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Boot Camp 2005 
 

“What I’ve Learned About Copywriting and 
Business Building In 30 Years” 

 

featuring Jay Abraham 
 

HOST:  Ladies and gentlemen, please join me in giving a warm welcome to Mr. 
Jay Abraham. 

 
[APPLAUSE] 
 
JAY ABRAHAM:  Thank you, Louise.  Thank you.  As I serpentine around, 

thank you very much.  That was very gracious.  I appreciate it.  Thank you. 
 
What the title was supposed to be was “What I’ve Learned About Business 

Building and Copywriting In 30 Years and $8 Billion.”  It’s a long title, so we didn’t put 
it up there.  But 30 years is a long time.  An hour and a half is a pretty short time.   

 
So what I’m going to do, with your permission… When I contemplated coming 

here I tried to think about what in the world I could share that would accomplish three 
disparate goals.  The first one is you have two very different groups -- well, three, but two 
primary groups represented here.  You’ve got copywriters, and you’ve got a spectrum of 
entrepreneurs.  You’ve got startups.  You’ve got mature ones.  You’ve got fast growth.  
You’ve got aspiring.  You’ve got people with good ideas. 

 
And the last factor of reconciliation that I struggled with is how in the world to 

move you to action, because I frankly, and with all due respect, am not here to be your 
intellectual entertainment.  Anybody can do that.  I came with one thing in mind -- to 
make your future better off… to make your life better off… and to move you to action.  
And that’s the only reason I’m here. 

 
So I’m going to do it in three very intense ways.  First, with your permission, and 

I hope you’ll grant it, I am going to go through a series of insights, of realizations, of 
recognitions, of immutable laws that I have either discovered, refined, or been fortunate 
enough to learn from people that I’d like share because they crisscross/parallel both 
copywriting and entrepreneurialism of all kinds. 

 
Second, I’m going to think about everything I didn’t talk about, time allows, then 

I’m going to talk about it.  And then third, time allowing, I’ll entertain any questions and 
answer any.  And I can do problems, questions, issues, scenarios…  
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I have hopefully gifted you, and you’ve already got it, with two things I think will 
be very valuable to you after you’ve been a little exposed to me.   

 
The first is a very provocative two-hour interview that Anthony Robbins did of 

me about, oh, gosh, five, six years ago.  But it’s enduring, and it’s immutable, and it’s 
timeless.  And most importantly, the important thing is he is probably the most 
profoundly gifted interviewer I know.  He spent four days preparing.  I spent two days 
preparing, and we did 9½ hours, and we paid somebody about $50,000 to edit down the 
core essence, the quintessence, the real meat.  So it’s a real good short-course review on 
what I believe, and why I believe it, and how it relates to you, copywriting or otherwise.  

 
And the other is a document called “The Advanced Strategy of Preeminence.”  

I’m not going to have a lot of time to talk about it, so I’ll preemptively set you up for it 
now. 

 
When I work with a client... when I counsel anybody… when I live my business 

life… when I try to live my personal life… and when I teach anybody anything about 
anything -- I try to ground it all in a philosophical strategy, or a strategic philosophy that I 
call “The Strategy of Preeminence.”  And it’s very, very powerful, and it takes about two 
hours to explain.  I don’t have those two hours, so I explained it one time. 

 
To understand it, another company that Mark and I know that has been as high as 

$500 million used this to escalate themselves from a thousand dollar “kitchen table” to 
$450 (million) when I last kept track of them -- all by following this and integrating the 
elements of this into their copy, into their business ethos, into the way they live their life.   

 
I spent $500,000 of consulting trading them for the privilege of interviewing all 

their management for five days and nights.  I took 2,000 pages, distilled it down to the 
most universal principles, and then one time did a free-form, stream of consciousness 
explanatory sort of a dissertation on it, and I had someone tighten it up.  So it’s in your 
book, and I would urge you to read it.  It can drive everything you do.   

 
That stated, can I move on and follow the path that I suggested? OK?  OK. 
 
I believe -- and this is not meant to be hype-y.  It’s just a truism.  There are three 

types of people in the business world, and probably in the personal world.  There are the 
ones who constantly make things happen.  There are the ones that are constantly 
watching things happen.  And there are the ones that things are constantly happening to.   

 
And integral in what I think I teach is proactivity, strategic thinking, proactive 

contingent plans.  I think you need to get very, very clear with yourself and decide who 
of those groups you are right now, and whether or not you really and truly do want to be 
the top rung.  You don’t, but I think you’ve got to be true to yourself, as Polonius said in 
Shakespeare, and get, right from the get-go.   
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When we work with people today, we don’t want to work with anybody that 
doesn’t want to be in the first group.  We have enormous respect, appreciation, regard, 
and understanding for anybody that wants to be in Group Two.  We do not comprehend 
anybody in Group Three.  But you’ve got to decide from the get-go you really want to be 
in Group One to appreciate what I’m about to progressively say. 

 
What I am all about is leveraging.  There’s two kinds of leverage.  You know 

how there’s two kinds of cholesterol, good and bad?  Two kinds of leverage.  There’s the 
kind that you engage in a financial instrument, real estate, equipment, expansion… You 
engage in a very significant fixed financial commitment, and you pray and hope that 
either the income stream exceeds the cost, or the asset appreciates, and you can sell it, or 
both.  Right?  If that happens you’re cool.  If it doesn’t, you lose your ass. 

 
I don’t like that.  It’s dangerous.  I like infinite upside, zero downside.  It costs the 

same to run the ad, whether the ad generates one response, ten responses, 1,000 
responses.  It costs the same to send a direct mail piece, whether it evokes 1%, 3%, 5%.  
It costs the same to run a trade show, whether you attract four people walking by, 40, or 
540.  It costs the same to effect a sale, whether the sale is $100, $200, $500.  It costs the 
same to acquire the buyer, whether that buyer buys one time and never buys again… buys 
one time every four months… one time every month… one time every week.  It costs the 
same to generate a lot of leads that you convert, whether you do nothing with the non-
converted ones, or whether you learn how to make more money from the ones that don’t 
buy than the ones that do. 

 
I have dedicated my entire life to identifying what I’ll call “intangible leverage,” 

and there is a multiplicity.  They’re everywhere -- everything from the activity, to the 
action, to the intangible investment, to the distribution channel.  I’m going to get into it in 
a way. 

 
But I’m all about knowing -- because I’ve had the good fortune of being involved 

in 460 unrelated industries.  I’ve helped hundreds of thousands of people.  I’ve been 
privy to 60-, 70,000 different experiments.  I’ve worked with the world’s preeminent 
multivariable testing organization that tested more factors from more scenarios for 
selling, marketing, manufacturing, through-put… And I’ve seen the subtle differences 
that one way of doing something versus another can make. 

 
Most people in this room don’t have a clue how much more upside leverage is 

available, #1, in the business you’re pursuing; #2, in the copywriting activities you could 
be doing for others; and the economic value you could be bringing.  And hopefully today 
I’ll at least challenge your reality, and I’ll loft it and catapult it to a higher level. 

 
But I do 86-hour sessions on a single theme, so I could go deep on the concept of 

leverage.  But today I want to just challenge you and hopefully give you some 
illustrations. 
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I believe that all of business -- well, I’m going to back up.  It’s not in here.  I 
made this up for you, but I always have amended thoughts. 

 
I believe business is really all about answering questions, solving problems, 

overcoming challenges, and achieving opportunities for different categories of clients.  I 
think you have three categories of clients when you own a business:  the ones that pay 
you; and the two or three categories you pay.   

 
The ones that pay you are the buyers.  They have problems… they have issues... 

they have desires... they have opportunities most of them have never clearly verbalized -- 
the gnawing feelings of frustration or aspiration that they feel in their heart.  When you 
become adroit… when you become masterful… when you become really proficient at 
putting words into feelings, you accelerate and you establish the most overlooked factor 
of wealth-building in existence, and that is trust. 

 
So I believe that the first thing you have to do is you’re solving problems, 

answering questions, and achieving opportunities for people and for yourself, and the 
clearer you are at verbalizing what those issues, questions, problems, opportunities are, 
the more successful you will be.  And that also applies to all the people you work with -- 
staff, employer… everybody.   

 
Next, monster achievement in the world -- if you look at the pinnacle 

performance in almost every entrepreneurial endeavor, (and I’ve looked at more than I 
can even remember) almost to the man or woman… almost to the company… almost to 
the industry -- they are, in fact, the ones that engineer the maximum quantity, quality, 
consistency of breakthroughs.  And there are four areas that you will see, because they 
have, again, the highest leverage. 

 
Marketing strategy, innovation, and management -- you change your marketing, 

you change your results.  Michael knows me from a long time ago.  We go back too 
many years for me to even want to count.  When he met me I was making in a bad year, 
$6 million, a good year, $12 million sort of doing strategic marketing.  By that I mean I 
would challenge two things:  the business model people were using, and the copy they 
were using to drive it.   

 
And the first thing I would do is jury-rig, or build up their copy.  I didn’t have 

time to write all new copy.  I’d take copy that was underperforming, and by changing the 
headline… improving the risk reversal… adding a bonus… analogizing with an example, 
or a metaphor, or a simile the equivalent of what the proposition was like… summarizing 
with an inserted sentence saying, “What I mean is, here’s the result of what I mean,” and 
talk about a benefit -- I would double, or triple, or quadruple, or quintuple, or ten times 
the yield.  And I was always getting 25- to 50% of the increased profit.  So it’d take me 
like a half an hour, and I’d make $40,000 a month from a client.  You have a lot of 
shortcuts available to you that you businesses and you copywriters are probably not 
taking advantage of.   
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You change your strategy, you change your results.  Most business owners -- 
and again, I’m purposely talking fast, because it’ll sink in, and I’m going to give you an 
exercise at the end to discuss around your table singularly the biggest insight each and 
every one of you uniquely got from me.  And it is my fond hope and desire that if eight or 
ten of you talk, you’re going to get eight or ten different insights.  And I’ll reiterate this 
vicariously when I’m on the way to the airport. 

 
But you change your strategy, you can change your results.  Almost every 

entrepreneur I’ve ever looked at -- and very frankly, almost every copywriter I’ve ever 
met -- are tactical.  There’s no strategy involved.  Nothing you do is done to advance, 
enhance, and integrate with a big, long-term game plan.  Making payroll is your “big 
strategy.”  And if you can’t switch to being strategic, you miss out totally. 

 
I’ve got in my case a definition of strategy, and I don’t want to slow down.  I want 

to get through everything I want to cover if I can, and then I want to go back and 
embellish it, because I’d rather give you a complete overview and then get deep.  OK?  
All right. 

 
So, innovation.  Innovation to me, because I’m techno-phobic.  I’m not proud of 

it, but I am.  So innovation to me does not necessarily mean high tech, expensive, 
computerized solutions.  It can’t.  All it means is bringing greater benefit, advantage, 
result to the marketplace that the marketplace respects, appreciates, and desires most 
specifically from you.  Desires from you. 

 
Now, I’m going to add something else that is not on this list, because I just 

thought about it and I am Attention Deficit, so if you’ll give me permission I’ll introduce 
things in and out of context.  One of your goals, whether you run the business, whether 
you are starting a business, whether you want to be a copywriter, whether you want to 
work for somebody… whatever your avocation this weekend. 

 
You want to install yourself in the role as their most trusted advisor.  You want to 

loft yourself from the commoditized role of a provider of goods or services, or of job 
function -- and distinguish, and preeminently and preemptively put yourself into the 
position of being the only viable solution that that prospective buyer, employer, employee 
has to the problem or the opportunity that you alone have gotten clarity on and can 
verbalize.   

 
And the good news is it’s very expansively explained in that Strategy of 

Preeminence.  There’s only one omission from it, and with time allowing, I’ll tell you 
what the omission is at the end.  I’ll try to challenge myself to get through on time, 
because it’s a very valuable payoff. 

 
So management I don’t talk about, but -- these are all the points you’ve got really 

great leverage in.  Change your marketing -- double, triple, quadruple your results.  
Change your strategy or become strategic -- double, triple, quadruple your results.    
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Become innovative, and the innovation is something that is prized by the marketplace, 
not just by you…  

 
By the way, value is a very relative term.  It doesn’t matter what you think is cool, 

what you think is valuable, what you think is worthwhile if your prospective marketplace, 
employer, mate thinks it’s non-plus.  So you’ve got to get clear on their definition.   

 
There’s a concept that we teach and that I’m sure that Michael and all his 

companies teach.  It’s called the “You Attitude,” and it’s not about you.  It’s about the 
“you” that you’re catering to. 

 
When I’m giving you this litany, this soliloquy of information, I am presenting it 

to you, but I’m really trying to serve the people you will ultimately serve for the rest of 
your life.  Whether it be your clients, if you’re writing -- your clients in the other term.  
That’s what I call the “buyers” now.  If you’re going to have your own business… if 
you’re never going to be able to ever get your entrepreneurship going, the people you 
work for.  And it’s a mindset. 

 
OK.  I live my life, when I consult with a client, coach somebody, mentor them, 

do an expensive -- and I do very expensive $5,000 starting point to $25,000 seminars -- 
we build our foundational mindset on twelve pillars that I’d like to share with you 
because they’re so inherently obvious, but most people don’t think about them and 
integrate them as a mental template that they live their business life by. 

 
First, on a continuous basis, we don’t get lazy.  We are continuously identifying 

and discovering hidden assets, overlooked opportunities in our business.  We’re looking 
for activities that aren’t performing as well, relationships that aren’t being maximized.  
We’re looking for distribution channels that aren’t being optimized.  We’re looking for 
old activities we stopped doing just because we got bored.   

 
And we do this not just one time, and then sit back on our laurels.  It’s a regular, 

weekly, or biweekly, or monthly review that we do forever, unrelentingly.  And I would 
suggest you start doing it in your own life. 

 
We try to mine cash windfalls each and every month from our client’s business, 

and from our students, and from our own.  Not that we want big gobs of money.  We’d 
certainly like it, but we think it’s inherently essential to validate the worth of whatever 
track we’re pursuing to get wins, to get psychological reinforcement. 

 
There’s a lot of trite and overworked clichés and adages, but unfortunately, every 

time I think about them, most of them are there because they work and they’re relevant.  
You don’t get it if you don’t ask for it.  It won’t happen if you don’t do it. 

 
One of the great secrets that I teach people is there is no secret.  As a human 

being, you know that (those of you who are not business owners) you get up in the 
morning, unless you work the night shift.  You either bathe before you go to bed, or you 
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bathe in the morning.  You probably brush your teeth.  You probably do other bathroom 
activities.  You might go down and have coffee, or you have breakfast.  You nourish your 
body.  You probably (unless you’re a nudist) clothe yourself, and if you don’t work from 
home, you’ve got a discipline that you go through some kind of vehicle, to some kind of 
place with regularity, right?  And you perform some kind of a service or a function.  And 
if you do that regularly, theoretically, money gets paid, and your bills get satisfied, and 
your life goes up. 

 
But if you decided today you were going to go to work, and tomorrow you were 

going to just wear, men, your bottoms, and women, maybe just your undergarments… 
and you were maybe not going to bathe for three days… and maybe you weren’t going to 
nourish yourself… The odds of you performing at optimum -- or even at all -- are very 
low, right?  That’s so axiomatic it’s stupid.   

 
But in business, we think that we can do something one time, and then we’re 

going to get this residual payoff forever.  And it doesn’t happen.  The secret is, there is no 
secret.   

 
I’ve coached NBA world champion athletes that had entrepreneurial businesses.  

I’ve been around prominent people.  Fran Tarkenton’s a longtime friend of mine.  I’ve 
had private conversation with Phil Jackson.  And the damnedest thing is, if you don’t do 
it every day, you’ll never grow and you’ll never gain proficiency.  And no matter where 
you get to… 

 
One of my clients at his peak -- I won’t name him, but he was the top forward on 

the Lakers.  And I was amazed that every day they weren’t in practice, he would get up at 
9:00 precisely until 11:00, and he would go to a private gym, and he would shoot three-
pointers from every viable position on the court -- even though he was unquestionably at 
that time renown for being the top three-point shooter.  He could have rested on his 
laurels.  But you can’t. 

 
There’s another adage, trite -- grow or die.  As a human being… as an intellect… 

as a copywriter… as a business owner -- there is no such thing as staying static.  You’re 
either regressing or you’re progressing, and you might as well decide that change is going 
to occur with more rapidity, with more consistency, with more volatility than anything 
else you live with.  So you might as well decide to harness it and make it your ally, 
because if you don’t you’re going to be sucking wind.  And I would always rather lead 
than follow.  I would rather lap than lead.  And it’s a mindset.  It really is a mindset. 

 
I have been gifted by being exposed to so many people that did things at such a 

higher level.  If you want to know the big secret that I realized… 
 
I started out working for lots of businesses.  I just had a bunch of stupid jobs, and 

I was a transient, and I couldn’t hold a job very long.  And after being in about ten totally 
unrelated industries, I looked back and I thought, “Isn’t it interesting that Industry A does 
none of the things to generate sales, or has none of the same business philosophies that 
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Industry B has.  C is not the same…”  And I realized that it’s not because those 
philosophies wouldn’t negotiate.  It was just everyone was basically tunnel vision.  That’s 
when I created “Funnel Vision,” which is funneling all the best ideas from outside the 
industry and bringing them through.  But you’ve got to learn to do that, which reminds 
me of another omission that I made.   

 
Breakthroughs -- the biggest breakthroughs normally do not come from within.  

And at the end I’m going to teach you about creativity.  But the greatest breakthroughs 
that I’ve ever seen came from totally outside the given field of endeavor or industry.   

 
Cases in point:  FedEx.  Fred Smith was able to take the hub and spoke clearing 

process that Federal Express did to clear checks and translate it to small package 
shipment.  Roll-on deodorant -- they borrowed the technology from a pen.  You know, 
the fluid doesn’t come out. 

 
Bigger and better and more interesting, fiber optics, which transformed 

telecommunication, didn’t come from telecommunication.  It was created in aerospace, 
but somebody said, “Well, that has better applications here.” 

 
So as one of your disciplines, if you’re a business owner, if you’re a copywriter, if 

you’re into creativity… My greatest gift has been that I’m interested in everything 
unrelated to what I’m doing, and everybody.  And when you study 460 different 
industries, totally unrelated, you realize that a concept, an approach, a strategy, a business 
model that is as common as dirt in one industry can have the power, the impact, the 
profitability, the preemptiveness, the preeminence of an atom bomb if you’re the first or 
the only one to recognize it, to import it, and to apply it properly.  So you’ve got to start 
looking for things that are commonplace other places, but are not at all known to you. 

 
That’s been my secret.  If I had five days to share with you some of the 

breakthroughs I’ve engineered, they were so embarrassing.  I just take what’s common 
here and apply it here where they didn’t know it.  And I’d be the bridge, and I’d be a 
concept called the “toll position,” and I’d make a million dollars just for recognizing it 
and being the catalyst.  There’s no reason all of you can’t do it in a relatively similar 
manner, whether you’re a copywriter or a business owner, the same thing. 

 
Isn’t this fun? 
 
Engineering success into every action you take -- I teach a concept called 

“optimization.”  (I can’t remember whether it’s in my Power Point or not.)  Optimization 
is resigning yourself always to get the highest and best use out of your time, your 
opportunity cost, your effort, your investment, your psychic investment… 

 
Stated differently, maximum results, minimum time, effort, expense.  It’s the 

ultimate strategy for lazy people.  But you can’t get to that strategy until you first identify 
and recognize as many, if not all the viable options, alternatives, and techniques 
available. 
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A couple of cases in point:  I have a son who’s about 38.  He used to work for a 

prominent office products company.   His territory was Eastern Los Angeles.  His 
strategy, if you want to call it that, was to daily go and just knock on doors and try to get 
appointments, and then try to get a presentation and try to sell something. 

 
After working about 60 hours a week, and making about $25,000, he finally said, 

“Dad, can you help me?”  And I said, “Well, I think two things.  I think you’re not 
optimizing your opportunity.  I think you’ve got your working tactic, but let’s start by 
breaking it apart.  First of all, does anybody in your organization ever even look at what 
kinds of industries, what kinds of SIC codes, what kinds of buyers have many times 
higher probability of being consistent buyers, multiple buyers, high usage (meaning high 
profit, high dollar) buyers?”  He said, “I don’t know.”  And I said, “Well, maybe they 
should tell you that, but why don’t you ask?” 

 
So we did some research and found some categories.  I went out and I bought a 

D&B list.  We overlaid the categories.  We found about 2,000 companies.  We organized 
the companies by geographic concept.  Then we tested, trial-ballooned a bunch of 
telephone presentational approaches trying to find the one that outproduced the rest by 
about ten times in securing appointments.   

 
We had somebody secure appointments for him.  Then he went out and every day 

his entire day was spent on secure appointments for people expecting him with a specific 
benefit or result anticipated.  He’d already gotten confirmation.  He knew they were 
viable prospects, about five times more viable than the rest.  And do I have to go to the 
bottom line?  He started working about 30 hours and making about $90,000. 

 
Now, you’ll go, “Wow, that’s amazing!”  No, it isn’t.  What I’ve learned is, if you 

look at my successes, there’s a lot of very extraordinary ones where they went from $1 
million to $10 million in a year.  And you can say, “Well, gosh, that guy’s got the Midas 
touch.”  And that’s very boosting to my ego, and when I was single it was a pretty good 
way to get girls. 

 
But the truth of the matter -- it’s not me.  It’s the fact that so many people accept, 

demand, and receive such a low output for their time, their effort, their investment.  I 
challenge all of you that without… I mean, I don’t have time to embarrass you all to 
show you that you do, but you do.  And the great news is recognition of it is more than 
half the battle.  Action is the other half.  But it’s very easy, simple ways to overcome that. 

 
OK, so engineering success with every action you take.  You can’t engineer 

success until you ask a constant array of questions.  Is there a bigger, better, easier, faster, 
safer, more powerful, more impactful way to do that? 

 
It was hilarious -- I was doing a program one time.  We called it “The eX! 

Factor,” and “eX” stood for exponential gain. And I interviewed 40 different expert 
friends of mine and said, “If I took your firstborn or your significant other and kidnapped 
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them, and the only way you could ransom them -- no amount of money would get them 
out.  The only way was you had to be able to explain to me in three minutes or less a 
technique, a concept so powerful, so universal, so performance-predictable that anybody 
in any business could use it, and even if they mis-executed it would work wonders for 
them, what would it be?”   

 
And I got some incredible insights from people.  And one of them (and I’m 

making a point here) was -- and I look for the easiest, the simplest, not the hardest, the 
most complex.  The ones that take no time, no effort -- just a shift of mindset -- because 
you’ve got a higher probability of getting a result from that. 

 
If I say, “Well, let me tell you, as long as you’ve got $80,000 to put up… and 

you’ll work from 3:00 am after working at a job all day until 7:00, and maybe every 
lunch hour… and when you’re in the bathroom you’ll be on your cell phone… and oh, by 
the way, you’ve got to gain five new skill sets…”  Are you really going to do that? 

 
Whereas if I say, “Hey, if you put in another headline, if you just take the 

headline out and stick a better risk reversal and add a bonus, and put a benefit line in 
which distills it, and put one metaphor in you can probably increase the performance of 
anybody’s ad by 50% to three times. And if you’re getting paid on a performance, you’re 
probably going to make a lot of money.”  That’s a little easier, isn’t it? 

 
So I’m very lazy.  I’ve always thought of myself as an ethical opportunist.  And as 

an ethical opportunist, you’ve got to first -- you can’t put more success into what you’re 
doing until you travel outside your limited horizons and learn more about options and 
opportunities available.  Does that make sense? 

 
And again, I’ve got 90 minutes to try to transform you, and share 30 years’ worth 

of insights.  So bear with me here. 
 
Build your business on multiple profit sources instead of depending on one 

single revenue generating source.  Time allowing, I want to get into something I call 
“The Power Parthenon of Geometric Business Growth.” But long before Robert Allen 
ever came up with multiple streams, he was a client of mine and he appropriated a 
version of that, which is cool and I’m very proud, because it inspires people. 

 
I’ve always believed that I never wanted to be Casey at the Bat.  You all know the 

story of Casey at the bat, trying to hit a home run in the last inning with bases loaded, and 
he was going to win the game, and he struck out?  Who knows baseball?  I don’t know 
baseball well, but if in every inning every team was up twice around the bat just hitting a 
single, what would their score be?  It’d be like 180 to whatever, wouldn’t it? 

 
I believe you want to hedge your bet.  You want to go and penetrate the market 

from many vantage points.  You want to let the power of geometry work for you.  And I 
don’t believe in today’s competitive world anybody is brilliant enough that you can come 
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up with a breakthrough that’s long enough enduring of its own nature.  I think you build 
your premise on many, many focal points.   

 
There’s a concept called “Force Multiplier Factor or Effect.”  Anybody into 

military?  Anybody ever been in the military?  Do you know what that is?  Can you 
explain it?  Think you can explain it?   

 
OK, well I’ve got an explanation which I’ll try to dig up, but I lose papers in my 

attaché for years.  So if I can have time…  
 
Force Multiplier Effect, there’s two definitions:  the one that’s in the military, 

when you see some of these really remarkable wars that are won in like 30 days, and you 
see that it’s a sequence of things that go.  They’ve got advance intelligence.  They’ve got 
missiles that go from the sea.  They’ve got a certain air attack. 

 
And it’s the integration.  The military doesn’t care whether the ground troop, the 

ship to land… They don’t care which one decimates and delivers the blow.  Think of it as 
the positive Chinese Water Torture. And that’s what I try to teach people in business. 

 
You want a client, those of you who are writers?  Don’t just send an e-mail.  Send 

a sequence.  We’ve had something called “Sequential Marketing,” and is Michael in the 
room?  What I’ll do is if you remind me, because I can’t possible cover anywhere close to 
my intention, I’ll gift you with certain things that you can put up on a website.  I just ask 
that I don’t want to see it auctioned on Ebay.  I’ll be very mad. 

 
A couple years ago we transformed our whole philosophy.  We believe, again, in 

sequencing and hitting a target from many vantage points concurrently.  And we had this 
grandiose idea of doing this $20,000 program.  And I can tell you the story with glee, 
because I didn’t write the copy.  So this partner of mine who is pretty, not arrogant, but 
pretty confident that he was the world’s greatest copywriter, wrote the piece.  And we 
had 40,000 people, and we didn’t practice one word of what we teach.  We just sent all 
40,000 pieces off, confident we were going to make a trillion dollars… and we didn’t get 
one result.   

 
[LAUGHTER] 
 
I lost $40,000.  But I liked the concept so much that it was like doubling down.  I 

said, “What the hell.  Let’s try some other activities.”  So we overlaid the list against our 
e-mail list.  We pulled them out.  We sent a sequence of 38 different sequential e-mails, 
redenominating it from so many different vantage points, all of which were benefit 
oriented… all of which had value.  And without going into it, we made $8 million. 

 
We did a program about -- and this is my own account, and my own account is 

infinitesimal, but I’m trying to bridge both ways -- copywriting, entrepreneurialism, all 
that goes bump in the night, etc.  We did a program about two years ago, and it was a 
$5,000 program.  We got 650 people, and we sold 1,000 or 2,000 people a $2,000 
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program -- all that in 60 days with one salesperson.  And we did it with a really novel 
concept, but it’s a derivative of the same thing.   

 
We came out with something called “40 Days and 40 Nights of Merciless 

Moneymaking.”  And every day for 40 days and 40 nights I came up with another 
communication that hit the concept from another vantage point.  Some were e-mail...  
some were hard mail... some were teleconference…  And my belief is, I’ve got an 
attitude which I think is going to be very useful for entrepreneurs, the ETR side… for 
writers, the AWAI side, and for those of you who are in some other endeavor, which are 
those of you who are in the wrong room.  And that is… 

 
[LAUGHTER] 
 
… It’s only a matter of time before the people that should be buying from you 

will, and you owe it to them… you have a moral obligation… you have a absolute 
inviolatable responsibility if you think you can make a difference in their life, or your 
product or service working for them could make a difference, you have a moral 
responsibility not to let them off the hook.  Because if somebody isn’t buying, whose 
fault is it?  Whose fault is it?  If they’re not buying your copywriting services, if they’re 
not buying your product, your service, your employment, whose fault is it?  Are they 
stupid because they don’t see the value?  Or are you letting them down because you’re 
not helping them dimensionalize, denominate, measure, compare, illustrate, prove, take 
away the inherent risk in seeing the value? 

 
It’s like I’m just trying to give you some universal principles that are food for 

thought. 
 
Being different, special, advantageous in the eyes of your clients and 

customers.  I don’t believe in the word “customers.”  That’s an admission.  In the 
advanced strategy premise we say “customers.”  I’m going to give away the end.   

 
I believe, if you want to really heighten yourself to the most rarified position of 

success, thinking, interaction and strategic achievement, you move yourself to this 
advanced Strategy of Preeminence.  It’s part of you wanting to see yourself as their most 
trusted advisor.  If you’re going to be an advisor, you don’t want to call them 
“customers.”  You’re going to want to call them “patients,” frankly, because if you look 
up in Webster (the dictionary) “customer,” it’s somebody who buys a commodity or 
service.   

 
You’re working in a world where there are two almost offensive forces working 

against us all the time.  One is the consumer who is better, and better, and better 
educated… who’s more and more and more discriminating… who’s trying desperately to 
turn everybody into a commoditized situation so he or she can -- they don’t even know it, 
but they’re trying to work one against another.  Then you’ve got your competitors doing 
the same thing.   
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If you refer to them as “customers,” and you think of yourself as a product or 
service provider, you’re succumbing.  You’re submitting. 

 
If you look at Webster’s literal definition of “client,” it’s somebody who’s under 

the care, the protection, the well-being of another.  And that’s the role you want.  And I 
don’t want to get ahead of myself, but what the hell…   

 
So if you understand the Strategy of Preeminence you have an inordinate 

responsibility to never let anybody buy less than they should… in less quantities than 
they should… in less quality than they should… less frequently than they should.  
Because they’re going to be the loser, not you. 

 
If you let them buy too little, you’re stealing from them.  Conversely, if you let 

them buy too much. 
 
We have a sales force.  When people come in, we try to very ardently figure out 

what’s right for them.  And we may sell them down, because we want a long term 
relationship.  We want to be their advisor for life.  We want to basically do what’s going 
to be in their best interest, because we know ultimately we’re going to be. 

 
Now, Mark knows that one of my grandiose old time success stories (and I don’t 

even know if they’re in business anymore, because I don’t talk to them) is a company 
called Investment Rarities.  And we were able, in the time when gold bullion and rare 
coins were going on, we were by and large ten times, probably, larger than anyone else 
because of the same philosophy I incorporated from the beginning.   

 
We didn’t try to sell people everything we could.  We sold them less, because we 

wanted them to get comfortable with an investment.  We sold them the safest one first, 
even if they wanted to buy the more volatile ones.  We walked them through, and our 
average sales was like… if the average sale was $5,000, ours was $25-, ultimately.  If the 
average person bought one time a year, ours bought five.  If the average sized company 
had 5,000 clients, we had 150,000.  We were doing a half billion dollars a year when the 
average company was doing 25.  But it was because of the same concept. 

 
Does this all make sense to you?  Because I’m going pretty fast.  It’s sort of 

interesting, isn’t it?  And fun?  And it keeps the wheels turning a little bit.  And that’s my 
job. 

 
Creating real value for your clients and employees for results.  I told you, and 

I don’t have time today to explain, but real value has nothing to do with your definition.  
It has all to do with theirs.  Remember the “You Attitude” I talked about?  It’s all about 
them. 

 
There’s an Eastern philosophy -- I think it’s Krishnamurthi, this really profound, 

very esoteric philosophical thinker.  And he says, “Your job in life is to understand, 
appreciate, acknowledge, respect, and empathize (he says it more majestically than I) and 
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recognize how the other side sees life.”  It doesn’t mean you have to agree with it, but 
that’s what you’re dealing with.  It’s what you’re dealing with in buyers.  It’s what you’re 
dealing with in employees.  It’s what you’re dealing with in competitors. 

 
The more you understand what value means, and what rocks other people’s boats, 

the more you’re going to be able to show them you feel what they feel… you understand 
what they’re trying to do.  You can put words into feelings nobody else can.  The more 
trust you achieve, the more results you get… the more money you make… the more of 
ETR and AWAI seminars you can attend… the more products you can buy…  So we’re 
cool, right?  You can laugh! 

 
[LAUGHTER] 
 
Thank you! 
 
Getting maximum personal leverage from every action, investment, time or 

energy commitment you ever make.  Again, obvious.  Like, one of the things I’ll talk 
about if time allows is making irresistible offers.  But you know why I teach that at my 
expensive seminars?  Do you know what most people make?  Resistible offers!  And they 
don’t look at it. 

 
We had a concept called a “spike,” and we had another concept called a “greased 

chute.”  And whether you’re in a business selling to somebody… attracting a lead… 
converting them… having someone walk in your store and buying from you… whether 
you’re a copywriter trying to get a client, or trying to get the job the client gave you to 
pay off…  

 
The first thing you’ve got to do is put the maximum leverage into everything you 

do.  You can’t have maximum leverage if you don’t investigate, observe, evaluate, 
examine, recognize, inventory, identify as many, if not all the alternative approaches to it.  
Doesn’t that make sense? 

 
For example, we know… Well, I’ll give you a really cool example.  You all 

understand testing at the core level.  I’m sure that Michael teaches it.  I’m sure that it’s 
inherent in your copywriting, right?  Well, we had an ex-retail client, and we tested 33 
different ways of greeting people at their front door.  And one way outproduced all the 
others by 300%.  And you would never guess what it is.  And I’ll tell you what it is in a 
minute, but the client was getting, as I recall (and I may be off), like 1,000 visitors -- big 
furniture store, for its fixed amount of ad.  Let’s say they were spending $40,000 a week.  
1,000 visitors a week.  They were converting 15%, or 150. 

 
By taking the time to explore all kinds of different ways of doing something… 

and not just thinking of themselves, but studying how other people did it, extrapolating, 
translating, testing, spending a lot of time and analyzing the results… We were able to 
get 150 to 450.  Now, the average sale was $1,000, and that was the first sale.  It didn’t 
count the back end.  You do the math.  It was a pretty profitable endeavor. 
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The same power, the same force, the same opportunity applies to all of you.  But 

you’ve got to take it.   
 
I mean, it’s funny.  I do -- I was telling Michael, I have about maybe 150 different 

programs I’ve done over the years.  Probably half of them are very nuanced versions of 
the same one.  They’re taking them to a higher level, or more sophisticated, or advanced.  
And when we promote them, a lot of the people on our own list will say, “Well, I already 
know all that stuff.”  And I’d say, “Cool.”   

 
And I’d have the salesman go, “That’s cool.  That’s cool, Sam.  That’s cool.  You 

know, that’s great.  Before I go, since you know it and obviously you’ve taken it to a high 
level, tell me at least 20 or 30 of the test factors you’ve experimented with in the last six 
or so months, and what the results have been.  And after that tell me at least five or ten of 
the 90 or 100 different referral strategies you’ve been playing with.  Or tell me some of 
the best risk reversals you’ve been able to use, and what kind of bonuses you’re using 
now.  And tell me how you got the five or ten of the best strategic alliances you’re using 
right now.”  And that person by then was saying, “Oh, I think my mother’s calling me.” 

 
But if you really want a pocketful of this, the only way you’re going to get it is to 

do what I just said.  It’s like it’s so immutable, but you can’t do it without doing it.   
 
It’s like, my wife plays tennis.  She’s a A player.  She started being a D player.  

The first thing she had to do was take lessons like every day.  Then after lessons she got 
on a team that played every week, along with still taking lessons.  Then she got into 
workouts with groups to practice scenarios, all at the same time.  And guess what?  Her 
proficiency, her results kept multiplying and multiplying.  Gee. 

 
We understand (and this is interesting) marketing, money making, relationship 

building, and for some idiotic reason, it’s intimidating.  It’s bewildering, befuddling.  
And anybody here who owns a business understands you’ve got to keep your inventory.  
You’ve got to turn the lights on when you come in.  You’ve got to do certain… whether 
it’s production checks, ordering… you’ve got certain processes. 

 
When it gets to moneymaking, marketing, selling, relationship building, people 

go, “Oh, that’s too confusing.  I want to do something one time, or do it one way, or do it 
half assed.”  And it doesn’t work that way.  But it’s so easy that it’s almost disarmingly 
easy.  It’s like it’s so easy that almost nobody does it because they’re looking for 
something much more complex. 

 
Networking, masterminding, brainstorming with likeminded, success-driven 

people who share real life experiences and shortcuts.  Now, I wish I could tell you that 
I was so strategically and psychographically astute that I knew all the factors that were 
working when we wrote that down to test it.   

 



Boot Camp 2005 -- 
“What I’ve Learned About Copywriting  
and Business Building In 30 Years” 
 

© 2006 All Rights Reserved  www.abraham.com 16

But the truth is, what we realized post-doing it, and seeing it outpull the rest was 
that it immediately transferred total control to us.  It immediately avoided any what’s 
called “evasive comment.  It immediately let us put our salesman or woman in the role as 
an advisor.  It immediately let us get constructive control of the dynamic, take that person 
over, ask qualifying, clarifying questions.  And it makes sense, doesn’t it?  But it 
wouldn’t make sense.   

 
And by the way, I wish I had a lifetime to just sit here and just tell stories.  One of 

my past clients and friends is a company that are the preeminent multivariable testing 
agency in the world.  They do $500,000 to multi-million dollar tests.  And as part of the 
friendship, I signed a confidentiality agreements, and I get to look at billions of dollars’ 
worth of research. And I’ve looked at the research.  It’s pretty interesting. 

 
Something like 50% of all the things people do right now are counterproductive.  

They’re costing you, and you don’t even know it, because you never measured, analyzed, 
compared.  25% of the things you do are doing nothing.  Of the rest of them, 25% of the 
things that you could be doing that would be breakthroughs you’ll never do, because they 
are counterintuitive.   

 
And of the rest of the breakthroughs you have available, they’ll only happen if 

you integrate multiple things together.  It’s like you test one thing, and it’s OK.  You test 
something else, and it’s OK.  You test something else, and it’s OK.  But you put all three 
of them in sequence, it goes through the roof.  But it’s a catalytic effect, and most people 
don’t get doing that.  

 
And I’m just trying to give you a lot of fast, cool, really powerful, predictable 

shortcuts and tie them all to copywriting and business building, which isn’t easy.  So I 
hope I’m doing a decent job. 

 
By the way, masterminding.  You’ve got to pick other people’s mind.  What I 

would love you to do -- and again, when we do seminars, because I don’t care about 
adulation.  I care about results.  We make people change tables every two hours.  We 
make them take 12 minutes before, 12 minutes in the hall, and before they get out each 
one’s got to tell everyone else what they alone got most specifically out of the last two 
hours, and what they’re going to do with it.  Because everyone in this room comes from 
different prejudices, different experiences, different desires, different analytical 
disciplines, different experiential bases…  

 
If you guys could do that, I’m telling you, you’ll get probably 100 times more out 

of what I said.  Because what I’m saying is hitting a resonant chord with each one of you 
differently.  When that happens, you don’t mean to, but your mind’s tripping out and it’s 
on a tangent, thinking about all kinds of cool variations of that.  You’re not hearing half 
of what I said. 

 
Conversely, the same thing’s true for another application with somebody else.  If 

you guys, every time for the rest of this day, or as long as this happens, you say, “What 
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did you get out of Jay, and what are you going to do with it?  What did you get out of Jay, 
and what are you going to do with it?”  And you do that with everybody in this room, I 
guarantee you’ll get 80 different distinctions that you didn’t hear, and it’ll make you a lot 
of money.  I’ve done it a long time, and it really does work. 

 
But masterminding is cool.  You should basically, whatever business you’re in, or 

you want to get in, I’d get a directory of people in that business and call them.  I’d get a 
directory of people in a related business and call them.  Get a directory of people in a 
totally unrelated business and ask them what they think about it.  I would just constantly 
be picking minds. 

 
I was the most curious person I knew, and when I was younger I worked really 

horrible jobs at night so I could have the pleasure during the day of sitting in people’s 
offices watching them transact business.  And they thought I was this crazy 19 and 20 
year old.  I had no education.  I wasn’t threatening, so they let me go to business 
meetings, and they’d have a meeting.  And when they’d leave I’d ask them questions.  
“Well, why did you do that?  What happened?  What was that?”  And it was very 
clarifying.  But you’ll never grow… 

 
If you look at the greatest achievers in the world… Notice how I transition 

thoughts in a broken way with such smooth fluidity?  Pretty impressive, isn’t it?   
 
[LAUGHTER] 
 
Actually, I’m here because I’m going to sell a course.  I’m here on the podium to 

sell you on that at the end.  Not really. 
 
But it’s a very powerful process.  If you look at the greatest achievers, besides the 

breakthroughs, they all had advisory groups.  They all had mastermind groups.  They all 
had boards of advisors, boards of directors totally outside their business from whom 
they’d constantly canvas perspectives.  There are very few people I know, myself 
included, who are so brilliantly, ingeniously astute that they can’t be benefited by outside 
perspective, previous experience, counter-perspective, and being held accountable to a 
higher standard.  And I would dare, at the risk of insulting any of you, say I doubt if 
you’re any better, and you might be benefited by doing that also. 

 
Turning yourself into an idea generator, and recognized innovator in your 

industry.  Idea generation is a process.  Hopefully, time allowing, I’ll get into it.  If I 
don’t, I will send Mark the simple techniques for creating ideas on a continuous, fluid… 
It’s very easy.  It’s very predictable.  There’s a discipline process to almost everything -- 
moneymaking, business building, copywriting, innovating…  

 
It really isn’t as elusive as people think.  And when you get that, it’s very 

liberating to realize that marketing, moneymaking, believe it or not, 80% of creativity is 
more science than art.  If it’s art, then you’re screwed, because unless you’re gifted with 
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it at birth, then you might as well just go do something else.  If it’s science, it can be 
easily learned.  It can be applied.  It can be sustained, maintained and improved. 

 
And again, I’m probably better at it than you’re going to be, but not necessarily.  

Because I may be lazy.  I may cut corners, because I know it so well. 
 
If you follow the science, science will never… I mean, this may be a beautiful 

Marriott, or it may be an ugly one because they may not have designed it well.  But 
structurally, as long as it complies with structural science, it’ll be fine, right?  Same thing 
with this.  It’s a science.  Demystify it.  Moneymaking, marketing, copywriting -- it’s 
more science than art.  And that gives you a lot of solace and permission to be much, 
much more successful. 

 
Making growth thinking a natural part of your every day business 

philosophy.  The company that I modeled the Strategy of Preeminence on, (and I don’t 
mind telling you, Mark, it’s one of your formidable competitors) they had growth 
thinking as part of everything they did.  They literally had business plans that had every 
week planned out.  They had every contingency plan.  They judged it.  They knew what 
they were going to do if it exceeded, reached, or underperformed their expectations.  And 
they expected certain lofty achievements, and by and large, they got them because that’s 
what they expected and they reverse-engineered it to happen. 

 
Most people don’t reach their goals for two reasons.  Do you want to know what 

they are?  One, they don’t have real goals.  They’ve got general ones.  “I want to be 
wealthy.  I want to be independent.  I want to make a million dollars.”  That’s not a goal.  
That’s a dream. 

 
Number two, if they can get specific, they don’t reverse-engineer what has to 

happen to do it, and if that doesn’t occur, what contingent approach can get them there. 
 
We teach Three Ways To Grow A Business, and I’ll hopefully get into it, but if I 

don’t I’ll give it to Mark as a download for you.  And the first thing we teach is,  
somebody comes to me and says, “I want to make a million dollars.”  And I’ll say, “OK, 
well, what are you doing right now?”  “Well, we’re making $50,000.”  And I’ll say, 
“Well, OK.  If nothing changes and you want to take your current business model, and 
your current business dynamics from where it is to that, let’s look what has to happen.”  

 
So of the $50,000, let’s just hypothetically say they’ve got 1,000 buyers buying 

$100 twice a year from them, and that’s it.  I say, “Well, if you don’t change some part of 
your mix, and you’re getting 1,000 to make $50,000, and you want to make 20 times that, 
you’re going to have to have 20,000.  You’re going to have to fund expansion, 
management, facilities, inventory…  

 
“But, if we can get the average buyer to buy three times as much… if we can get 

the average buyer to buy three times as often -- all of a sudden by changing the dynamics, 
you could accelerate, you can reduce the impediment… But you can’t do that if you don’t 
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reverse-engineer it, and then ask yourself, ‘Is that the only way?  Is that the best way?  Is 
that the easiest way?  Is there an easier, faster, safer, more practical way for me?’”   

 
And then we factor what we call -- when I deal with optimization it has two 

quotients:  one is highest and best use.  But also, what’s right for you?  It’s like somebody 
asked me one time in a seminar, “What’s your strategy for management?”  And I said, 
“Simple.  It’s called a joint venture.  I go to somebody like Michael who has control of 
400 people, and they’ve got an overhead they’ve got to make, and they’ve got all this 
techno, and office, and they’ve got to pay rents… And I let them do it all, and I take a 
share of the profit.” 

 
Because I don’t want to manage.  For me, that’s my management strategy.  For 

you, you might love management.  But you’ve got to figure out what really is right for 
you, and that’s optimal.  And you’ve got to question that, and most people don’t question 
anything. 

 
Anyhow, you can’t make growth thinking a natural part of your every day 

business philosophy unless you really have it down to a very literal understanding of 
what your goals are, and break them down, and then reverse-engineer them, and have 
alternative examinations.  And I would caution or admonish all of you to consider this, 
because it’s going to transform your thinking. 

 
Reversing risk for both you and your clients in everything you do so the 

downside is almost zero, and the upside nearly infinite.  OK.  Anytime any two 
individuals come together in any form for any kind of a transaction -- business, 
employment, romance, sex, fraternalism to mentor -- one side is always asking the other, 
either verbally or non-verbally, consciously or subconsciously, implicitly or explicitly to 
take on all, most, or more than all of the risk in the transaction.  And the risk is usually 
two parts.  There’s a real risk and then there’s intangible risk. 

 
To the extent you can recognize what those risk factors are, and you can eliminate 

or reduce or better than eliminate them, I analogize it to a scale, like a scale of justice.  If 
you’re giving me infinitely more reasons to say yes than no… infinitely more reasons to 
go forward than be tentative or contemplative… infinitely more reasons to choose you 
over either the competitor, an alternative, or nothing -- duh!  But you’ve got to think 
about it.  And I don’t have time to go through all the risk factors, but most people don’t 
think about them. 

 
I have been recognized, and I’m very proud of it, as a master of overcoming risk.  

And I think the gift that I have is I recognize at a higher and a more dimensional level 
what all the tangible and intangible risk factors are.  And if you can’t recognize them, you 
can’t overcome them.   

 
And it’s not just saying, “Money back guarantee.”  The degree between saying 

“Satisfaction assured,” “Money back guarantee,” “30-day money back guarantee,” or 
saying…  
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If I said, “Rebecca, you know, I think that the supplements I’m offering are so 

important to you that if you’re willing to invest six weeks taking one in the morning, one 
at lunch, and one right after dinner… and within those six weeks or less you can’t 
honestly say to me, ‘Jay, I’ve gotten better sleep than I have since I think I was a kid.  
I’ve got greater focus.  I have an incredible attitude.  My stress level has reduced by, oh 
my God, probably 80%.  I’m getting compliments.  People are telling me I look like I’ve 
had a face lift and work done to me.  My romantic life has probably tripled, and I’m 
getting done at work in four hours what I used to be doing in eight.’   

 
“Now, I can’t promise all that, but if you can’t really say that some, most, or all of 

those have happened, I don’t deserve to keep your money, so I won’t consider your 
purchase binding until you feel good about most of those.”  And I’m not trying to…  But 
it’s a little more compelling, isn’t it? 

 
But you’ve got to figure out what the risk factors are.  I’m just having fun with 

you.  But there’s risk in everything.  There’s risk in taking a job… My kid has gotten 
almost every job he’s ever gone after because he understands risk reversal.  So he 
understands it’s not about the benefits.  He asks them what they’re looking for… what 
kind of value it would need to be… what difference… what the attributes need to be.  He 
asks for the privilege to sign a confidentiality and ride for a week at his own expense.  He 
asked if they want to hire him to work for the first week without any money or it being 
binding.  He does stuff nobody else will do.  And guess what?  He prejudices the 
employers favorably in his behalf.  Duh!  But it takes -- 

 
I try to get people to slow down and think about what’s going on here.  It’s like 

looking at the atom.  It’s there.  All these things are there, but you’ve got to recognize 
them. 

 
Using small, safe tests to eliminate dangerous risk.  I’m a hypocrite, and every 

time I’ve breached my own teachings it’s cost me.  But I used to say, “You want to be a 
copywriting genius?  You want to be a marketing genius?  Just test a lot of suppositions 
that are foundationally based on marketing, moneymaking, business building, 
relationship building science, and it doesn’t matter if you lose on a few little things.  
When you find the winner, it’s going to be so powerful. 

 
But most of the people that are frustrated with the non-performance of 

something… I embarrass people big time at my programs because I figure that’s the right 
that I have to transform their life.  They’ll say, “Well, this didn’t work.”  And I’ll say, 
“Well, OK, tell me how many different ways you’ve tried it.  Tell me how many different 
approaches.”  And I’ll go through a brutal, just a brutal assailment.   And they’ll try it one 
way, feebly executed.  And then we’ll tell them a couple of approaches, and they’ll say, 
“Well, that’s what I did.”  And I’ll say, “That’s not at all what you did.  You executed it 
from the self-serving manner.  You didn’t do this.  You didn’t do that.  It was feature-
oriented.  It wasn’t benefit-oriented…” 
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But again, I go back to a phrase that I borrowed from Shakespeare in the 
beginning, and I’d utter it again:  “To thine own self be true.”  You’ve got to be true to 
yourself and say, “Am I really doing all these things?  Or am I patronizing myself?”  And 
most people don’t have a clue what they’re not doing.   

 
I look at leverage.  And I’m going to give you, time allowing, nine factors.  I like 

things that are very easy.  You work on those, and you immediately improve and 
transform your results.  These apply to any business.  These apply to any career.  These 
apply to writing copy, I think, very highly, and they certainly apply to getting 
copywriting jobs. 

 
These are the levers.  Marketing -- first big lever.  I told you, change your 

marketing, change your results.  Change your headline, change your proposition, change 
your price, change your bonus, change your risk reversal, change your benefits… Any 
one of those changes singularly can increase the yield 20, 30, 50%.  Multiple ones can 
just go off the chart.  But none of it will happen if you don’t do it.  Big lever. 

 
Next strategy: go from being tactical to strategic, and you’ll never do anything 

again that doesn’t advance, enhance this big outcome.  Being strategic is the second 
greatest leverage driver you’ve got of improved performance.   

 
Capital -- lots of different kinds of capital.  Financial capital, human capital… 

You can make a dollar go a lot further.  When people come to me and they say, “Gosh, 
Jay, I need to raise a million dollars to do this business deal.”  And I’ll say, “Well, if you 
had a million, what would you do with it?”  “Well, I’d get a warehouse, and I’d get 
manufacturing, and I’d get a sales force.”  And I say, “Well, OK, let’s say you don’t have 
a million.  Let’s get the equivalent.  Who’s got a warehouse that’s not being filled that 
would be willing to put up space in exchange for 3% of your sales?  Who’s got a sales 
force that’s not competitive that reaches your market that would love to have 
exclusive…?” 

 
And I question how many ways you can leverage the equivalent, because most 

people can’t raise the money they want.  And the way they try to raise it is stupid.  They 
ask for a million dollars instead of using tests, and saying, “How about giving me 
$10,000 for me to prove it.  Then when I prove it I’ll show you this, and then give me 
this, and give me this, and give me this.” 

 
But the point is, you don’t need money.  There’s always in life someone else -- 

some other company, or multiple -- that have a bigger problem than you do that your 
need is solved by.  You just have to get quiet enough, and slow down enough to think 
who they are, and what it takes for them to make their services and products available.  

 
And I’m not saying this to be arrogant or cocky.  I’ve probably taken my 

understanding of it to a very high level of clarity, but I can almost get anything I want for 
anybody I want, really, in almost any way I want.  Not 100%, but I’ve gotten people 
whatever they needed -- put people together -- because I was able to recognize the value 
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proposition.  But if you don’t and won’t, then yeah, if you’ve got unlimited bank account, 
cool.  But I’ve know more people who were able to use their ingenuity to come up with 
the equivalent. 

 
When we got started, one of my greatest success stories… We didn’t have a dime 

to advertise it, so we understood what the marginal net worth, lifetime value of a buyer 
was -- in other words, what the stream of profit that predictably would result from getting 
that first sale, how many more purchases we would get.  And we gave all the front 
money, all the first purchases, to somebody else for generating the sale for us.  And when 
that started getting marginal we gave all the front money in the second sale.  And when 
that became marginal, the third, because we were getting 50 back end sales.  We didn’t 
care.  It was just a matter of cash flow. 

 
But if you don’t know the dynamics of what you’re dealing with, it’s very hard to 

harness them, isn’t it?  It’s like you say, “I want to harness power.”  Well, what kind of 
power?  “I don’t know.”  It’s like the difference between a river without a hydroelectric 
plant, and one with one there.  One way it’s just a dissipated asset.  The other way, it’s a 
creator of an enormous magnitude of power and force.  And that’s what you all have in 
business and in copywriting. 

 
Your business model.  I don’t have time to get -- well, I probably should.  A 

business model is sort of a cool concept.   
 
I had two friends.  Both of them were very good copywriters.  You would know 

one of their names, so I won’t embarrass him.  Both friends got interested in the 
simulated diamond market -- cubic zirconium.  You know what those are?   

 
Friend One was a better copywriter than Friend Two.  He wrote a full page ad and 

came up with a concept called, “The Beverly Hills Diamond Company” and “The 
Beverly Hills Diamond.”  He wrote this full page ad and ran it in The L.A. Times.  It 
doesn’t matter.  I’ll tell it.  I can’t remember the details, but let’s say the ad cost $25,000.  
He brought in $35,000, made a $10,000 profit, and was bored out of his gourd, because 
that wasn’t enough to pay his golf bill, and so he stopped. 

 
Friend Two had a different business model, was very strategic, was a mentor of 

mine.  He watched this person who was not as good a copywriter.  He created his 
simulation of Friend One’s.  He created a company called “Van Pliss and Tissany,” 
which was a take on Van Cleef and Arpel and Tiffany’s.  He created “The Van Pliss 
Diamond,” and he sold it.  His ad that cost $25,000 only brought in about $20,000 worth 
of sales, so one could say, “Big loser,” right?   

 
Well, he had a different model.  Friend One was just a front end offer.  He was 

trying to make a lot of money selling a loose, one carat simulated diamond.  Friend Two, 
when the simulated diamond got received, you got it in an envelope with two other items: 
a letter and a cluster of glossy four-color paper. 
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The letter said, “I’m so honored that you trusted us enough.  As you open the 
velvet pouch, two things are going to be evident to you.  One is how much more 
beautiful, brilliant, fiery, and electric the Van Pliss Diamond is than you even expected -- 
and very probably, than any diamond you’ve ever seen.  And second, it probably looks a 
little smaller, and it is -- not because we short-changed you, but because the density, the 
sheer weight of a Van Pliss diamond is greater than a regular one because we compact so 
much brilliance into it.   

 
“Many of our clients, when they see how beautiful they are wish to upgrade to 

larger, more beautiful stones.  And so as a courtesy, because when you try to take a loose 
stone and you go to a jeweler, they have a tendency to charge you an arm and a leg.  So 
as a courtesy, we have taken a bunch of our very nice five, ten, fifteen-carat stones, and 
we’ve preset them in 14- and 18-carat bracelets, earrings and necklaces.  And if you’d 
like, because of the inconvenience of sending it back, we’d be only too happy to give you 
double credit.” 

 
He made $25 million on an ad that underpulled the first one because he had a 

better business model.  Does that make sense?  OK, cool. 
 
Relationships.  Most people don’t leverage relationships.  They exploit them 

negatively, and that’s probably, with no disrespect to network marketing, but it’s 
probably the greatest crash and burner of relationships I’ve ever seen.   

 
There are lots of relationships that can be leveraged to extraordinary heights.  We 

have like a litany, a list of them that we go over, but they’re from people who used to 
work for you, suppliers, salespeople… We have a philosophy.  I was sort of lightly 
talking to Michael, and we hadn’t seen each other for a long time, so we saw each other 
twice, today and yesterday.   

 
And I was talking about something I call “Aikido Marketing.”  You all know 

what Aikido is?  Aikido is a martial arts form, but what’s most interesting about it is that 
it uses the power of your opposition to your advantage.  And I try to figure out what the 
real opponent in the business issue or the transaction is, and I use it to my advantage.  I 
just claim it up front, or I go against it, or I talk about why this is not like that. 

 
Well, one of the things we do for clients is we call all our clients’ competitors’ 

customers (or clients).  And we’ll get them on the phone, and we’ll have our client say, 
“You know, we are trying so hard to make our company better that I’d like to talk to you, 
not about your business.  Obviously, you’re satisfied.  But we want to know what they do 
differently… what the salesperson does differently… what value they give you so we can 
groom our own.”   

 
And through the course of that dialogue, two things happen.  We also ask them to 

have the salesperson call us if they think he or she might want to make a career change.  
But we do it with integrity, not with stealing them, but with honoring them, and honoring 
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what they do, and trying to make ourselves better, and disclaiming that we even want 
their business. 

 
Two things happen.  We get half their business, because nobody else would do 

that.  And second, we learn how to make ourselves better, because usually the client has 
been so internally focused. 

 
But relationships -- there are all kinds of relationships.  We use endorsements.  

We use relationships.  We use… 
 
When I got my book out, it was endorsed by Stephen Covey, Harvey Mckay, the 

Owner and Publisher of Investor’s Business Daily, Seth Godin, and three other people 
which, I never knew most of them.  Do you know what the sixth degree of separation is?  
I had people that owed me debts.  And I knew somebody who was best friends with 
Stephen Covey, and I made him a lot of money.  And I said, “Now it’s payback.  Call 
him, and get Stephen Covey to endorse me.”  And he did.  And on and on. 

 
But relationships are really an invaluable favorable prejudice-generating factor 

that almost nobody uses to fullest advantage, and we could do a whole day or two on it.  
But you should think about all the kinds of relationships in your life. 

 
Distribution channels.  A story -- We had a company that came to one of our 

seminars, our big $25,000 ones years ago, and it was back when aerobics was at its peak.  
And this company made three aerobics products, and they were starting to burn out 
because they’d been out for awhile, and they were trying to figure out a new strategy.  
And in the course of interviewing them, I realized that they had distribution in 5- or 
10,000 very prominent outlets.  They had Kmart before Kmart was really vibrant, and 
they had Nordstrom’s, and they had three or four big chains, and they had a bunch of 
department store chains. 

 
And when we were done with the interview, I said, “You don’t get it.  Your 

biggest asset isn’t your product.  It’s your distribution channel and your relationships.  
All you’ve got to do is…”  (They were trying to figure out what the hell to do in another 
business.)  I said, “Just go on a road trip to every hot market -- L.A., Santa Fe, South 
Beach, and go to the health clubs, and go to the little exercise place they sell power aids.  
And you’ll see some little creative person came up with some hot design for a T-shirt, or 
shoes, or a belt, and they’re selling three of them.  Get the rights to use them.”   

 
And they said, “Well, we don’t want to be distributors.”  And I said, “Then don’t.  

Give that person 100% of all the sales from that one outlet, and give them a 5% royalty 
for doing it everywhere else.”  And they did it, and they made millions. 

 
But you’ve got to be able to slow down enough to realize what distribution 

channels are available.  We take advantage of people’s sales organizations, their 
distribution channels, who they buy from… But you’ve got to slow down and do 
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inventories.  It’s like forensic examination, and it’s not an art.  It’s a science.  You’ve just 
got to be able to look at it. 

 
Products and services.  Well, every time you add a new product, you add a new 

service, you add a new opportunity to sell.  You add a new opportunity to sell up, or 
down, or out.  Up, down, out -- three stories. 

 
Most people are so busy acquiring the first sale, they don’t realize that all the 

money’s on repeat and the back end.  That’s first. 
 
Second, most people who generate leads only look at making money.  They don’t 

look at the non-conversion.  I had one client that sold very expensive entrepreneurial 
enterprise software.  It started at $25,000 and went to $500,000.  They ran about $50,000 
a month in ads in trade publications.  They got some finite number of leads.  They 
converted this many.  But they made a profit. 

 
So I said, “Well, did you ever ask yourself what to do with all the leads that didn’t 

convert?”  And they said, “We don’t care.”  And I said, “Well, people are too busy to 
write about, or to call you, or to e-mail, or send you a letter about enterprise software 
unless they’re really interested.  Wouldn’t it make sense to find somebody that had a 
lower priced entry level one that couldn’t sell it, and get control of it?” 

 
To make a long story short, we started making more money from the people we 

originally didn’t sell selling them down.  But it’s a mindset.  It’s a mindset.  And you sell 
down.  You sell up.  And you sell out.  You get people who didn’t buy to buy something 
so you can start a relationship.  You get people who bought to buy something higher -- 
subselling, cross-selling.  You get people who bought one time to buy over and over 
again.  That’s how you get wealthy. That’s how you turn a promotion into a business. 

 
And I’ll do one more, and then I think I’m going to run out of time, lamentably, 

so I’ll find one that’s really cool. 
 
This is a very important process, but I’m not going to get into it.  Ideology -- the 

belief system that you have… questioning your belief system… questioning what your 
whole attitude is about what you’re doing, about making money. 

 
We have found that if there’s one debilitating factor that limits and restricts more 

people’s achievements, it’s their ideology, their belief in what has to be done, and their 
deservance of it, and their commitment to it, and their translation of it from theory to 
action. 

 
The power of testing we talked a little bit about.  Things you can test in a 

headline… I’ll put it up.  Reversing the risk.  We already talked a little bit about 
irresistible offers… 
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I’ve got to go.  I hope this was helpful, and I wish you guys all prosperity, joy, 
happiness…  

 
[APPLAUSE] 
 
Let me leave you with a quote.  A quote -- a cool quote.  There’s two quotes I’ll 

leave you with, back to back.  One is one from Leo Burnett of advertising fame.  He said, 
“If you reach for the moon and stars, one thing is certain: you won’t end up with a 
handful of mud.”  But reaching doesn’t mean hoping.  Reaching means acting, 
transacting, executing. 

 
Another man who I know, a very prominent thinker, said, “Most people in the 

business world struggle their whole life, tormenting themselves with a non-verbalized, 
devastating question.  And the question is, ‘Am I worthy of this goal?’”  Have I really got 
the ability to make $5-, or $10-, or $20,000 a month as a copywriter?  Do I really have 
the ability to take my current business or my idea to a higher level? 

 
He said, “That is absolutely, positively, and diametrically the wrong, wrong 

question to ask.  The right question, once you realize how much more is possible, how 
many more options you’ve got, is ‘Is the goal worthy of me and my newfound ability?’”  
And I’d like you to think about that, and I thank you. 

 
[APPLAUSE] 
 
 
 
 
END 


