

of the survey are because ultimately that will provide validating information that will 
support the marketing process. 

 
Jay: Great. 
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Michael: And then the thing that we have done in every case is to facilitate the arrangement with 
the other publisher or merchandiser or whoever it was whose database provided that 
original validation. 

 
Jay: Great.  Great.  Continue. 
 
Michael: Yeah.  That’s the product development piece --- product driven vs. market driven is a 

very, very important distinction that ……… 
 
Jay: Without embarrassing anyone can I ask you to share with me how many companies and 

you looked at some of the biggest and some of the best and you also looked at some, a 
lot of…..ambitious smaller companies that had visions of sugarplum fairies and wanted 
to be mega giants.   How many of them, in your opinion, and how many companies out 
there are marketing driven as opposed to product driven being that they’re more 
analytical, more sophisticated, more scientific, more strategic, more proactive in 
designing and bringing to market products the market really wants and has already, in 
essence, pre-validated for them? 

 
Michael: Yes.  I, I, in my experience most companies are product driven and have just been very, 

very…..you know, they’ve fallen in love with the product and they’ve bet on some 
market appeal and have won.   But most people do not rigorously and in a structured 
fashion research it and validate it.   

 
Jay: It reminds me of a trite but a funny story.  A very, very prominent copywriter, one time, 

was speaking at an event that I did and he asked the audience, he gave them a scenario 
and said, “If you were going to be creating a restaurant in Los Angeles and you wanted 
to have one advantage over everything else, what would you want to have?”  Did I ever 
tell you this story? 

 
Michael: Yes, you did. 
 
Jay: And he went around the room and everybody came up with a great advantage ---  the 

only chicken restaurant or the only McDonalds, or the only “this”, the only “that”.  And 
he let them, like 200 people, share what advantage they wanted.  When they were all 
done he said, “Fine.  Great.  All I want is one simple advantage.  I want a starving 
crowd.”  And I think what you’re saying is:  Find an audience that ---  find out if there’s 
enough demand for the product or the concept so that you can really, as you say, channel 
the ocean. 

 
Michael: Exactly. 
 
Jay: O.K., that’s great.   Let’s talk about the next – why there’s a sequence --- the Michael 

Fishman success module or success formula’s pretty darned simple.  It goes in a very 
pragmatic manner that most people, ironically, don’t think about.  You start with product 
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development.  You try to move yourself from being product oriented to being marketing 
oriented.  Then you go to brand, right? 

 
Michael: Right.  Exactly. 
 
Jay: Let’s talk a little bit about brand --- Michael Fishman style. 
 
Michael: Great.  The next thing we counsel companies to look at in preparation for going into the 

marketplace is to really a self-evaluation or a willingness to look at their own brand 
appeal and whether there honestly and really truly is a familiarity for their company in 
the market or whether there isn’t. 

 
Jay: Now, why is that relevant?  Can I ask? 
 
Michael: Well, neither one is good or bad and plenty of companies without a brand have built 

multi-million name databases and sold lots and lots of product.  But acknowledging 
whether you’ve got one or you don’t is important in the beginning because essentially it 
sets up the list selection process and the media selection process in a way that’s much 
more cost effective meaning:  If you don’t have brand awareness or brand equity for 
your product then going to lists of people who have bought in the presence of strong 
brand equity or who really were enticed or enrolled into their current relationship by 
brand, you’ll have a hard time selling them because it’s clear that that brand is 
something that’s important to them meaning:  A pre-existing familiarity with the 
company…… 

 
Jay: Give me a hard, specific example. 
 
Michael: Well, if …I mean, in the women’s pantyhose market One Hanes Place is a well-known 

names and used to be called Legg’s but the Sara Lee Corporation that owns that 
successfully moved the brand from Legg’s to One Hanes Place.  But those are very, very 
prominent.  So, as opposed to another very, very large company called Hosiery 
Corporation of America which is not a household name, not a retail brand, not a major 
media advertiser but, nonetheless has a database of millions and millions of names.  So if 
you had a product with no brand familiarity whatsoever, but the market of women that 
had bought would be an appropriate target population for you.  Then the non-branded 
environment of Hosiery Corporation of America would be a much better pool than One 
Hanes Place where people have bought in the presence of a strong brand and all the 
comfort and familiarity that that provides. 

 
Jay: Good.  Good example.  O.K., with those two scenarios established what are the pros and 

cons, rights and wrong things to do, given either one of these scenarios?   
 
Michael: Well, when….. the presence of a brand is a good thing because it enables you to market 

to list populations of people in both branded and non-branded environments.  So, if you 
had…if you’re marketing, you know, Maxwell House coffee and, just as an example, 
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something very, very well known then you can take that, obviously, to a branded 
audience because they have a real affinity and, you know, they have a need to buy from 
a company that they’re familiar with.  And you can also market it to a non-branded 
population because they don’t have a, you know, they’re not opposed to brands, it’s just 
that they’re willing to buy from companies they haven’t heard of.  So when you have a 
known brand your market, your prospect population will expand in a big, big, way. 

 
Jay: O.K.  Good.  All right.  Now let’s move on from brand.  O.K.? 
 
Michael: Right. 
 
Jay: Are you still…..do you have some more thoughts on it? 
 
Michael: No, please go ahead, Jay. 
 
Jay: O.K.  No.  Well, it seems as we’re moving down the….or up the food chain, so to speak, 

or up the marketing chain you go from product development, you go within that category 
to optimally moving yourself from product oriented to marketing oriented.  You 
concentrate and identify where you stand brand-wise and you make the right decision of 
how to progress and then you get into the next integrated and essential step which is the 
creative, right? 

 
Michael: Right.  Exactly. 
 
Jay: So, now, most people spend a fortune throwing a lot of money and creative……they 

don’t always understand the method to the madness and they don’t always have the most 
strategic goals in mind, and they don’t, frequently, think through the two issues we’ve 
already talked about.  But you’ve got some pretty great insights on these.  Why don’t 
you give us the world, according to Michael, on creative. 

 
Michael: Great.  Thank you.  The two things here that we’ve seen and really validated as 

important, you know, countless times:  1.)  And, as you know, and as we’ve 
demonstrated I’m not a copywriter nor do we write copy at the firm that I work for but 
we understand it.  Because understanding the dynamic of copy and enrollment and of 
direct mail advertising is a very, very important piece of understanding how people will 
behave. 

 
Jay: Can I interrupt?  I’m going to but I’m asking your permission.   
 
Michael: Um-hmmm. 
 
Jay: I’m impressed with you, profoundly, because you just don’t sit passively and not get 

involved.  You’re very interrelated with the whole process.  That’s always been your 
distinction in the field of endeavor.  It’s almost a disservice to look at you as a list broker 
because you get so deeply involved with the company and collaboration to make sure the 
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creative is right for the whole objective.  And I think you should talk about how you, 
what you do different and how you get involved because you know it and it’s matter of 
fact and it’s sort of just a modus operandi for you but it’s quite distinctive and quite 
profound and quite different than what most people in your generic field do. 

 
Michael: Yeah.  Thank you for saying that.  I guess the simplest way I could talk about one piece 

of that is when you’re marketing whether it be in mail or telephone or whatever the 
platform the analogy we could make would be to the goods inside of a store vs. the store 
window.  And the marketing message that you bring into the mail or the phone context 
really is the store window and people, let’s see, am I saying that properly? 

 
Jay: That’s a great analogy.  O.K.  Go ahead. 
 
Michael: What you’re showing people is the store window.  And we could say when they 

ultimately get the product is really only the first time they’ve seen it.  They see the 
product after they’ve purchased it.  So when clients come to us and say, “We have the 
following publication or product to sell.  Can you help us outline the prospects universe, 
you know, and craft mail plans for us?”   What we say is, “That would be like showing 
us your store but not your window.”  We need to know when people walk on the 
sidewalk what they see.  We need to now when people open their mailbox, answer their 
phone or whatever the context.  We need to know, very specifically, the message that 
they’ll be the recipient of and then we need to understand very profoundly how they 
interact with that message. 

 
Jay: And then I’m going to interrupt you because it’s got so many dimensions I thinking 

about.  You’ve got to know the image that’s coming across.  You’ve got to know what it 
connotes.  You’ve got to know what’s it’s going to look like in its qualitative 
rel_________.  You’ve got so many factors that determine the recommendations you 
would make.  Right? 

 
Michael: Exactly.  Well, the…. 1.)  copy and language are very, very critical to engaging people.  

The presentation of any project or distilling it into its key benefits really are what, what 
enrolls or illicit people’s response.  Because, ultimately, with people or pawning books 
or newsletters with self-help information they don’t want a book or newsletter around 
the house.  They want the outcome of what they provides.   

 
Jay: I’m going to interrupt again.  I’m sorry but I want to make a point. 
 
Michael: Yeah. 
 
Jay: There’s very sophisticated, very wonderfully brilliant marketers and D.M executives out 

there but I think that a lot of them lose track of exactly that fact.  People are not buying 
the product or service.   They’re buying the results.  They’re buying the outcome.  That’s 
the analogy we always say:  They’re not buying a drill.  They want a hole.   
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Michael: Exactly.  Perfect.  Beautiful.  And the other……so copy and language are very, very 
critical and we are always looking deep inside the shades of meaning and the 
implications of language and what it means and how it appeals to prospects and what 
they envision and dream about and aspire to when they read language.  So that’s very, 
very critical.  Understanding, on a deep level, people’s behavior and how they interact 
with words.   

 
Jay: How do you do that because I think, again, you take for granted a brilliant gift that I 

think is very unique to you and you’re saying the “we” but I think this is a gift that “you” 
probably singularly possess in levels and acuteness that most people in your field don’t 
even comprehend and you just sort of matter of fact talk about it.  But some of the things 
you’ll do is you’ll actually look at the rough copy.  You’ll actually ask a battery of 
questions, won’t you?  You’ll actually dig so deep and analyze it and probe it and 
penetrate it and really discern it from so many different focal points.  I’ve seen you do it 
but I think you should sort of talk a little bit about your methodology if you’ve never 
crystallized it in your mind because I think it’s very different than most people in your 
field that will just say, “Sure, I’ll go get you a recommendation of five million names.” 

 
Michael: Um-hmm.  Well, I think one thing that, you know, your pointing towards is how…..I 

mean, for direct marketers money is very, very infrequently made on the first sale to a 
new customer.  The really …..a key component for all direct marketing companies, 
successful ones is the ability to re-approach their existing first-time customers and sell 
them ongoingly more products and services or renewals of what they originally bought, 
etc.  The interesting thing is that your selling copy for, you know, in the prospecting 
process can actually impact the longevity of a customer with the company.  So what I 
mean by that is if you make very, very big promises for a self-help product, a health or 
investment product --- if you make very, very big promises for that about quick results 
and overnight success, etc. --- very high rate of return --- the kinds of people that will 
find that believable and ultimately will buy turn out to be folks that are not very 
committed in the long very long run to your company because they’re opportunistic 
about their purchase.  

 
Jay: Great insight.  They won’t be a good residual buying patron. 
 
Michael: You know, copy and presentation and benefit sets that are realistic and, you know, about 

the fact that the best-won gains frequently take a long time to realize.  They’ll be more 
committed.  They’re less opportunistic.  They’re more committed to you so you can 
actually see how, if you had two packages competing against one another and one was 
very big promises, opportunistic, and the other was down to earth and realistic, the 
longevity of the respective customers from those creative approaches would differ 
dramatically. 

 
Jay: Well, you know, it might pull better front end, it might be detrimental, it might be the 

kiss of death long-term. 
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Michael: Well, exactly, because you can build a database pretty big with people that are coming in 
with a big promise, introductory offer and, ultimately, kind of languish and not be 
productive ongoingly in terms of other purchases.  The other risk, of course, is that if 
your initial offer provides an opportunity to say “bill me later” then your other problem 
is that opportunistic people that are responding to big promises don’t pay their bills very 
well, either, so you can actually see some very big variances in payup rates, as well. 

 
Jay: Great insight.  And so, as you’re looking and analyzing all these factors, you challenge 

in a loving way – you ruthlessly challenge your clients to, basically, make darn certain 
they’re doing the right thing to the right market for the right reasons. 

 
Michael: Exactly.  Exactly.  And the interesting thing is that if you take a reasoned, you know, 

down to earth approach to health, let’s say, if you’re a publisher the kinds of people in 
other categories that will respond to you, let’s say, for the people that have responded 
that are reading a personal finance magazine --- the gradient of opportunistic to realistic 
or reasoned …..  I’ll reword that.   People that are crossing over from a personal finance 
product to a health product will do so at the same line along that gradient so if they’re 
very reasonable and, sort of, long-term people in their money management they’re going 
to deal with their health the same way.   

 
Jay: That insight is profound in itself because that logic and that connective understanding 

probably opens up vast universes of lists that most companies wouldn’t even think to go 
after. 

 
Michael: Well exactly.  Exactly.  And that’s the reason why you won’t find, you now, fad crash 

diets marketed to people who read the Harvard Health Newsletter because even though 
both groups of people would be interested in health they’re so far from each other on the 
gradient that, you know, it’s not an appropriate match.  But you can bring the 
Smithsonian or the National Geographic to people who read the Harvard Health Letter 
because it’s a very, very appropriate crossover.  And I think that’s clear. 

 
Jay: That’s great. 
 
Michael: So that’s very, very interesting.   
 
Jay: O.K. Thank you. 
 
Michael: Let me answer this if I can with respect to creative. 
 
Jay: Oh, certainly. 
 
Michael: The one other, I mean, going back to brand.  If you always put your brand, if you do 

have good familiarity with prospects, even if they haven’t even previously done business 
with you, you always leverage your brand and put it on your outside carrier or your 
catalog or magalog and have it prominently appearing throughout so that you’re always 
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repeating and reminding people of their familiarity and the trust and comfort level with 
you as an organization.   

 
 Then the other very interesting thing, other than copy and presenting benefits is 

the…..how people sort their mail and how the physical dimensions and the physical 
presentation and characteristics of a mail piece impact response. 

 
Jay: Let’s talk a little bit about that. 
 
Michael: Yeah.  Because ultimately the list selection process which we’re now really into 

speaking about is to understand and envision the behavior of other people’s customers 
when you present them with your marketing message. 

 
Jay: When you intrude in their life. 
 
Michael: Essentially, yeah.  So, when we look at people’s mail sorting behavior --- usually when 

you go to your mailbox you……I think this is true of most people…..the mailman has it 
sorted in one way shape or form with the biggest stuff on the bottom and, you know, the 
catalogs and the big flats on up to the envelopes and the postcards and smaller formats 
on top.  And if that hasn’t been done perfectly, most people as they walk from the 
mailbox to the house do it on their own.  And then the envelopes and the postcards get 
about a ruthless 2 or 3 second inspection each and, you know, obviously many go into 
the garbage without being opened.  Those that do get opened don’t have a long shelf life.  
In other words, you wouldn’t keep an envelope and it’s contents on your coffee table for 
a week but a catalog or a 4-color magazine type format could be in your den or your 
coffee table for some time and would get your attention on repeated occasions other than 
the first few moments after it comes out of the mailbox. 

 
Jay: Yes. 
 
Michael: So, that’s a dynamic that, you know, smart marketers have really learned to take good 

advantage of.  I mean many publishers in the last really, you know, 7-10 years have 
created these hybrid formats that are called magalogs that are 4-color and have perceived 
value and do provide some editorial content but ultimately are selling vehicles for 
magazines and books and newsletters.  And there’s a couple things they do which is:  a) 
they hang around the house longer because they’re not subject to the first two or three 
seconds of, you know, “Do I keep it or do I not?”  Usually it’s around longer so it gets 
more attention.  And it brings kind of a blue chip feeling of integrity and trustworthiness 
to a company which if they were to put the same message in an envelope, you know, 
might not be perceived that way. 

 
Jay: Yep.  Good point.  Now what else do you have in mind to talk ……..let me change that.  

On the subject of research preceding list selection have we covered all your thoughts or 
have you got some more thinking on it? 
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Michael:  Well, the remaining other pieces that are important in preparing to look at other 
companies lists to prospect to or just re-presencing or, you know, getting very clear 
about the components of your piece that are going to be important.   

 
 So, are you asking for cash with order or are you giving people the opportunity to say, 

“Bill me.”?  And, if so, is it a one-time Bill Me or is it an installment?  Is there a 
sweepstakes or any kind of a premium be it an editorial premium or just a product 
premium like an umbrellas or a clock radio or something like that?  Because that affects 
how people respond.  You know, are you offering a credit card option --- those sorts of 
things.  So those, just being very clear about the aspects of your own offer will really 
best prepare to assess other people’s lists. 

 
Jay: Now this is not meant as this critical juncture to be a …..let me say it 

differently……This is not meant to be an assailment of the rest of your colleagues in 
your field but why do you think most people in your field of endeavor don’t look at these 
critical functions and just sort of monotonically and autonomically sort of walk through 
the process of just going out and making list recommendations without considering all 
these critical factors?  Why do you think that is? 

 
Michael: Well, I don’t know if I have a great answer because, like you, I committed to not 

diminishing, you know, I have a great respect and there’s some fantastic people that do 
what I do but I can only speak for why I do do this which is that I love understand 
behavior.  I mean, the things that I’m most interested in, very frequently, have to do with 
people’s behavior whether they be in the consumer, consumer transaction behavior or 
people that work in companies --- just those……  Those are the sorts of things that 
fascinate me.  So, I’ve always brought kind of a deep inquiry and a deep study and 
curiosity into consumer behavior to, you know, this very accountable, very amazing 
process called direct mail and direct response. 

 
Jay: That’s good.  I’ll tell you what.  People have asked me in why I do why I see things so 

differently than anyone else in the field of performance enhancement or marketing or 
strategy and I say, “Well, it’s not that they’re not as, if not more, intelligent.  It’s just that 
my mind is wired peculiarly and that I’ve been able to take the sum total of all the 
experiences that I’ve encountered and been able to learn how to extrapolate and see what 
the implications, the correlations, the, you know, the universal principles, for whatever 
reason, no one else’s mind was able to discern and then really extrapolate and how to use 
it and adapt it and adopt it.  And I think your mind must be very similar.  You see 
things……… remember that movie I see dead people?   

 
Michael: Yeah. 
 
Jay: Well, you see them…….not dead people……you see things, I think, that nobody else 

sees and it’s not a condemnation of them being inferior, not dedicated, professional or 
very deeply caring of their clients.  It’s just you see correlations, you see implications, 
you see dimensions of connectivity that, very probably, nobody else, I think, has ever 
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looked at or you’ve, basically, been able to take cumulative experiences which are very 
vast and significant that you’ve had and richly and consistently helping some great 
mailers grow to great heights.  And you’ve been able to see what about all that really is 
universal that everyone should learn from.  I think it’s just a wonderful gift, don’t you? 

 
Michael: Right.  Yeah.  Thank you and I appreciate the acknowledgement and I’m willing to say 

that….there’s pieces of that that are very true and I love the analogy because I just 
bought the Sixth Sense for my dad which is the movie that you mentioned and I love it.  
I think it has to do with getting underneath the surface of a transaction and seeing what 
other components of behavior and people’s desire and aspiration and sometimes their 
wariness, their distrust of companies, but really looking at all the elements of a 
transaction, you know, creating multiple dimensions and just looking deeper and deeper 
with new distinction.  You know, one of the things that I envisioned early on when the 
infomercial business really started booming was that there would be some transaction 
behavior common to …… 

 
 
 

--- Side two of tape --- 
 
 

Michael:  ….to some of our clients early on and, you know, I’ll mention Boardroom Reports as an 
example, which is a misnomer because, of course, they mostly publish for consumers.  
But, you know, we told Boardroom that their product offering general information and 
solutions in a very, very engaging way in books and newsletters would be of interest to 
people who were buying from TV infomercial s because whether they bought a fly 
fishing device or a particular supplement for their oil in their car or a cooking device or a 
weight loss device, every one of those people were looking for solutions and benefits in 
some fashion.  And that the transactional environment of TV and the use of a credit card 
would…….and these people being interested in information and solutions……would 
really be the prevailing elements of the transaction that would make those people buy 
from Boardroom.  And we never really  paid much attention to what they had purchased 
because we felt that that was actually the least, had the least amount of importance in 
that setting. 

 
Jay: What did you find? 
 
Michael: Well, very happily and luckily we were validated pretty much once and forever.  I mean 

we were always able to go to people who had bought from 30-minute TV pretty much as 
I envisioned regardless of what they purchased.  The interesting thing is that we all, you 
know, there’s also what’s called spot television which is 30-seconds or 60-seconds and 
the people that buy from those things are, as you can appreciate, completely different 
animals that buy from a 30-minute context because it’s a much quicker decision.  And 
for someone who makes a decision inside a 30- or 60-second proposition vs. someone 
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who sits and contemplates and carefully considers something over the course of 30 
minutes, transactionally, the difference in that period of time is dramatic with respect to 
people’s response and also their commitment level, you know, reflected, of course, by 
how well they pay their bill and how well they continue to buy once they buy the first 
time. 

 
Jay: See, I think you have the gift of being able to really interpret what all the implications 

are of all this massive, but very abstract and subtle, data that’s out there and implications 
and really say, “O.K.  Here’s what it means and here’s where the opportunity or the 
danger lies.”  Michael, wait one second.  I’ve been hydrating myself and I’ve got to take 
one minute and I’m going to stop the tape.  We’ll just have to have it edited but I’ve got 
to run to the bathroom.  Be right back, O.K.? 

 
Michael: Great.  Um-hmmm. 
 
Jay: Great.  Hold on.  One second, Michael.  The door didn’t shut.  Hold on. 
 
 O.K., this is going exceptionally well.  You’re getting yourself…..I think that you’re, 

you’re demonstrating the intellectual prowess and the understated brilliance of your 
mind in a very respectful way.  It’s very good. 

 
Michael: Thank you.  Thank you so much. 
 
Jay: No.  You’re welcome but it’s…..I should thank you because I’m getting a good 

education, too and thinking about areas of my own thinking that probably have been 
flawed and have some voids.  So now we’re ready…….are we ready, now, to go into 
campaign, or not?  Or have we left something out? 

 
Michael: Um…..there’s….. 
 
Jay: …..selection yet or not? 
 
Michael: There’s…….. 
 
Jay: Because we did _______ selection……… 
 
Michael: Yeah.  There’s one more thing I want to say.  It’s just about……. 
 
Jay: So why don’t you go ahead and just do it now.    Take a moment so it can be edited.   
 
Michael: O.K. 
 
Jay: Go ahead. 
 



Michael Fishman interviewed by Jay Abraham 

© 2006 All Rights Reserved 28 www.abraham.com  

Michael: O.K. and one thing I want to just create kind of in parenthesis for you and for anybody 
listening or reading --- some of the kinds of behaviors that we’re distinguishing or 
identifying and, ultimately, validating over time, you know --- because none of this is the 
truth.  It’s just a model for understanding and envisioning people’s behavior and then 
when you validate it over and over again you say, “O.K.  That’s probably something 
that’s operating.”  But if you put people in a room in a focus group scenario or in a 
survey environment some of these sorts of things are not even the sorts of things that 
people could tell you about themselves or could even predict about themselves.  They 
are the sorts of behaviors that are generated really in the moment really as people see 
logos, as people sort their mail, as they read what they read.  So it really is happening on 
a very, very foundation level that people themselves probably could not even isolate or 
realize. 

 
Jay: What do you thing the implication of that statement is to the marketer? 
 
Michael: Well, I think the implication is that 1) the beauty of all this in a direct response 

environment is that it can be measured, validated and accounted for, you know, much 
more ---- much differently than in a brand awareness or a market share type campaign 
that most of the, you know, the household names do on TV or billboards, etc.  So we can 
really validate these things once we think, once we see or sense that something is 
operating we can figure it out.  And the best thing for marketers to do is really arm 
themselves with either people, you know, resident on staff or trusted advisors and 
outsiders in some of these relative capacities whether they be creative or design or lists 
and media --- to arm yourself with advisors who understand these dynamics and can, you 
know, support you in validating them.  Because I think they’re all very, very important 
in maximizing your marketing and your business.  

 
Jay: That’s a great point.  That’s a great point.   
 
Michael: And in a ……another interesting thing that, you know, that we figure out over the years 

or I  figured out over the years as another example, I mean, we know there are so many 
special interest subjects where sometimes companies take for granted that, you know, 
the gardening market is the gardening market or the health market is the health market.  
There’s some very profound distinctions in the health market as an example where we, 
you know, envisioned or conceived of an idea and ultimately validated it where people 
when they are consumers of information about improving their health are actually very 
pick about whether they receive that information from an institution like the Mayo Clinic 
or Harvard University separate from a personality like, you know, some of those famous 
doctors that we have, you know, Deepak Chopra or, you know, Julian Whittaker, etc. 
from a consumer advocate like Consumer Reports or Ralph Nader or Center for Science 
and the Public Interest or even from a digest format like Bottom Line Health, one of the 
Boardroom publications.  There are…..when you get in and test rigorously and carefully 
to try to understand who, you know what sorts of editorial approaches appeal to who, 
you actually see some key distinctions for the sorts of people that are oriented to 
personalities or institutions, etc.  So there’s, when you really dig in and create some 
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interesting categorization you find the most fascinating things and, ultimately, the truth 
is that they’re validated over and over. 

 
Jay: Can you give me, without breaching a confidence, can you give me a couple of hard 

specifics because it’ll really help people listening to this interview grasp the magnitude 
and majesty, so to speak of what you’re saying because it’s very provocative but it’s a 
little bit intellectual.  Why don’t you connect it now to empirical sort of experiences that 
we can relate to.   

 
Michael: Sure.  Well, if we look at, say, as a prospect list, we could at, say, the Harvard University 

Health Letter.  Let’s look at the Harvard University Health Letter.  The question is:  If 
that is --- that’s health information that comes from a highly revered, you know, time 
honored institution --- Harvard University, very closely aligned with the American 
Medical Association and their information is very, very conservative.  So, the question 
is:  What sorts of offers will appeal to people that we know have an affinity for a 
conservative institution?  And it turns out that on some levels they are marginally 
enamored of a commercial brand like Prevention, which is a commercial brand in the 
health information business.  And it’s a magazine, of course.  They are, also, anywhere 
from marginally to very well engaged by digest formats like Bottom Line Health or of 
the, you know, Consumer Reports --- other things that are fairly well researched and 
fairly well founded sources of information.  But when it comes to marketing to those 
same people a health editorial platform from a personality the affinity is really gone.  So 
one would think selling health information to people that we know are interested in 
health would be a slam dunk no matter what, but you can’t ask people that have a high 
affinity for Harvard University to put their chips in, you know, to have an affinity for 
one doctor.  They much prefer a source with a range of participants and advisors and 
really that institutional background.  And, ultimately, maybe it’s …..they have a 
reference for an institution faceless as it may be but don’t really have an affinity for the 
words and counsel of one doctor.  So maybe that illustrates it……. 

 
Jay: No, that’s a very provocative example requiring a very acute degree of discrimination 

and discernment and the ability to really see the connections before somebody would 
deploy a lot of resources and capital into an experiment, doesn’t it? 

 
Michael: Exactly. 
 
Jay: Yeah.  Wow.  That’s a great point.  Now can we……I’m intrigued, myself, to hear what 

you have to say about the campaign itself.  Are you ready roll up your sleeves and tackle 
that subject? 

 
Michael: Well, we can certainly give it a shot.   
 
Jay: Give me your take, your thoughts, your experiences, your view of the dynamics and the 

implications and the opportunities in making a campaign, itself, perform to its optimal 
level. 
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Michael: Um-hmmmm.  Well, you know, the first thing we do with a product and let’s…..a lot of 

our listeners, readers will be looking to launch products so I always start from a launch 
context.  And what we really tell companies whether they’re brand-new organizations or 
some of the largest marketers that we can all name --- most people overspend on a 
launch.  You know, we counsel them not more than maybe 60,000-75,000 names and to 
some people that sounds like a lot but in the scheme of things it’s nominal.   It’s 
conservative.  Many people try to launch with hundreds of thousands of names but if you 
select eight or ten lists from different categories and you, in your launch campaign, 
validate the productivity of a number of different categories you, ultimately, will build 
your business quicker and larger than if you were to just take…….. 

 
Jay: And safer. 
 
Michael: Absolutely safer.  But if you were to take a, contrary to …..as a different than that 

approach, if you were to take just the eight or ten best lists from the same category 
because you really wanted to maximize revenue, would really be a short-sighted exercise 
because you’d really………  I mean, the analogy I use is how many roads do you want 
to pave?  You know, if we want to pave one highway and really have one way out of this 
thing then let’s use the ten best lists and they’re all catalog lists then that might be great 
and we got a bunch of revenue.  And for some companies it might be appropriate, 
especially if it’s brand new organization.  I will say that.  And do more experimentation, 
more validation of categories in the second campaign.  But for large, you know, 
seasoned skillful organizations that are well capitalized we always counsel that in the 
launch the most important thing that we do other than validating the performance of 
individual lists is to select those lists from categories the performance of which the, you 
know, those lists would be indicative of.  So we’ll select a magazine that we think would 
really be reflective of the performance of the magazine category or a catalog or an 
infomercial or you know a book buyer list --- all designed to go deeper into those lists 
next time but also so that those list can be key barometers or yardsticks and 
representative of a meaningful large category. 

 
Jay: To me, that’s Leverage 101.  Then you could, basically, you gave 10-12 categories in the 

test instead of just maximize your short-term capital. 
 
Michael: Well, let’s…..exactly.  Because going into….. revenue maximization will help you 

uncover one or two categories at the most and then ultimately your upside in campaign 
#2 is the sum total of those categories.  That’s why I talk about paving roads because 
you really are, you know, staying with the analogy.  You’re paving super highways if 
you can uncover very large, significant categories and that’s how we’ve taken companies 
from a launch of 60,000 or 75,000 names as campaign #1, let’s say, to campaign #2 
where we validated the success of our initial test lists and included many, many more 
that were supported from our results and into mailing #3 where, from a volume 
perspective, we’ve been into 10,000,000, 15,000,000 and 20,000,000 names.  And these 
are some of the largest, successful consumer campaigns that have ever been executed.  
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But the examples are there that when this is done smartly and, you know, with good 
partnership between the list provider and the advertiser and good resources --- that you 
can build a very significant business very quickly.   

 
Jay: O.K.  But there are some assumptions there which I need to hone on:  1)  a good 

partnership.   That requires a great advocate champion in the form of someone like 
yourself who really knows how to really get a collaborate strategic relationship going  2) 
it requires an enlightened mailer that really understands what you’re trying to 
strategically and systematically build towards, doesn’t it? 

 
Michael: Right.  It’s very, very important and that’s as important a component as anything else 

that we’ve discussed. 
 
Jay: It’s got to have ideological compatibility here. 
 
Michael: Exac….perfect.  Trust and alignment of philosophy are really key.  And one of the 

things that we say to our clients, particularly…..I mean, the ones that we’ve worked with 
for years know this and when we start with people we let them know that their the risk 
tolerance of their company and their division and even of themselves as individuals is a 
key consideration for us.   Because many times in large organizations, you know, despite 
the other kinds of variables that there are that would support being aggressive in a 
particular campaign whether that’s product strength or seasonality or other  sorts of 
things, the personality of the person we’re working with is something that we want to 
honor and respect and consider in everything that we do. 

 
Jay: It sounds like you’re approaching it as a fiduciary, almost like a financial advisor, and I 

like that a lot but I suspect, again, not playing an odious accusatory finger but just 
comparatively, really delineating the differences.  You approach it in a very different 
manner and a very different sense of ownership to the relationship and you feel a much 
greater sense of advisory or consultative connection to your client, don’t you? 

 
Michael: Exactly.  I can’t articulate it any better than that other than to just underscore the 

relationship is.  I mean, the biggest successes we’ve had have really been where people, 
you know, not, not, not blinding, you know, not in a blind fashion but in a trusted 
fashion really heard and acknowledged and considered everything that we’ve said and, 
ultimately, took us up on, you know, very, very high percentage of the counsel and really 
kind of did what we said.  And it’s never 100%.  You’re never batting 1000.  And when 
we talked about, you know, at the top of the program when we talked about product 
driven vs. market driven that’s not a formula for perfect success either but all these 
things are a component of success and the relationship is really key as well. 

 
Jay: Well, you’ve also got the…..your bastion of humility and understatement but you have 

under your belt the distinction of having counseled some of the largest, most respected, 
most sophisticated, most successful, most astute, most strategic mailers in the category.  
And many of them have grown and prospered under your direction and your 
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collaborative counsel and advice so maybe……that statement is grounded in a track 
record that reads like something nobody else, probably, has achieved. 

 
 Well, let me ask this.  We don’t have a lot of time left but I want to dredge out the 

catacombs of your mind and experiences some action coefficients.  Now, if you were, I 
mean, years ago I came up with the 10 Marketing Mistakes that everybody was making 
and I subsequently came up with the corollary to it, which was basically the 10 
Maximizers anybody can bring to bear instantly to improve the performance of their 
enterprise.  If you had to take your equivalent of the 10 Biggest Screaming but 
Unrecognized Mistakes or faux pas or underperformance areas that almost every mailer 
is “guilty” may be the wrong word but is susceptible to being exposed to right now and 
you would give the flip side of what to do to turn that around, what would you say those 
might be? 

 
Michael: Ummm…..let’s see. 
 
Jay: You don’t have to have ten, although you could have twenty if you’d rather.  Whatever 

you’ve got. 
 
Michael: I’m sure I could think of 100 given enough…….. 
 
Jay: Universal that would just resonate the moment they come out of your mouth they’re 

going to go, “Oh, my god, I’d never thought about that.”  “Oh my god, I’ve never made 
that connection.” 

 
Michael: Yeah.  Well, the thing that comes to mind……through immediately……is something 

you might not expect, which is to know when you’re a direct marketer.  Meaning, we’ve 
seen so many Internet retailers come and go in the last several years.  Many of them 
would still be around today if from the first moment they opened their doors they knew 
they were a direct marketer instead of trying to be a large market share, you know, sort 
of brand approach to what they were doing.   

 
Jay: And if you were to acknowledge:  I am a direct marketer, what are incumbent on that 

declaratory, sort of a, self-statement.   What are some of the realizations and the 
responsibilities that you have to yourself and your enterprise? 

 
Michael: Well, what that means is:  Market accountably and for results and not for emotion and 

ego.  You know, it means don’t take large display ads or billboards or TV commercials 
that don’t have any discernable or measurable payback because it feels good to do so.  
Or even building the brand or your organization will help you.  As we talked about brand 
has a value but not in that way.  So, measure everything and, you know, advertise in a 
way where the return on investment and development dollars is very, very clear.  You 
know, which with the right consulus, you know, entails a system and a structure and a 
series of activities that are very easy to implement.  
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Jay: That’s #1. 
 
Michael: Yeah.  Well, let’s see if we can provide a few more.  We might need some breaks here.  

Let me just stop for a second.   
 
 O.K.  Here’s a story that provides #2 and that is: 
 
 One of the companies that we started working with, a very major book publisher, 

thought fifteen years ago that to market in direct mail they needed to market to people 
that had previously bought books.  And that that was really a prerequisite to successful 
prospecting.  And we demonstrated for them how proper understanding of their special 
interest in proper categorization and understanding of transaction and consumer behavior 
would help them to market to many, many more categories and the rest is a very 
wonderful story of some great successes.  But the point there is:  To not limit yourself to 
prospecting within the immediate category in which you reside because many of those 
lists will not be available to you because competitors are not obliged to provide you with 
their lists.  And, you know, other than that you’re marketing to people already inside of 
your category and you’re really not creating any competitive advantage by foraging and 
prospecting where everybody else already knows to go.  There are lots of new fields and 
new categories for you and, you know, I think, the right counsel can get you there with a 
minimum of risk taking but ultimately a really upside.   

 
Jay: O.K.  All right.  Got some more?  You’ve looked at a lot of different companies.  

You’ve looked at a lot of different philosophies.  You’ve looked at a lot of different 
assumptions.  You’ve looked at a lot of different attitudes, a lot of different business 
philosophies, a lot of different sophisticated mailers, a lot of different blunderous 
mailers,  you’ve seen people come, you’ve seen people go, you’ve seen people grow, 
you’ve seen people endure.  What have you see that many, if not most, don’t recognize 
and what’ve you seen that the real……….let me say it differently.  What are the high 
performing strategic growing dominant mailers, the leaders in their field, the most 
prosperous, the most profitable, the most marketing astute that you’ve counseled and 
you have affirmatively counseled the best and the biggest and the brightest.  What do 
they all have in common that you’d like to share in the final portion of this interview that 
anybody listening to this tape who is, or on the verge of becoming, a significant direct 
marketer should want to incorporate into their mindset, should one do, want to inculcate 
into their business philosophy, want to really know, do and live by? 

 
Michael: Yeah.  Well, I’d, what, how you articulate and what you just said really made me think 

of one of the key, key points which is really at the core of why direct marketing works, 
which is that selling people ongoingly beyond the first sale.  And that is if you have a 
good qualitative assessment of the worth of a customer to you, you will always be able 
to, not always, but you’ll be able to prospect, you know, beyond the point where many 
of your competitors have stopped.  You know, many people will back out of a market 
place that they feel is soft or, you know, not as robust as they would need it to be.  But if 
you know that if your customer’s going to buy from you on average 5.2 times in the next 
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three years then you have a great ability to, you know, to associate those future revenues 
with today’s acquisition, expenses and to continue to prospect and lifetime value is a 
key, key component for all the successful companies I’ve seen.  They really have a great 
way to envision what they will sell to people beyond that initial purchase. 

 
Jay: You know, I’ve always said and I was preaching the philosophy of lifetime value and 

marginal net worth and allowable costs before most entrepreneurs, certainly, understood 
it and I just extrapolated direct marketing mechanism over.  But it’s surprising to me 
that, today, and I’m talking about reasonably significant companies who don’t have a 
clue what a client is worth to them, what worst case revenue they’re going to get and in 
transaction #1 and year #1 and what the stream is and how many different things you 
could add to that transaction cycle to dramatically improve the revenue and then thus 
justify the ability to invest forward a lot more and until you know that I can’t imagine 
how in the world you can possibly expect to maximize anything you’re doing. 

 
Michael: Right.  Exactly. 
 
Jay: That’s great.  That’s one thing.  Is there any other and, again, there doesn’t have to be 

but I suspect that you’re denying our listeners some profound wisdom that is so evident 
to you that you really never even recognized its significance but that just uttering a 
sentence or two of clarified insight that no one’s ever thought about and connecting it for 
somebody would probably change somebody’s life just listening to this tape. 

 
Michael: Yeah. 
 
Jay: What other observations of the biggest, the best, the brightest, the most astute, the most 

strategic, the most inventive, the most impressive, the most non-linear --- what have you 
learned and observed, but what have you come up with and formulated that’s proprietary 
to you that isn’t going to breach your ability to sell your expertise but would be a great 
gift that you could give to the direct marketer listening in? 

 
Michael: Um-hmm.  Well, I’ve shared a lot of those, you know, in what we’ve talked about so far. 
 
Jay: I’m just trying to get the bonus for enrolling here. 
 
Michael: One thing that is very surprising to companies and I think different than other sorts of 

industries is the extent to which, you know, advertisers and mailers, you know, network, 
talk to one another, share ideas and, you know, I think the accountable nature of direct 
mail marketing or direct market, direct response marketing, in general, the accountable 
nature of it has really demonstrated for people that if they talk or share ideas with their 
competitors or some of the companies that, maybe, don’t compete with them but 
prospect to the same target population with non-competitive product --- there are a lot of 
great ideas that sharing with colleagues in those businesses can yield --- very, very 
meaningful and ultimately people continue to grow their businesses and they see that 
kind of sharing and mutual support inside of a business network or a business 
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communication, you know, really is ……contributes to the greater good and has a far, 
far higher yield than any risk or downfall. 

 
Jay: Well, you’re speaking to the choir.  I mean, you know that I built my career and about 5 

½ billion dollars worth of increases by getting people to borrow the success processes, 
the insights, the perspectives from 400 other industries and ‘funnel-vision’ it into what 
they’re doing.  So I think people can’t mastermind, problem share, collaborate and try to 
adapt, adopt and extrapolate what other people have learned, see, do over to what their 
doing but you can’t unless you’re committed to it. 

 
Michael: Right.   
 
Jay: I’m sorry.  Go ahead. 
 
Michael: We….our….you know, the firm I’ve been with for, you know, for my career, you know, 

and the activity that I’m in, you know, day in and day out is list brokerage but there’s so 
much else, as we’ve discussed, that is relevant to the list brokerage process.  And one of 
the things that we’re known for and most appreciated for by our clients is really 
facilitating some of those kinds of relationships and bringing people together --- not so 
that we can be at the table every time they’re together but so that they can ongoingly 
communicate and add value to one another and, you know, it’s one of the things people 
appreciate the most. 

 
Jay: What I’ve said about you since I first met you is:  You’re the greatest best-kept secret.  

You’re like, for the nominal cost --- there’s no cost really --- of list brokerage they get 
probably the most astute sophisticated vastly experienced and intellectually savvy 
advisor and super strategist I think I’ve ever met.  This has been a wonderfully, 
wonderfully stimulating experience for me and as I said to you at one of the breaks when 
we were changing tapes it’s humbled me because you’ve pointed out some connections 
that I have to re-think because I’ve not been as astute on them myself.   I hope that 
everyone listening not only got value but did a little soul searching and a little personal 
transactional and strategic inventory and identified and isolated some areas, maybe, that 
they could be more focused on and some opportunities that they could really address 
differently and if they liked listening to you they’re very welcome to call you  or at least 
to discuss their situation.  I think that you’re more than willing to evaluate and examine 
and assess about anybody’s situation and see if there’s any way you could bring more 
value or performance enhancement to it.  Am I right? 

 
Michael: Absolutely.  Absolutely. 
 
Jay: If they wanted to talk to you how do they contact you? 
 
Michael: Well, I’m at Client Logic, of course in New Jersey and the telephone number is (201)  

865-5800. And what I tell people that call me, because there’s somewhat of an inflow of 
inquiries and people that are referred to us, etc. and, you know, certainly what people 
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can count on is the value of either being taken care of directly or referred to some 
appropriate trustworthy knowledgeable source for whatever the challenge might be. 

 
Jay: Well,  can tell you this and I’m very fortunate and rich to have you as a friend besides 

somebody who I respect and admire but having you counsel and look out after my well-
being and success has been a wonderful, wonderful experience that I would only wish 
upon anybody and everybody who really wanted to prosper and maximize anything 
they’re doing. 

 
 It’s been a great pleasure and I really appreciate you not holding anything back.  This is 

a tape that I hope people will listen to over and over and over again and pass on to other 
people in their organization. 

 
 Thank you, Michael. 
 
Michael: Well, Jay thanks for your kind words and also the opportunity to be with you today.  It’s 

been a lot of fun.  Thanks. 
 
Jay: You’re very welcome.  Bye-bye. 
 
 
 
Jay: That was pretty good. 
 
Michael: That was a kick! 
 
Jay: So now we’ve got to open it and then we’ve got…..  I think you’ve got a really nice tape, 

actually, Michael, that I think….  It may not be the perfect showcase for you but it’s 
probably better than anything you’ve got right this moment to dispatch to somebody…. 

 
Michael: Sure.  Absolutely 
 
Jay: ….or get somebody to send somebody….. a bunch of your past clients or you call people 

yourself and say, “Well, there’s a tape that you might want to listen to and it really 
presents a lot of my philosophies.  You might want to listen to it, pass it through the 
organization.  That could be pretty neat, don’t you think? 

 
Michael: Oh, absolutely.  Absolutely.   
 
Jay: So let me think of how to start this, O.K.?  Who’s it really going to be designed for?  

Who do you just really want culled out for?  If you’re a what? 
 
Michael: It’s designed for, you know, senior marketing executives in significant organizations 

whether they be publishers, financial services.  I mean, any kind of significant direct 
marketer.   
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Jay: How many, like, how many millions and millions of names have you been responsible 

for for mailing, indirectly.  Have you ever calculated it?  Billions? 
 
Michael: Well, I haven’t but in my career it would have to be close…..around a billion. 
 
Jay: How many breakthroughs do you think you’ve, basically, assimilate or engineer, in all 

humility?   
 
Michael: In terms of specific products? 
 
Jay: Well, products, launches…… 
 
Michael:  Well, too many launches to count.  You know, certainly, you know, almost like 

Spielberg’s top grossing films.  I mean, some of the, you know, three or four of the most 
success consumer campaigns ever executed and,  you know, just countless, you know 
singles and doubles and, you know, extra bases. 

 
Jay: O.K.  All right.  Can you name some of your past clients or you don’t want to?  What do 

you think?  I think it’s more prestigious than not but it’s up to you.  If you say Rodale 
and Phillips and, you know, whoever you want to say.   But you’ve had them.  
Because….it doesn’t matter…… 

 
Michael: I think what I’d prefer would be, you know, because a lot of …..I would prefer, you 

know, to just discussing categories like publishing and financial services.   
 
Jay: Great.  What else besides financial services.  Anything else? 
 
Michael: Publishing, financial services and financial and consumer services like ISP, 

telecommunications, you know, mutual funds so the range of consumer services…… 
 
Jay: Let me try to see if I can lay down an introduction. 
 
Michael: Um-hmmmm. 
 
Jay: If you’re the senior marketing executive at any significant company of any kind doing 

direct response marketing, particularly anyone in publishing, financial services, 
consumer services, spanning the gamut, you’re in for a treat.  You’re in for a delight.  
You’re in for an enrichment because we’re going to spend the next hour or so picking 
the mind of, arguably, the brightest, the most astute, the most original thinker in the 
category of list management and selection I’ve ever met.  He’s personally be responsible 
for renting, managing and maximizing over a billion names in his career.  His counsel 
and advice for the top grossing, most successful and respected direct marketers in the 
country.  He has analyzed and identified and perfected insights into the entire creative 
product, brand, campaign dynamics that, to my mind and I’ve been able to interview 
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some of the brightest men and women in the field world-wide, have never been shared 
before.  He’s got insights and perspectives and connections that I’ve never heard 
discussed by anyone else and without any further ado, Michael Fishman, it’s my great 
and genuine honor to interview you and to pick your mind clean over the next hour.  
Welcome. 

 
Michael: Thank you so much, Jay.  I’m excited to be here and this will be fun. 
 
Jay: Good.  I agree.  Let’s get started. 
 
 
 
 
 
 
Jay: Is that O.K.? 
 
Michael: Beautiful. 
 
Jay: O.K.  So, here’s what we’ll do.  First of all I’m not…….bear with me one more time.  I 

drink so much water to be hydrated I’ve got to pee again. 
 
Michael: Please. 
 
Jay: I eat eggs but I don’t eat anything to sop it up.  Be right back and then I’ll tell you.  And 

I think this is really going to be a good start for you, don’t you?   
 
Michael: Oh, I’m loving it.  Thank you so much. 
 
Jay: No, no, no.  Don’t thank me.  Let’s figure what to do with it.  Wait one second.  Hold on.  

O.K., are you there, Michael? 
 
Michael: Yeah, I’m here. 
 
Jay: Back on speaker.  Here’s what I want to do.  First of all, we’ll push the “Z” button and 

have the operator send you two or three tapes of this so you guys can then figure out 
what you want to do with it.  My recommendation is:  You said your company will pay 
for the nominal cost of whatever has to be done, won’t they? 

 
Michael: Of course.  Of course. 
 
Jay: So I would find, you know, in your area a decent tape editor.  I mean the only one that I 

can recommend is very expensive and slow.  He’s Tony Robbins’ guy and he would do a 
great job but it might take longer than you need.  I even think, like, Mac Ross has got a 
brother who’s, I think, a tape editor.  He was going to do some editing of some stuff for 
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me but I never used him.  But I’d get it edited making sure that they listen to it carefully 
--- they put the beginning in and the ……end.  They get rid of the parenthetical 
comments and they make it seamless.  And I would produce, frankly, a couple thousand 
of them and I would, first of all, I’d do two things:   

1) I’d go to everybody that you know and ask them if they would make up a list 
of who you’d like it sent to and that you would send it with their, you know, 
you’d prefer sending it with their letter but you’d send it on yours if they 
wouldn’t.  If they wanted you to……  and send them out to that. 

2) I would get a list of all the people who are good prospects and send them all 
to them with a cover letter just saying, “A lot of people said this opened up 
some perspectives they’d never thought about.  We thought it might for you 
to.  We hope that the hour that you spend listening to it this week on the way 
to or from work is the most enriching hour that you invest in the next year or 
something like that.  Just send it out.   

 
You could send it out ahead of any call you make or after any call you make.  You 
can send it to people you’re in dialogue with right now.  At least it’s a good start, 
don’t you think? 
 

Michael:  Absolutely.  Absolutely. 
 
Jay: And also have it transcribed so that you can see if there’s, there’s a report, a book or a 

series of perspectives that you could make into, like, some collateral stuff. 
 
Michael: Um-hmmmm. 
 
Jay: And that’s what I’d do with that. 
 
Michael: Awesome.  That’s great. 
 
Jay: We’ll do that.  Now what else can I do for you? 
 
Michael: Who do you……so probably the …….so we find a transcriber on this end as well.  I’m 

sure they’re around. 
 
Jay: I can give you the name of somebody who transcribes for us and she’s not terribly 

expensive. 
 
Michael: Great. 
 
Jay: Her name is Kathy, what’s Kathy’s last name?  Kathy Pappo.  She’s actually doing 

something for me right now.  Normally it takes 3-4 hours for an hour so it’ll cost all of 
$500-600 max or $400.  Depends on how easy it was to listen.  Probably not as hard as a 
bunch of conversation for her to do this.  So she can do it if you ---- before we’re done 
I’ll have Terry give you her n……..in fact I might have her number right here.  Hold on.  
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Let me look at see.  She’s as good as anybody.  You could have it sent right to her and 
she could transcribe it probably before the week’s over and have it done and it won’t 
cost you very much.  Hold on.  Let’s see, I’ve got it here somewhere, I think.  Just one 
minute. 

 
 I think, actually, it may not be perfection but I think we got some good stuff for you, 

Michael. 
 
Michael: No.  It was……I enjoyed it.  I enjoyed it.  You know, just ….I mean doing that gets me 

in touch with my own power, you know. 
 
Jay: Well, I said I doubt seriously if you know what you really know and you know who you 

really are.  You take yourself for granted.  But, and, again, this, you know, this is a good 
start.  It may be that in three months or in sixty days we do it again and you got much 
clear and precise answers.  My recommendation to you and I’m guilty of it, also, but 
think through, as you look at the transcript, insert examples because if you’re, not weak, 
but you’re …..if there’s an area where you could be stronger at it’s being able to give 
reference examples that make the analogy so much more powerful and mature. 

 
Michael: Right.  Right.  
 
Jay: And I think that would help you demonstrate your genius a lot faster, easier and deeper.  

And I think it’s a disservice when you’re trying to share it and don’t have those because 
it would make it easier for the market place to grasp. 

 
Michael: Great.  Thank you for saying that. 
 
Jay: Here’s her number.  Kathy Pappo (310) 831-5295 and just tell her you’re a colleague of 

mine and you have a little job and you’ll gladly pay her right away for doing it and I said 
she’s good at transcribing an interview that you and I did.  And she should be able to do 
it really quick and you can just have a copy sent to her. 

 
 There’s a lot more that these people.  I mean I’ll pay for these copies made to you but 

they, I mean, they charge me a lot so I’d rather only get you three or four and let you 
guys make copies there but these’ll be good generation versions.  I think they can also 
come up with a ……we’ll ask her real quickly.  She probably won’t know if they’ve got 
a DAT they can make up for you, also. 

 
Michael: Oh, that’s perfect.  And, Jay, if, you know, th…..I mean I’d……I’d love it if you’d allow 

me to, you know, to handle the cost of what we’ve done today. 
 
Jay: No.  It’s not a big deal.  It’s not.  I just don’t want to…….I mean, they charge me like 

$10-$20 a tape and send it to me.  But they’ll do a nice copy.  I want you to get a couple 
of them in your hand so you can have other people listen to them.  So you can listen over 
and over in the car so you can remember what you’re really good at and get it inculcated 
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into your brain so it becomes automatic in sort of a just a mindset that you default to 
when you’re talking to somebody. 

 
Michael: Right.  Exactly. 
 
Jay: Oh, pardon me.  Excuse me.  I was up late last night.  What else is going on? 
 
Michael: What else is going on? 
 
Jay: Now, again, keep in mind.  The moment I ever get my shit together because I’ve 

been…..you have no idea how hard I’ve been trying to work to write a piece and I may 
have thrown away when I was ¾ of the way through because I thought they were 
excrement.  If I get a piece to you, I do want to avail myself of your ….the very things 
we talked about…….and, hopefully, I will have one because I’ve made so many aborted 
attempts that it’s almost jocular except, you know……there’s a very fine line in life 
between pathos and humor.  If it’s you, it’s pathetic.  If it’s anybody else, it’d be funny. 

 
Michael: Um-hmmm. 
 
Jay: Pathetic that I can’t get a good hybrid piece out of it.  And then, if you really do know 

companies that have so much activity going on, so many names going through, so many 
areas, you know, telemarketing areas, resells, opportunities, brands they don’t maximize, 
you know, all……you know the kinds of things I do……I could go into ……I really 
rather not go through it now but I’m looking for areas where if I get involved…..as I 
said, fee or no fee…..you know, I’ll take a fee in lieu  of cash but I’d like it to be a nice 
one.  But I’d just as soon, if they’re willing to perform and share, I’d rather make 
$1,000,000 a year from them.  As I said, that revenue is perfectly shareable with you and 
if you don’t want to share it, I’ll invest it in something that’ll help you build your career.  
But I can use your help.  I’ve come to the conclusion I’ve done this ass-backwards.  I’ve 
been trying to establish my awareness all over the place in display ads.  And the problem 
with being me is I’m unbelievable.   

 
1.) People don’t realize somebody could have the unique skill set that I do. 
2.) It’s so broadly general that it’s hard to pinpoint it, if that makes sense 

 
Michael:  Um-hmmm.  Very clear. 
 
Jay: It’s accelerated and enhanced by a champion who just calls somebody $20,000,000 more 

a year.  He’s only going to work with 12 people and if you’re smart you’ll get him on an 
airplane tomorrow and have him look at your business and see if the two of you are 
compatible.  

  
Michael: Yeah.  So as soon as I know who I want to introduce you to, why do you request I do? 
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Jay: Well, it depends on how you want to do it.  You can get us on the phone.  You can tell 
them about me and have them call me direct.  You can……I mean, my least desired 
thing is to call them until you’ve set the stage. 

 
Michael: Of course.  Of course. 
 
Jay: Set the stage and I’m ready, man.  As I said, I’m…….what I want to be doing is have a 

portfolio of a dozen clients that I’m basically the de facto super strategist and 
performance maximizer and non-linear thinker for.  I don’t really want to write copy but 
I have no problem collaborating with them on all kinds of things.  And, you know, try all 
articulating for them or their copywriters.  I’m looking where I can, basically, connect 
dots and can liberate all kinds of different revenue streams and enhanced 
performance…… 

 
Michael:   Well, I’m going to take the necessary time today to go through all my source materials, 

you know, e-mail, address book, Rolodex, you know, etc., etc. and come up with who 
those people would be. 

 
Jay: Now, but I’m conflicted.  Part of me really would love that, would eagerly and selfishly 

appreciate it yesterday  but the noble and the advisory side of me wants you to get your 
shit in gear and get your career off the ground.  I don’t want your family to be under, 
under enriched because you deserve to be making $500,000 again right away and I want 
to see you get there.  So, you do whatever you can.  I’m eager to do it yesterday and the 
truth of the matter is:  On my own I’m stumbling and bumbling and make……it just 
takes a long time, as I said, you know, it took me three months to get the Carlton Sheets 
people.  It took me three months to get the other…….because I don’t have the 
relationship with them and I’ve got to…….and they’ve got to be able to separate the 
myth from reality and realize that I really understand it and I don’t have to interview 
them and strip them naked and show them 20 or 30 things they never though about.  It’s 
a lot of work.  If you could shortcut that, God, it would be appreciated. 

 
Michael: Exactly.  And it’s perfectly appropriate to do it right away and it would be my pleasure. 
 
Jay: Well, you make me very, very appreciative and I will demonstrate that in many 

wonderful ways. 
 
Michael: You already have. 
 
Jay: No.  No.  But I’ll make it even better, believe me.  You’re a good friend.  I would do 

anything for you. Anyhow, I hope, I hope, and I felt bad because I wanted to do this last 
time.  The problem I had is I have about 9 million activities I’m involved in that aren’t 
generating any cash flow and I’ve got to service the meager overhead and I also have a 
very expensive personal lifestyle and it’s been really………since I stopped doing 
seminars and couldn’t get excited about doing products anymore and selling Jay 
Abraham, it’s been a very interesting transition and, as I said, I’ve tried to be…….I’ve 
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gone the hard protracted way.  I would have fired myself.  I’ve run full-page ads in 
publications and spent all this time writing them and they……and, again, the people that 
I want are the people who trust people like you, frankly. 

 
Michael: Um-hmmmm. 
 
Jay: And it’s much more………and if you could do it, it’d be great.  I just, I want, 

……….understand I’m here for you continuously.  I think we’re making in-roads.  I will 
find that Dream 100.  I just have to listen to all those tapes myself.  I don’t think  
that…..if I thought listening to them would be good for you I’d give them to you but I 
think that probably it’s a lot of work.  But, also, just to stimulate your mind, if you don’t 
have a set of all my…….you know, I’ve interviewed some really interesting people who 
stretch and reinvigorate and liberate the mind.  And if you don’t have set of them, I’d 
love to give them to you…..not necessarily they’re going to be great, but listening to 
how somebody turn a 300,000,000 ₤ business around to a billion ₤ profit in one year, 
listening to how somebody set and still holds the Guinness World record for selling 
more revenue, retail, and having higher productivity for people.  All those things may 
give you some ideas that you……your _________, any of my stuff, if you need a vehicle 
to start dialoguing with people, if I have anything that has any value that you want to 
reproduce and send to anybody………not about me, but just something that……you 
know, because a lot of times just having reason to talk to people and dialogue with them 
or stimulate their thinking is fine.  You can use any of my stuff you want and I’ll get 
some for you or you can reproduce it. 

 
Michael: Right. 
 
Jay: What else can I do to help you, Michael? 
 
Michael: Well, I think we’ve done a lot today.  This is fantastic.   

 
Jay: Don’t get off.  Let me get the operator.  How many tapes did you want, Michael.   
 
Michael: Of Jay’s conversation?  
 
Jay: Yes. 
 
Michael: How about three? 
 
Jay: Fine. 
 
Operator: Yes, sir, did you need assistance? 
 
Jay: What is your first name? 
 
Operator: Wendy. 
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Jay: Wendy.  Nice name.  Wendy, we’re done with our call but I need you to do two things.  

Normally, you send the tape of the call to me tomorrow or tonight.  I need that done as 
normal but I also need three, one, two, three additional copies of the tape made and then 
sent expediently by Fed Ex or UPS overnight or something to the gentlemen who’s 
going to talk to you and Michael, what you can do is give her your UPS number.  That’ll 
work.  You can do that for her.  But he’ll give you the address right now to send in and I 
need that done today if they can, please.  Would you try to do that for me, Wendy. 

 
Wendy: Yes, sir. 
 
Jay: O.K.  So the one goes to me and then three additional ones get overnighted to Michael 

Fishman who will give you his mailing address and his Fed Ex # or his billing number in 
a minute, O.K.?  O.K., Michael what else do we have to talk about. 

 
Michael: Uh, I think we’re in great shape right at the moment. 
 
Jay: Again, I apologize it’s taken so long but I honestly think…..it may not be perfection, but 

I think you gave a great, great (performance isn’t the word) …..you shared nobly and 
openly some of the really brilliant insights into your knowledge base in a way that’s a 
great showcase, an understated showcase for you, so I think you can be very proud of 
this.  And if you have any problem getting it edited I’ll see if I can find somebody for 
you.  And best of luck.  If you can help me, god, I’d appreciate it.  Thank you, but don’t 
hang up.  Wendy, he’s going to give you the stuff now, O.K.? 

 
Wendy: O.K.  Fine. 
 
Michael: Are you coming East any time soon? 
 
Jay: I’m. ummmm.  I’m ummmmm.  Coming East any time soon…….I supposed to take 

Chri……..I own $700,000 worth of barter and I can’t spend it but they’ve got a women’s 
warehouse I’m supposed to be able to take Christy for a day where she can get, like, you 
know, hundreds and hundreds of clothes and I’m supposed to go to New York with her 
for two days sometime in the next six weeks.  When I do that I would be delighted if we 
all had dinner and maybe meet your wife or something?  

 
Michael:   Oh, please.  I would love it.  That’d be great.  And if anything I could do……I mean, 

this is not the end.  This is a good start but I’m here for you continually.  Wendy, get his 
address and please get this out to him right away.  It’s very important.  ________ 
Michael, so give her everything you want. 

 
Jay: Say goodbye.  Goodbye, Wendy. 
 
Wendy: Goodbye, sir. 
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Michael:   Wendy? 
 
Wendy: Yeah. 
 
Michael: Hi. 
 
Wendy: Hello. 
 
Michael: Um…O.K.  So name and address, right? 
 
Wendy: Yes. 
 
Michael: O.K.  It’s Michael.  M-i-c-h-a-e-l.  Fishman.  F-i-s-h-m-a-n at Client Logic Corporation.  

You still there? 
 
Wendy: Yeah, oh, I’m sorry…….corporation? 
 
Michael: Pardon me.  Client Logic Corporation.  Should I keep speaking? 
 
Wendy: Yes, sir. 
 
Michael: 1200 Harbor Blvd.. 
 
Wendy: O.K., sir. 
 
Michael: 9th floor 
 
Wendy: Yes, sir. 
 
Michael: And the, I’m sorry, Weehawken, New Jersey, and the zip is 07087. 
 
Wendy: O.K.  I have Michael Fishman at Client Logic Corporation, 1200 Harbor Blvd., 9th floor, 

Weehawken, New Jersey 07087. 
 
Michael: Right.  Is there a charge for regular first-class mail?   
 
Wendy: I’m not sure because I don’t work in the tape department but I could find out if you…… 
 
Michael: O.K.  Because I, actually, don’t need overnight service. 
 
Wendy: O.K. 
 
Michael: So, just regular mail is fine. 
 
Wendy: Regular mail?  O.K. 
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Michael:  Um-hmmm. 
 
Wendy: O.K., sir.  Is that all for today? 
 
Michael: Yes, it is.  Thank you for you kindness. 
 
Wendy: You’re welcome, sir. 
 
Michael: Have a wonderful day! 
 
Wendy: You too. 
 
Michael: Bye. 

 
 
  

 
 

 
 
 
 
 
 
 
 
 
 
 


