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Business Growth
Principles
Discover powerful
profit boosters

Introduction
In this book you are being introduced to the most exciting, powerful and
profitable business building principles in the World.
These dynamic concepts are not part of the traditional marketing approach
talked about in conventional marketing and business books or taught in the
Universities. Instead they form part of the ‘street wise’, ‘common sense’ and
‘guerrilla tactics’ marketing school, proven time and time again, to provide you
with an ‘unfair advantage’ over your competitors. The application and
implementation of this information into businesses, has over the years made
billions upon billions in new found profits.
These same principles make up the foundational knowledge base of The
Quantum Organization arsenal.
With its sister book the ‘Marketing Strategies Handbook’ containing 444
Strategies & Action Points, which is divided between the 7 Quantum Keys,
you will be able to gain access to every business generating and profit making
Quantum technique, tip, strategy, principle, method, system and concept
available.
This book is divided into two sections:
Section 1:

The knowledge base of the 38 business growth principle that
underlie the 7 Quantum Keys and the 444 Strategies.

Section 2:

Fast Cash Strategies – Here 16 amazingly powerful techniques
that can be implemented for immediate first aid, a boost to
customer generation and assisting in tight cash flow situations.
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Marketing Your Business
Is The Ultimate
Leverage
It’s simple…
with the right tools

T

oo many marketers remained grounded in one-dimensional thinking
habits. But marketing is a tool of the mind, and it’s in the mind where
true wealth is made. Before this starts to sound like some kind of New
Age lecture, let me give you an example of what I mean.
Let’s say you mail a sales letter to 50,000 people at an average cost of 50 pence
each, for a total cost of £25,000 - That’s a fixed cost. If you get a poor
response and only manage to break even then there is a strong tendency for
you to give up and say: “Why should I spend £25,000 and go though all that
work, only to break even?”
Marketing has the
power to
significantly grow
any business

If by scientifically changing and testing a few
characteristics of the mailing piece you are able to
multiply the response by five, fifteen, fifty or even five
hundred times then you are using leverage.

The sales letter that broke even has the potential for almost infinite change.
It’s highly likely that something in the sales letter can be improved to increase
response. Often, simply using a stronger opening headline, or making a better
offer in the body copy of the letter, a bonus, or trying a different price, can
increase response by dramatically. By improving the content of the sales letter,
and doing it successfully, you employ the leveraging action of marketing.
You’re still sending a sales letter - but it’s not about the physical tool. It’s about
the infinite possibilities impregnated in the marketing concept carried by that
tool.
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Other than available cash flow, there should be no such thing as a marketing
budget. It is a ridiculous idea based on the assumption that marketing is a cost
rather than a revenue generator. If an ad costs £1,000 and the revenue
generated from the ad is £1,200, why would you stop the ad just because your
budget dictated it? With a scientific approach and providing the cash is
available, the marketing budget is unlimited. It is self generating.
Understanding this self evident truth is the key to marketing leverage and
massive business growth.
You can never truly run out of ideas. In marketing, persistence almost always
pays off. Marketing can leverage a losing or a bland idea into something
spectacular - if you have what it takes to make it happen!
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Multiple Channels
Of Distribution
Be creative…
use multiple methods of marketing

A

stool needs a minimum of three legs to stand on it’s own. Four would
be nicer sometimes, but three will do. However, less than three won’t
do. Loose a leg on a three-legged stool and it can no longer function
properly at what is supposed to be - a solid base for a person to rest upon.
A well known and respected marketer explains it by using the Parthenon in
Athens as an analogy… Think of the roof as income or revenue, and the
pillars as channels of distribution. If you only have one channel of distribution
then the roof is not only unstable but positively tottering. He calls this the
‘diving board’ philosophy. Think about it, a few chips off the only pillar – your
sole distribution method - could bring the whole lot down. Better to have
multiple distribution channels – and therefore more pillars to hold the roof up
– giving you more support, security and exponentially more revenue.
Your business may also be resting on shaky support if
you are relying on just one or two marketing methods to
keep things running in stable fashion. Too many
businesses rely on print ads alone, for example. Even if
they have print ads in multiple and diverse publications, the marketing effort is
still one-dimensional. If, for some reason, the ads stop pulling, the business
will crash and topple. Another example is companies that rely solely on direct
salespeople or representatives. If they fail to perform, or as often happens,
defect and get bought off by a competitor, a business can face very difficult
times indeed.

Do not put all your
eggs in the one
basket

But even if your business doing well with a single marketing vehicle, it only
makes sense to establish more avenues of marketing income - why not add
direct sales letters, prints ads, form joint ventures or implement a strategy to
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get free publicity using press releases and other promotional methods. You
could also start following up sales letter mailings with phone calls.
You’re simply not letting your business be all it can be by limiting yourself to
just one or two methods of bringing in new customers. Furthermore, you are
exposing yourself to insecurity and danger. Take a lesson from farmers - the
smart ones diversify their operations. They plant a variety of crops and
sometimes also maintain livestock. If the corn fails, the wheat may do okay
and make up for lost revenue. If all the crops fail, sales of beef cattle may keep
the operation afloat until the next growing season. Because it has a multiple of
resources to fall back on, the farm need never fail, at least not for that reason.
When you develop multiple methods of marketing, you not only stand to make
more money and more sales, but you inoculate your business against
unforeseen failure.
It’s important to
test and measure
marketing activity

This does not mean you must or even should start using
two, three our four different selling channel right away.
It's better to start with just one additional method, test it,
and once you get it working and have worked the bugs
worked out, then go on to yet another, and another, and
another.

Yes, there probably is a point of diminishing returns in terms of how many
kinds of marketing tools and strategies you put into play. Becoming
overwhelmed and too scattered is not a good thing either. But it just isn't a
good idea not to have all your eggs in one basket. However, when you create a
multi-channel marketing effort, you put yourself on a firm foundation for
greater success, security and gain some insurance against potential loss to boot.
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Positioning
What’s your Position…
Differentiate yourself!

P

ositioning is a pivotal marketing concept that actually encompasses
many aspects of marketing today. But the word itself generally refers to
your position “relative to” or “against” your competitors. That’s
because, these days, you’re likely to have a lot of competitors no matter what
kind of business you’re in. Just open up the Yellow Pages. How many dentists
are listed in your town? How many plumbers? How many insurance brokers?
The list is long in most categories.
The dilemma that immediately confronts the thinking business owner is: “Why
should anyone select me, rather than the other guy? We all have about the
same level and quality of service, we all have prices within the same basic
range, we’re all equally accessible, and so on.”
What is the answer to this dilemma? Many people might jump in and say:
“Prospects tend to choose the one with the lowest price.”
But this is simply not true. Study after study shows that
price is seldom the primary factor in making a decision to
choose one dealer over another. If it were so, no luxury,
premium or high quality goods would ever be sold. The
fact is, many factors enter into why people choose one business over another,
and often the choice is merely random. Not everyone is a discriminating
shopper who weighs every factor before choosing a product or service.

You can not
compete on price
alone

This is where positioning comes in. If you want customers to choose you, then
you need to position yourself against the competition in a way that makes you
stand out, and which gives good reason for people to choose you. One of the
best ways to do that is to foster an image of yourself as being “an expert in
your field.” In other words, you want people to think: “Sure there’s a lot of
good dentists in this town, but Mr. Bill Johnson is a dentist’s dentist - he’s an
expert, he knows more about the science of dentistry than the average
dentist.”
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How would people obtain that view of Bill Johnson? Well, what if he
published a book of tips on dental care, and how to anyone can maintain
healthy teeth and also reduce their dental care bills by 30%? What if Bill
Johnson also conducted free seminars in dental care, or offered his services to
local schools to come in and talk to young students about proper daily dental
care? And what if he also used those opportunities to promote his book? And
since Bill Johnson has published a book on dental care, it’s likely a local radio
station and newspaper will grant him an interview to talk about his book, and
why he wrote it. He may also get invited onto TV and radio programming
when basic health topics are discussed - reporters usually invite the guy who’s
an expert, and the guy who “wrote the book” book is mostly likely to be that
man.
Positioning yourself as an expert means doing something that makes you stand
out as an expert. That can be:


Writing a book.



Publishing a regular newspaper column on your area of expertise.



Giving seminars.



Getting yourself listed in key directories, such as “Who’s Who.”



Getting yourself invited on TV and radio talk shows.



Getting to know editors and reporters and telling them they can call
you when they need information involving a story that involves your
expertise. They’ll then quote you and get your name into news stories,
which is among the very best kind of free publicity you can get.



Establishing a “hot line” to answer questions in your field of expertise.



Issue press releases related to the latest development in your field, and
list yourself as a resource for further information.

You don’t have to be a dentist or a professional. A car mechanic, a plumber, a
builder - anyone can do all of the above and establish themselves as the “go to
guy” when it comes to questions or information in any particular field.
Don’t think you can write a book, or don’t have time? Hire a ghost-writer to
write it for you - it’s a time honoured tradition used by thousands of people all
the time. The bottom line is, in today’s strenuously competitive marketplace,
becoming viewed as the “expert in your field” can be the ultimate positioning
tool. Better yet, once you establish your position as “expert” you may never
have to compete on price again. Many people will be glad to pay premium
prices for “the best.”
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Finally, your positioning activities can actually earn you money while you
promote and bolster your image. Sales of your book can mean a tidy sideline
income, and you can charge admission for seminars. When you are interviewed
by local media representatives, it’s like getting top-notch advertising for free.
The benefits of positioning are many. I urge you to
start considering and planning to put your
positioning strategy into play right now!

Personality Positioning

I

n these days of mass production and huge chains stores, many long for
those bygone days when every shop and store had the unique atmosphere
and personality of those who owned and operated those businesses… The
classic mom-and-pop corner store, a real Mexican restaurant run by a genuine
Mexican family rather than a plastic Taco chain outlet, or perhaps a cosy bedand-breakfast in the English countryside hosted by a charming elderly couple.
Of course, we’ll never completely get back to those days again, and millions of
people still love, and even demand, the low prices and massive selection of the
giants, such as Tesco, Woolworth, John Lewis and others.
Yet, there is opportunity here for small business owners who can’t possibly
compete against the giants on price and selection… Small
Through
business owners can create an all-unique, homey, ethnic
personality
or other kind of atmosphere that the "rubber stamp"
positioning SME’s
chain stores can never match. You should not only create
can offer
such an atmosphere, but advertise it. This is classic
something the
position marketing - you position yourself AGAINST
multi-nationals
your competition in a way that makes you stand out from
can’t
the crowd. You tell your market base audience that if
they’re tired of being ‘one of the crowd’ and want a
unique shopping or experience, they come to you.
Remember, shopping, dining and buying is as much an EXPERIENCE as it is
anything else. Make your selling environment a special experience with a
unique personality, and you will garner a loyal core of repeat customers, who
will not only come back again and again, but spread the story about your place
by word-of-mouth, which is the best kind of advertising you can have.
Actually, what I’m talking about here is a combination of three powerful
marketing concepts -- a Unique Selling Proposition, Position Marketing and
Persona. It’s a powerful combination that even larger businesses can use to
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make their operations stand out and capture a loyal army of customers and
repeat business.
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Your USP
Why should customers
buy from you?

G

et out the Yellow Pages and look up a common business - a plumber,
insurance agent, car dealer. You’ll find a lot of ads for each, some big,
some tiny. Or look around your town. You probably have a number
of dentists, hardware stores, clothing stores, hairdressers.
Now think about a person who needs one of the above. They have a lot of
choices about to whom they’ll give their business. Why should they choose one
over the other? What makes one different or sets them apart from the others?
You might say price - many people shop based on price, and thus will go with
who will provide the service or sell the product for the least cost. Everyone is
always looking for the cheapest price, right?
Wrong! It’s true that price is a major factor in buying decisions, but study after
study shows that it’s almost never the “top” reason people select one business
over another. If price was the motivating factor in everything there would not
be a market for Mercedes, Waitrose, Coutts, Rolex and every other premium,
luxury or high quality product or service. Also, most plumbers, electricians and
dentists, to name a few, have more or less the same price anyway. So, we get
back to our central question: Why should they buy from you and not a
competitor?
The answer is simple: People will more often opt for the seller who stands out
from the rest, and who is offering something unique and different. That’s why
you need what is known as a “USP” - Unique Selling proposition.
A USP is simply an articulation of the thing about your product, service or
company, that almost compels prospects and customers to buy from you and
not your competitors.

10

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

Some famous examples of USP’s include Dominoes Pizza, which was perhaps
the first to guarantee free delivery of pizza in 30 minutes or less, or you don’t
pay. Their USP tagline was: ‘Hot pizza delivered within 30 minutes or it’s free’.
Now, many all pizza shops do this, but the one that did it first captured a huge
share of the market while all the others struggled to play catch-up.
Another example from the United States: Oreck Vacuum Cleaners. This
company offers to let you use their vacuum cleaner weighing just 8 pounds in
your home for 30 days free, and you can return it with no further obligation if
you don’t like it. But they sweeten the deal even more - they also give you a
free portable “shop vac” which you get to keep no matter what - just for trying
their main product! That’s a generous offer, it’s unique, and other vacuum
dealers have been hard pressed to counter it.
Yet another example: Gevalia coffee offers you a free coffee maker for trying
their gourmet coffee, which they send to you by mail. If you like the coffee,
they just keep sending it once a month, or so, and they bill you. If you opt out
of this home coffee delivery service, you keep the coffee maker - free. Merely
the fact that they ship the coffee right to your home is a quite a USP for coffee
in itself - most people have to go to the store to buy it. But they make their
USP even stronger with the offer of a freebie. It’s terrific!
You may already have a USP right now, and not know it.
Take a look at your product or service. How is it better or
different from a competitor? Maybe you can easily prove
you sell higher quality for the same price as a competitor,
or credit terms make it much easier to buy. Whatever the
case, do something that no one else is doing, and even more important - make
sure your market audience clearly can recognise it!

Know what sets
you apart and
make sure your
customers
understand this

Look at your Yellow Pages ad. Are you just another “me too” listing, or does
something uniquely different jump out of that ad and grab shoppers to decide:
“Hey. I’m going to call this guy!”
Here’s a few pointers when thinking about constructing your U.S.P. Do you
have:


Bigger discounts or lower cost.



A broader selection.



Easier or more convenient (location, speed, service, accuracy).



Expert advice or ‘Rolls Royce’ service.



More comprehensive products or services.



Better guarantees or warrantees.
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Speedier or cheaper deliveries.



Or anything else that you can think of.

Remember, a USP is all about perception. It’s not enough to have a USP - your
target market must easily and quickly see that you stand out. Do this, and
you’re going to burn your competition, and make shoppers try you first!
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Inform And Educate
To make a sale
you need to know your stuff

W

hy should a prospect pay what your asking for your product? How
good is it? Why is it good? What makes it good? What makes the
price fair? Why is your product better than your competition’s
product? Why does it cost more than your competitor's? Why does it cost less?
These are just some of the questions that run through a
shopper’s mind when they contemplate making a purchase.
If you’re product is much cheaper than the others guy’s,
well, that’s good - but does this mean it’s a lower quality
product than the more expensive one? Or what about the
opposite situation? What if you’re asking a lot more for you
product, which seems very similar to your competition’s,
which costs less? Why should the buyer pay more for yours?
Shoppers need a lot of questions answered, and answered to their satisfaction
before they’ll let go of their money. Many of these questions may only be
subconscious musings in the mind of the potential buyer, but they’re still there,
bogging down the decision to buy.
Thus, the seller who does all he or she can to clear up any
and all questions right up front also clears away the
resistance to buy. It helps the shopper make a fast and
informed decision they can feel good about. This means
you should strive to educate your customers about your product -- why it’s a
high quality product and why the price is a reasonable one. You have to give
them ‘reasons why’.

Product
knowledge is
paramount

Here’s an example from a seller of high-end hats:
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“From Wainswright, Canada, comes a hat for all seasons, hand sewn with a sail
maker’s skill. Wainswright is nestled in Canada’s Pacific Coast country where the
Cascade Mountains roll down to meet the sea, creating a changeable climate that
demands a versatile hat. In Wainswright is a small company of dedicated sail
makers who produce comfortable, waxed-coated hats that are waterproof, using the
traditional formula of sailcloth. Made one at a time, each hat must pass a certified
master craftsman’s personal inspection before they’re released for sale. A broad
flexible brim can easily be shaped to your liking - it protects face and neck from sun
and rain, shades your eyes deeply for better vision. Ventilated for comfort, and with
genuine band made from carefully selected mountain ram’s leather. The inner band
is our exclusive TechWear, a leading edge stretch fabric developed by NASA that
absorbs moisture and never leaves a crease in your forehead. Our sail maker’s hat
combines the best of cutting edge technology with the ancient secrets of sea
craftsmen...”
The hats sell for almost 100 Canadian dollars. It’s clear from the description of
this somewhat literary sales copy, that you’re getting a lot more than a massproduced, cheap, synthetic fabric, cranked out by some dreary sweatshop in a
Third World country.
In other words, you have to educate your customers and prospects. Tell them
about the effort and skill that goes into your product or service. The time
taken. The value of it. The features, the benefits and what these benefits mean
to them. Even a comparison to similar products or services.
It all adds dimension, value and power to your marketing message.
You don’t necessarily have to reproduce the high literary style of the example
provided - just let your customer know why your product is quality, why it sells
for what it does, and why it makes perfect sense to buy it. Educate your
prospects and customers, and if they like and believe what you tell them, they’ll
buy.

Articulate To Accelerate
Here is a headline from a newspaper that shall remain nameless, and I promise
I’m not making this up. The headline read:
“Helicopter powered by human flies”
Do you see what the problem is? It can be read in two
ways. What the editor meant to communicate with the
headline was: "A helicopter using a human being as a
source of power, perhaps peddling like mad, successfully
lifted the craft into the air and flew." But the headline
also seems to say that somewhere, there is a monstrous kind of helicopter that
uses “human flies” as a source of power!

A headline is like a
hook that can reel
customers in
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As you can see, when you don’t communicate clearly and carefully, the results
can be hilarious. But when you fail to communicate properly with a headline in
your expensive print ad or sales copy, you can blow a lot of money and kill a
lot of sales - and there’s nothing funny about that!
Be clear about
what you are
trying to
communicate

Most of the time, the problem is simply being too
indistinct, rather than offering specifics. Look at the
following ad headline, for example, which is also not
made up:

“We sell car insurance for less.”
That headline and the statement it makes is so vague, so general and so
clichéd, it’s practically invisible to the reader. Everybody claims to be “selling
for less.” A better headline would be:
“Start paying 15% less for car insurance today!”
Or better yet:
“Keep an average of £128 of your own money and get better coverage on your car!”
Now the shopper can clearly visualise just what they’ll save or gain when they
come to this broker.
Communicating and spelling out your offer clearly is as important as the offer
itself. Specify not only benefits but how those benefits apply and can be
utilised by the purchaser.
Getting more specific and articulating exactly what the shopper will get in sales
copy is even more important and also easier to communicate because you have
more room for the essential details, and it’s details you must provide. For
example, a U.S. financial adviser selling annuities used this sales pitch in a
direct mail piece:
“The average person spends $2.13 cents per day on snacks, coffee or soft
drinks, which means you dish out over $777 per year on junk food. Over
20 years, that $2.13 a day adds up to $15,540. Invest just half the
amount per day you blow on junk food, or $388 per year in a US Mutual
annuity plan with get an average 5.9% cumulative interest, and in 20
years you’ll have more than $183,990 in cash to secure your future ....”
Details, if you articulate them well, help your prospects know exactly how they
benefit and exactly how they gain by doing business with you. Articulate well
and draw an exact picture, and you motivate people to buy from you right now
because doing so makes complete and common sense!
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Lifetime Customer
Value
What are your customers
really worth?

F

ar too many business owners are locked into a short-term view. It’s a
natural tendency to think something like: “I place an ad that costs
£1,000. That ad brings in 230 responses, and of those, 21 turn into
actual sales. At £90 per sale, I have a gross income of £1,890. When I subtract
the cost of the ad I end up with £890. Next I subtract my other expenses
associated with producing or buying my product wholesale, fulfilment, salaries
and other factors, and I end up with about £230 in net profit.”
Results like these can seem discouraging. After all that money spent and effort,
you end up with a tiny £230. To get another £230, you have to do it all over
again -- buy another £1,000 ad, and all the rest. This is where a lot of business
people drop out and try something else that seems more profitable.
But wait -- this view of things is too short sighted. The initial ad brought in 21
new, paying customers. What if that same business person had read my earlier
item on back-end marketing and had a second-tier product ready to sell after
each of those 21 customer paid £90 for the first? What if his second-tier
product sold for £65 and 13 of the 21 also bought it in addition to the first
product? That’s an additional £845, which you add to the first £230 for
£1,075! Suddenly things are looking a lot more profitable - but this is still not
the end.
If the seller does what he must to keep the customer
satisfied and coming back for the next three to five years,
each of those customers may end up spending another
£400 or £500. If each of those original 21 customers is
converted into a long-term customer spending £500
each, that’s £10,500! Now, we’re talking.

Repeat customers
are the backbone
of any business
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It’s reasonable and perhaps even conservative to expect another £500 in sales
over the next five years from each customer you capture with your initial ad,
for which you paid £1,000 - which had actually generated more than 10 times
that cost - £10,500. Furthermore, each of those initial customers will often
refer a friend, (or you can be even more proactive by asking for a referral) and
sometimes more than one friend to also make a purchase. You pay nothing for
a word-of-mouth referral - and the result is even more profit that can be tied
to your original ad expenditure.
So what you should do is calculate the lifetime value of
each customer. Doing so helps you realise that you can
spend a lot more on ads and other marketing tools to go
out and get them simply because the long-term payoff is
literally… fantastic. When you know that the lifetime
value of each customer may be £500 to £900 each, for
example, then a £1,000 ad that gets you 21 of them is a real bargain.

Remember who
your customers
are – they are
another word for
sales

Another benefit of knowing the lifetime value of your customers is that
because you know that a £1,000 ad – as per the above example - will generate
£10,500, it provides you with the ability to plan and estimate your future cash
flow with a degree of certainty.
Furthermore, should you ever want to sell the business, demonstrating this
knowledge could have a tremendous impact on the capital value and therefore
the sale price.
All of this requires a long-term view and planning, however, to happen. You
have to be prepared with back-end products to sell, you have to sell quality
and make the customer want to come back, you have to develop a healthy
relationship with your customers, and more. But when you plan and take a
long-term point of view, you set yourself up for long-term success. You also
gain the confidence of spending what you need to spend to get new
customers, knowing that it will pay off.
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Long Copy vs
Short Copy
Why write or present with one
hand tied behind your back?

C

ontrary to conventional thinking long copy is best. Long copy gives
you the ability to convey to the reader everything that they need to
know to make a decision. You can answer all the questions and you can
put paid to any doubts they may have.
It’s a fundamental rule that the most seasoned marketing pros know well:
“Long copy outsells short copy.” You need to know and understand this
important rule of sales excellence, too - but what does it mean?
We’re talking about any kind of sales copy here - the advertising copy in your
print ads, the text of your direct sales letters or postcards, the script of your
radio ad - it’s any writing used to sell what you want to sell. The bottom line is,
the more or longer the text of your sales vehicle, the better chance you have of
making a sale.
A lot of inexperienced marketers and business people don’t understand or
believe this. They think this way: “People have short attention spans. They
don’t have time to read, are easily bored, and so forth. So what you need is
short, punchy copy that gets attention fast and makes a
People only
sale fast.”
become bored in
something that
doesn’t interest
them

Well, there is a large grain of truth in this way of thinking.
It’s true that people are easily bored, that they have short
attention spans, and that it’s hard to hold human interest
with any kind of selling message for long. But experienced marketers know
ways around these problems. You CAN keep your prospects interested,
reading, and taking the time to get through your entire pitch.
For example, if you are sending out an 8-page sales letter with a lot of copy,
you need something right up top that will grab the reader and make them want
to go deeper into the text of your letter, keeping them reading. For starters,
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you need a terrific headline atop Page 1 that shouts out at readers, grabs their
interest, and which makes them a promise. That promise basically says: “What
you are going to read in this newsletter is so hot and interesting, you can’t
afford not to read on!”

‘AICDA’ – The
copywriters magic
formula
The headline is the

Once the headline does its job and lures the reader to
your first sentence, you need to keep the process of
creating interest going. This means the first sentence of
ad for the ad
your sales letter must be compelling and provocative enough so to make the reader move on to the next sentence, the next, and the
next - until they get to the bottom of the first page, where they need to be
motivated to turn the page and read Page 2, then Page 3, and so on.
See what I mean? Long copy does not have to be intimidating, boring, or a
chore to read. A good writer can grab the prospect’s interest with a headline
that sparks interest, entices, lures and makes it fun and interesting to read on.
There are tons of good ways to get this job done. It is not my intention here to
get into the specifics of sales letter copywriting excellence - the larger point is,
a well-written, compelling, enticing writing technique will never bore the
reader, but rather, get them salivating and asking for more!
Remember, advertising, whether by letter or media is nothing more than
salesmanship in print. You wouldn’t dream of sending a salesperson into a
sales call without getting them to tell the prospect what the product or service
is, what it does for them, answer all their objections and
Good copy is
then ask for the order. So, why do it in Print? It’s just
‘salesmanship in
plain common sense.
print’
In general, a letter is as long as it needs to be. Whether a
letter is long or short it is always boring and uninteresting and therefore gets
rejected by those that have no interest in the content to begin with. In other
words the letter must be targeted to those most likely to be interested in the
subject matter. When this is done they will want to know as much as possible
about the subject – a subject by definition of your targeting – that is dear to
their heart.
In addition to the pages in direct mail pieces, other items, such as lift letters, an
extra note, or a coupon all add to the length and amount of things the reader
must confront - but it all also adds to the strength of the entire sales tool. Each
additional item gives you one more shot, one more tool with which to make a
sale.
The Long Copy Rule holds true for print advertising, as well. Think about it:
What has more selling power? A small classified ad
with 20 or so words, or a display ad that can fit in say,
200 to 300 words? Of course, the bigger ad sells
better. True, a big display ad is bigger and easier to see
than a tiny classified and so attracts more lookers by
shear dint of its greater size. But it’s also that extra
space you get to make your case with sales copy that really makes the crucial
difference -- you have more words, more copy, to make your pitch, convince
the reader, tell them what they need to know, and get them to buy.
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You see, a good sales pitch needs to do five things. Those five things can be
summed up in the term AICDA -- it stands for Attention, Interest, Credibility,
Desire, Action. A good ad, sales letter, radio ad or TV spot must produce all
five. You first need to get Attention -- that’s what a headline is does, for
example. In radio ads, it’s that loud opening noise, sound or music that jangles
the listener to attention. If you don’t get their attention, all is lost. Without
attention, the reader cannot and will not go deeper into your message to get
the heart of your sales pitch.
The I stand for interest. Once you get their attention, you must give them
something that arouses interest. This can be a lot of things -- a fantastic price,
an offer for something free, or a hint at an opportunity that is yet to be named
further in the ad copy.
C is for credibility. You must establish credibility. This is done by providing
testimonials, a test study, or some solid statistics that PROVE that what you
are talking about is the truth, and of course a third party testimonial is always
stronger because when presented correctly it is perceived as independent,
whereas you are not.
D stands for desire. You must make the prospect desire or want your product.
Again, there are many ways to do this -- you appeal to emotions, hint at how a
problem will be solved, or how life will be made better if they buy your
product. And more.
Last but not least -- A is for Action! The reader must be prompted, urged,
asked, and convinced to take action. It’s amazing how many otherwise fine
sales pitches fumble at this crucial step. If you don’t give the prospect a reason
to act, clear instructions on how to act -- and even ask them to act -- they
probably won’t! One of the best ways to induce action is to put a strict time
limit on your great offer. Make them understand that they must act quickly to
get your good deal, or lose out forever.
The bottom line is, to do AICDA right, you need a certain
amount of copy to get the job done thoroughly and
effectively. The more words you have, the better off you
will be. That’s why long copy almost always outsells short
copy. It gives you all the space and word-power you need to
cover all the bases and get the job done.
One last thing: I am not suggesting there is no room in
selling for short copy. Indeed, shorter selling vehicles, such
as classified ads, have an important function. A classified
ad, for example, can prompt readers to call or write to you and ask you for
your larger selling tool. Trying to make a complete sale with a tiny classified ad
is most often folly. Making sales with small ads is just too much heavy lifting
for such a limited marketing tool. It’s far better to use a two-step approach
using the small ad to get readers to request your full-blown, very best long
copy that gets the total job of AICDA done.
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So there you have it -- long copy is better than short copy. You can and should
use both. But never have any doubt where the sale is made -- it’s with long
copy.

Understanding That ‘Advertising Is
Salesmanship In Print’
A good and experienced salesman or woman does a lot of things in the
process of making a sale. They immediately gain customer confidence and
build fast rapport. They get the customer’s attention and excite interest in what
is being sold. Through experience and a polished, practised sales pitch, they
create desire in the mind and heart of the prospect - they appeal to both the
mind and the emotions. When all of the above has been established and
accomplished, they induce the prospect to make a decision and take action.
And thus, another sale is made.
This is what a live, flesh-and-blood seller does and that’s what your paper-and-ink print ads,
your radio and TV ads should do as well, not to
mention your direct marketing materials,
including your sales letters, brochures, post cards
and more. It seems like a heavy load for an
inanimate object to carry, yet that should be your
goal. As explained, a good print ad, for example,
should produce good old AICDA -- Attention,
Interest, Credibility, Desire
Your ads are like
Action. It grabs
salespeople – they and
attention with a good
have a job to do
headline. It creates interest
with perhaps a subhead and the text of the ad
that follows. The use of testimonials and proofs adds authority, integrity and
credibility. The text of the ad, or the body copy, should also produce desire,
and finally make a call for the reader of that ad to take action. It should ASK
the reader to take action, or maybe demand he or she does so.
If this sounds rather fundamental or obvious, then take a few minutes right
now to go look at some ads in newspapers or magazines. You’ll be amazed at
how many ads-- if fact, most of them - don’t do half of this stuff. Look at how
many ads contain simply the name of a company, perhaps a brief mention of
the product and a phone number. Such an ad does little more than say: “I’m
here! Call me if you want to - anytime, now or later. There's no reason why
you should or shouldn't!” Other ads seem more concerned with being cute,
entertaining, or getting a laugh. Well, that can be nice, but does it sell?
Don’t settle for this. Your ads, in effect, should be like salespeople themselves,
doing everything a living, breathing salesperson does - covering all the bases
and doing a complete job of opening, making and finishing a sale. Don’t be
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afraid to include a lot of text in your ad. The more words you have to sell, the
better you can sell because you can accomplish all you need to do - and that
means AICDA. On the other hand, be careful to not try to make your ad do
too much - don’t confuse people. You can generally make only one point in an
ad, and sell only one benefit at a time. But once you choose a benefit and you
have focus, then use all the tools - the headline, a graphic element, body copy,
and activation information - to make a complete sale.
Just remember two things: Your ad IS your salesperson, and your ads
accomplish what it needs to with AICDA.

22

Q U A N T U M

B U S I N E S S

G R O W T H

8

Principle

P R I N C I P L E S

The Irresistible
Customer Relationship
Model
Understand your customers
changing needs

P

eoples needs and wants change constantly… Almost minute by minute
and therefore what they say ‘no’ to today could be ‘yes’ next month,
next week, tomorrow or even in a minute.

Marketing research lets you know what people want, who they are, what they
need, and so on, it can provide a baseline. But there are subtleties to
interpreting marketing research you should be aware of. For one thing,
marketing research gives you a “snapshot” of where people are at the moment.
No one ever stays frozen in one place. That means their needs and situations
constantly change - sometimes just 15 minutes after they described their needs
to a marketing research or telemarketers query! If someone doesn’t need your
product or service today, that doesn’t mean they won’t need it tomorrow, or
next week. Or maybe they need it, but can’t buy until two weeks from now
when they get their next paycheque. Often, all this means is that the time is not
exactly right for them to buy.
Persistence pays
off, so don’t give
up

Experienced and smart marketers know that taking just
one shot – a single letter, ad, phone call, face to face
contact - at a prospect is rarely sufficient. Smart
marketers know that people buy more often on the second, third, fourth or
fifth time you contact them. It’s called ‘the irresistible customer relationship
model’. It is well documented that the persistent salesperson that doesn’t give
up on the first ‘no’ can often move on to get the sale. Furthermore, experience
shows that people will often respond after they’ve received 6, 7 or more
contacts. The point is, by sequentially and systematically making the extra

23

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

efforts you can very often get a pay off where many before you have failed.
That’s where the ‘irresistible customer relationship model’ comes in.
When a prospect says ‘No’, they often don’t mean ‘No’ in the sense that they
don’t want to take you up on your offer. It may mean that they don’t “Know”
enough to make an informed decision. So you have to give them more
information, more value. Add more benefit, more advantage, more use,
enhancement, lifestyle, profit… whatever is their hot button, so the eventual
outcome is that the value you’ve presented far and away exceeds any price or
other reason they may have for saying “No” or not going ahead with your
proposition.
Let me give you an example: An acquaintance, Mike, is an expert at helping
people get private foundation or government grants for a variety of projects.
Because Mike frequently got more calls from prospects than he could deal
with personally, he decided to write a booklet on grant writing which told
people how they could get a grant on their own, and without the help of a
professional.
Mike put together a nifty sales letter which
extolled the virtues of his booklet, and sent it to
the dozens of people who called him each week.
Even though the people calling him were
obviously interested in grant writing information,
Mike almost never got a sale of his booklet after
sending his sales letter. He was selling the
information for a reasonable £11.95. Mike asked me to take a look at his sales
letter to see if anything was wrong with it - but I found it to be excellent. I told
Mike:
“Don’t change a thing. Keep sending the same sales letter. If you don’t get a
response, send a second mailing in 10 days - this time just a post card
advertising the same report, but with a $2 discount, and have a time limit of 7days to get the report at the cheaper price.”
Mike did so, and suddenly began to sell almost 6 out of 10 people who got the
postcard after the initial sales letter.
Why did it work? Many times people are almost ready to buy, but decide to
pass for a variety of reasons. Again, maybe it wasn’t pay day, or maybe they
just wanted time to think it over. Whatever the case, things change, situations
change, needs change - everything changes constantly. The bottom line for
those of us who want to sell is:
The other profitable idea to remember is that your current customers need to
be regularly communicated with too. If they’ve bought once, they’ll probably
buy again – maybe a bigger, better or more expensive one, or perhaps some
additional products and services.
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Use the ‘irresistible customer relationship model’ in all your marketing - it pays
to make more than one approach and one attempt to sell.
The ‘irresistible customer relationship model’ is simply an organised
combination of mailing, faxing and phone calls to make an offer (sell a product
or service) to a prospect. It is an offer that is repeated over and over again with
variations that relate and build upon the previous mailing piece or contact.
Such sequential mailings and contacts will outperform single one-off mailings
or calls by astronomical and exponential amounts. This is also because the
target is exposed to the offer again and again and tells the prospect that you
mean business, and are concerned that he/she has the opportunity to take
advantage of the offer you’re presenting to them.
With high value products and services, mailings are reinforced and
supplemented by a number of combinations of faxes, phone calls, post cards
and/or personal sales visits. Experience proves that the best results are gained
by the use of such multiple approaches.
Vary your pitch, your method, your media or your price and keep plugging
away.

IRRESISTIBLE
RELATIONSHIP

The Irresistible CustomerRelationship Model

Contact #12

Contact #11

Contact #10

Contact #9

At this point when your prospect is
ready to buy, you have a 90%
chance of being called

Contact #8

Contact #7

You are earning top of mind
awareness

Contact #6

Contact #4

Contact #3

Contact #2

Contact #1

Nurturing slowly, your
prospect gets to know you

Contact #5

You are becoming a factor
in the prospect’s mind

You harvest the
low-hanging fruit

You are probably
the only person to
make 8 contacts
with this prospect

89.8% of salespeople have given up

79.8% of salespeople have given up

65% of salespeople have given up

50% of salespeople have given up

PROSPECT
* This chart is based on the findings of major national marketing research firms.
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Defeating The ‘Clutter
Factor’ – SAVi’s
Easy steps to ensure
you get noticed

O

ne of the biggest problems faced by businesses doing any type of
marketing in today’s business environment, is what is called ‘The
Clutter Factor’.

It is estimated that the average person receives some 2,000 commercial
messages each and every day. The average businessperson probably receives
around 3,000 per day. This includes messages from many different media
sources including, letters, emails, branding, bumper stickers, newspaper and
magazine ads, radio and television, and of course the telephone.
Think about it, this means that your unsolicited mailing
piece is just one of many that land on someone’s desk or
door mat. It then competes with all the other ‘junk’ mail.
It may not get opened and if it does then it may be by the
gatekeeper (secretary, receptionist, assistant… worse it may not get read and is
almost certainly thrown out… Your message is part of someone’s clutter!

Are you
communicating as
well as you should

Therefore, to defeat this, to avoid being trashed, ignored or disparaged, your
message has to stand out. It must rise above all the rest of the messages your
prospects receive, regardless of the media source. And in order to do this it
must be better, more noticeable and superior in the attention it generate, the
interest it creates and the offer it makes. You must use AICDA - but
turbocharged!
Your ad must literally jump out and grab the reader’s or listener’s attention! It
has to get past the gatekeeper and into the hands of the intended buyer. To do
this it must be what we term a ‘Superior Access Vehicle’ or ‘SAVi’… it drives
right through the clutter and gets to the intended party.
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Remember AICDA. By using SAVi solutions you grab Attention.
One of the best and most powerful ways to create a SAVi is to use ‘Attention
Grabbers’. These are simple but unusual items that give your mailing piece a
literal three-dimensional look and feel (‘lumpy mail’) and are usually attached
to the top of the letter.
These can then be cleverly tied into your opening headline and paragraph in
such a way as to draw the prospect in – gaining Interest.
Because your letter is now so unusual and different from the rest of the letters
your prospect receives, they are more likely to be read, remembered, and acted
upon.
Here’s a list of proven and effective SAVi Attention Grabbers with sample tiein headlines that can be used for your Quantum mailings:
Grabber

Headline
Name, as one of our preferred customers, you’re
worth a million to me!

Fake Million Dollar
Note

Name, the attached bill is just a sample of the kind
of money we can make together…
Name, check out this million-dollar idea!

Plastic Banana

Name, if your monthly expenses are driving you
bananas… we need to talk!
Name, if the money you’re spending on advertising
compared to the results you’re getting is driving you
bananas…
Name, if your employees are driving you nuts…

Bag of Nuts

Name, don’t let your underperforming salespeople
drive you nuts…

Sheet Of Wallpaper
With Little Car Glued
To It

Name, if your competitors are driving you up the
wall…

Plastic Dog Bone

Name, please be careful. Secret sources revealed
someone is having a bone to pick with you… soon!
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Necktie

Name, do your complacent employees ever make
you think of having a ‘necktie party’?

Foam Brick

Name, are your poor advertising results making you
feel like you’re banging your head against a brick
wall?
Name, this is my last ditch effort to contact you…

Plastic Shovel

Name, Ever feel like the harder you work, the
deeper you get?

Broken Straw

Name, when is this going to how you feel about
your underperforming ads (salespeople,
employees)?

Rubber Hen

Name, are supply costs making you as mad as a wet
hen?

Toy Boat

Name, this is you’re last chance to catch the boat!

Bag Of Grass

Name, are you going to let the grass grow under
your feet again?

Tennis Ball

Name, the ball is in your court!

Plastic Ear

Listen to this, Name… It’s an offer you’d be a fool
to pass up!

Stones

Name, you can’t afford to leave any stones
unturned when it comes to out-marketing your
competition!

Bag Of Sand

Name, now that the economy is down is not the
time to bury your head in the sand… Here’s an
offer you can’t pass up!

Chess piece

Name, marketing can be a complicated strategy, do
you know the right moves to guarantee your
success?
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Scratch-It Lottery
Ticket

Name, there are two ways to increase your wealth –
here’s one way… Improving the way you market is
the other!

Eraser

Name, imagine if you could quickly and easily erase
your competition from the minds of your
customers and prospects almost overnight!

Watch

Name, don’t let this timely opportunity go by!

Tea Bag

Name, sit back and have a nice cup of tea on me.

Large Match Stick

Name, this idea is so hot… I’ve got to get it off my
chest before I explode!

Lunch Bag

Name, who says there’s no such thing as a free
lunch!

Doll’s Shoe Or A Real
Shoe

Name, I just had to find a way to get my foot in
your door!

Right Shoe

Name, let’s begin on the right foot!

Pair of Shoes

Name, this idea will sweep you off your feet!

Socks

Name, this idea will knock your socks off!

Breath Mints

Name, this idea will take your breath away!

Hat

Name, here’s something I just couldn’t keep under
my hat!

Cards

Name, with these cards you only have four chances
to draw an ace. With our marketing strategies you’ll
come up a winner every time!

Canoe Paddle

Name, don’t find yourself up the marketing creek
without one of these!
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Mock Check (cheque)

Name, the above check is not redeemable at any
bank – but it could be the most valuable bonus you
will ever receive!

Band-aid

Name, Band-Aid’s are only meant to be temporary
fixes. Let me show you how to permanently solve
your marketing frustrations!

Coin

Name… Confused about your (marketing, hiring,
employee evaluation, etc.) problems? You can
either flip a coin and take your chances… Or you
can let us help you with proven and tested
solutions!

Applying SAVi’s To Other Mediums:
Faxes
If you are using faxes as another way to add variation to your marketing – i.e.
inserted in between direct mail letters and phone calls in the ‘Irresistible
Customer Relationship Model’ – you can often stimulate a response that might
not occur if the same thing were said in a letter. Again, use the turbocharged
AICDA principle to develop a Superior Access Vehicle.

Fax Openers:
Fax Message 1:
For unreturned phone calls:
Name, Please check your phone system there must be something wrong!
After _____ attempts to call you, I haven’t heard anything back from you and I’m
not sure my messages are getting through.
You may want to check it out.
Kind regards,
Your name
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PS – If you will fax me back with a convenient time for me to call you, it would
make it easier for both of us. I need approximately (number of minutes), and I
promise it will be worth your while.

Fax Message 2:
For unreturned phone calls and letters:
Name, I’ve trying very hard to get hold of you so that I can help you quickly and
easily bring in more customers.
Please place a tick next to the reason why you haven’t returned my call and fax it
back to me:
 You really want to speak with me but you lost my message and forgot to call.
 You’re simply not interested in what I have to offer at this point in time but I
should call you on:__________________________
 You had an urgent meeting with the President (Prime Minister)
 You were on a business trip in the Antarctic and forgot your mobile phone.
 You reasoned that not returning my calls would be a good power play but if I
grovel enough you’ll graciously call me back.
Seriously, Name, I’d like to speak briefly with you. I only need (number of
minutes), and I promise it will be worth your while.
Regards,
Your Name

Telephoning
Getting past the gatekeeper, receptionist or personal assistant on the telephone
can be even more difficult than getting a mailing piece read by your prospect.
Therefore, creative flair, steadfast persistence and determination, and the
gumption to dare to be different can do a lot to help you.
Some people don’t think they have any or all of these attributes. But nobody
knows it but them. If you’ve never met your prospect before, they don’t have
any idea of what to expect from you. By simply acting as though you are a
‘certain way’ will convey the impression to the gatekeeper that you are, in fact,
‘that way’. This is not to say that you should be something or someone other
than who you really are. It’s just that by assuming an air of confidence and
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determination you can generally make more of an impact than you can by
being quiet, reserved or timid.
Generally, the more senior the executive, the harder
it is to reach them. But possibly, the more they will
respect a person with dogged determination,
confidence and something of importance to say as
well as the ability to say it. After all, in many cases,
that’s how they got to the position they’re in now.
In any case, your main challenge is to get past the gatekeeper, so here are some
proven telephone openers you can use when you are asked to state the
purpose of your call, Obviously these have to be adapted to your business
type:

Call Opener 1:
“Tell him/her that I have a method of attracting large numbers of customers to your
business and to keep them coming back.”

Call Opener 2:
“Tell him/her that your competitors are going to be interested in certain methods I
have of putting you out of business but I wish to discuss it with him/her first.”

Call Opener 3:
“Tell him/her that I have some great news!”
When asked what it is, say:
“I can’t tell you that, it would spoil the surprise.”

Voice Mail
Increasingly, voice mail is used. Here are some unusual ideas to tweak interest:

Voice Mail 1:
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“Hello…………. This is (your name) at (your phone number). From what I
know of your company I believe that you’ll benefit from….”
And hang up.
That’s it. Leave the message incomplete. The prospect’s curiosity should take care of
the rest and return your call.

Voice Mail 2:
“Hello………… This is (your name). I have some good news for you, call me
back at (your phone number).”

Additionally remember this: Many busy executives and business owners work
long hours, so if you phone them either before or after hours, at times they
usually answer their own phone, you may increase your chances of reaching
them.
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Seek And Identify The
Hidden Assets
Understand a company’s
true worth

I

f I had to recommend just one essay that would inspire anyone interested
in marketing and selling in any field, it might be “Acres of Diamonds” by
Russell Conwell. Conwell was a hard-boiled American from New England
who served in the American Civil War, who later went on to become one of
the best known motivational speakers of his time. Conwell developed a
legendary essay which suggested that anyone could, through careful
examination of his or her present situation, uncover “Acres of Diamonds”
present in his own situation. By that, he meant that all of us probably already
have a multitude of hidden assets which we don’t know we have because we
simply have not taken the time to look for them.
This is precisely what you should do with your current
business situation. Take some time to take stock of
everything you have, everything you own, everything you
have developed or gained expertise in - you may be
surprised to find assets you never knew you had. Perhaps
it’s your customer mailing list - if you think in terms of joint ventures - another
company may pay dearly, or trade you something of tremendous value, such as
access to their own customer list, in exchange for your own. The result could
lead you to hundreds or even thousands of new customers and new sales
without needing to invest a further penny in marketing cost to gain a whole
new round of sales.

It’s important to
take time out to
evaluate your
situation

As discussed earlier, going back to past customers can be one of the most
profitable marketing exercises a company can do.
Think some more… You may have property, equipment, machinery or
something else you can leverage as credit for a loan to expand your business.
Perhaps you have a few hundred, or a few thousand customers who are
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making payments to you on purchases they made many months ago. Such
accounts can be sources of rich deals with factoring agents, for example,
providing you with up-front money you can use right now to expand your
business, or retire debt.
I think it was Socrates who said: “The unexamined life is not worth living.” I
say, the unexamined business may be missing assets just waiting to be tapped
and used for present advantage.
Get out a clean sheet of paper and write down all of your
assets, and all of your liabilities. Don’t be surprised if new
and previously unnoticed opportunities present
themselves. The very thing you need may be in existence
right now in your current holdings, or your current
situation. But you need to turn a clear eye on yourself first to find out. Even if
what you find out is not exactly good news - perhaps you have more liabilities
than you previously thought - knowing your situation is better than being blind
to it. When you know exactly where you stand, you can take action to make
things better before it’s too late.

Knowing where
you are will help
you get to where
you want to be

So take some time to take stock and take inventory. Strive to look at your total
situation in a new light. What you find can often be surprising, present new
possibilities and be highly profitable.
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Perception is more
important than
reality

Pre-Emptive
Advantage
How to influence
perception

D

id you know that potatoes have more vitamin C than oranges? It’s
true. So why is it that many people automatically think: “I need more
vitamin C in my diet; I better go buy some oranges.” It’s because
oranges have a pre-emptive advantage over potatoes when it comes to the
vitamin C issue. For whatever reason, whenever nutritionists talks about
oranges, they almost always mention the fruit’s high vitamin C content. Sure,
oranges do have a lot of the good stuff - it’s just that a lot of other fruits and
vegetables, including potatoes, have even more. But you almost never hear
anyone bragging about all the vitamin C in potatoes. It almost seems
ridiculous.
It’s all a battle of perceptions - what matters is what
holds sway in the minds of consumers. You can use this
same perception game to gain an enormous pre-emptive
advantage over your competition. You do that by seizing
upon a positive aspect of your product, linking it with
your particular brand or name, and claiming that position as your own. Then,
even if your competition has everything you have, customers will still come to
you more often because they have linked what they want with what you have.

Perception is a
very powerful
thing

Many examples of this already exist. For example, a bottled water company
called in the American Midwest “Ice Mountain” issued a series of ads, press
releases and other promotional material describing the strenuous purification
and filtering process that made it’s water a superior product. The result was a
significant regional switch to that brand over a lot of competitors, even those
with well-established reputations for quality.
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But the real kicker is: All drinking water in any modern country must meet
more or less the same standards of purity. As it happens, Ice Mountain water
was not much different than ordinary tap water, and it’s filtration system is the
same as just about all bottled water distributors used, and also used by
municipal water treatment plants! But by projecting and broadcasting its
processing techniques loudly enough, it captured the position of being a water
produced by some kind of exclusive or superior technique, and thus gained a
pre-emptive advantage over the others.
When you capture a particular position pre-emptively, you also prevent others
from using it as effectively. When others follow suit, they are perceived as
playing catch-up, or having had to change to match an original superior. That’s
not the position you want to be in. Rather, get in first and gain the pre-emptive
advantage.
Best of all, you may not have to change anything about your product, or
anything that you are doing. By simply telling people how you do what you do,
or just what goes into making your product a good one, you can create the
perception that you are doing something special, and by implication, say the
others are not. That's how you gain a pre-emptive advantage.
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Using Competitors To
Generate Sales
Be creative…
use competitors to create sales

G

etting hot leads on hot prospects who are likely to buy from you in
one of the Holy Grail’s of the anyone in business. Unfortunately, too
many entrepreneurs are stuck using the same old methods to attract
customers -- advertising, direct mail, and others. Sure, you still have to use
these tools, but to rely on them totally is simply too risky. I like to encourage
people to think outside the box in their search for leads on new customers.
If you need some leads, why not get
them from your competitors? Sound
far fetched? Why on earth would a
competitor send a lead to you? The
answer is: when there is something
in it for that competitor. For example, a small used car
dealer approached a major dealership of primarily new
cars and asked one of the best salesmen there if he had
any prospects in his files that he had tried to sell a
number of times with no luck. Indeed, he had - he called it his “dead duck”
list. The used car dealer asked for the names and said he’d like to try selling
them cheaper, used cars, and if he did, he’d give his host a commission on
each sale. They agreed, and several car sales were made and commissions paid
as promised. Now the two regularly work together, trading names every so
often, with the result is that they both get more leads, more sales and more
commissions.

It’s a win-win
opportunity that
boosts the bottom
line

38

Q U A N T U M

B U S I N E S S

G R O W T H

13
Principle

P R I N C I P L E S

Taping Into Others To
Generate Sales
New business can come from
unexpected sources

A

nother way to find leads for your business is to find completely
different kinds of sellers who have contacts with clients and ask them
to sell for you on a commission. For example, an electrician made a
deal with an insurance salesman who frequently went door-to-door selling
policies. Once his own business was completed, and whether he sold a policy
or not, he would simply say: “Oh by the way, I have a good friend who is truly
a top-notch electrician who does excellent work and his rates are reasonable. If
you ever need a good electrician, maybe you can call my friend.” The insurance
guy carried with him a supply of the electrician’s business cards, which he left
with each contact. The insurance man was glad to do it, because it took only
seconds to make the recommendation, and he also got a commission every
time the electrician landed a paying client. In effect, he had been given a
greater chance to come away with some money even when he failed to sell his
primary product - insurance.
Correctly setting up many of these ‘Lead Relationships’ with businesses or
salespeople that talk to the same type of customers or market that you want to
reach, can provide you with a low or no-cost sales force that can literally
generate many, many thousands of leads per year!
So look at other people and other businesses that have frequent contact with
people that may also be potential clients for what you sell. You may also agree
to pitch for each other on an ongoing basis - it’s a simple fusion marketing
technique or a kind of joint venture arrangement where non-competing
businesses send leads to each other, and everybody benefits.
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Joint Ventures & Host
Beneficiary Alliances
What it is
and how to set one up

T

hey go by many names - joint ventures, fusion marketing, strategic
alliances, cross promoting, host beneficiary - but they all involve some
form of the same thing - one company getting together with another,
or several others, to help each other find more customers, make more sales
and make more money. Everybody benefits.
What if you could almost instantly find the names and
addresses of, say 10,000 or even 100,000 all-new
prospects who are guaranteed to have strong interest in
what you are selling, and then send each one of them
your best sales letter - and none of this would cost you a
penny? Well, it’s not only possible, but it’s something many have done dozens
of times, and the payoff can be simply phenomenal!

Joint ventures are
a great way to
boost your
business

You accomplish it with what is called a “host-beneficiary relationship,” and
nothing could be easier. Here is how to get it done:
Contact another business in a complementary market – one that deals with
similar customers and does not compete with yours and ask them to let you
mail your sales materials to their customer list. You can either include your
materials - endorsed by the host - onto something the host company is already
mailing anyway, or have your materials be the primary mail piece.
Why should the host company agree to do this for you? Because you will offer
them 50% of all profits you make from the mailing. If that seems like a lot,
remember you’re not only getting the mailing done for free, but you’re finding
a rich market of highly qualified prospects with a strong chance of wanting to
buy from you. The host company makes a pile of money they would not have
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made otherwise - and you make a lot of sales, make a profit, and best of all,
find a lot of new customers you can sell to again and again in the future. It’s a
classic win-win situation.
Because such host beneficiary relationships are so profitable, you can afford to
be generous in making your proposition to a potential host. If your
prospective host needs more convincing, offer them a sweeter deal -- say 60%
to them and 40% for yourself. You still make a profit. Even if you have to give
them 100% of the profits the first time, and the next mailing is 50-50, it’s still a
tremendous deal, especially if you do several more mailings.
No matter what your business, there are almost certainly dozens of
opportunities right now for you to team up with another business to conduct
joint mailings. Let’s look at just a couple of examples:
1. A car insurance broker teamed up with a number of used car dealers.
He had each of them send their client list a letter on the car dealer’s
own stationary, recommending they call him for a great deal on car
insurance. The insurance broker composed the letter, which the car
dealer put in their stationary and signed their own names on. In this
case, the insurance man even offered to pay for the mailings, in
addition to half the net profits of each new sale tot he hosts. In one
month, the insurance broker garnered nearly 400 new clients. Even
though half the profits went to the hosts, all future business - including
policy renewals - was all his to keep.
It’s important to keep in mind the long-term view with host-beneficiary
relationships. Even if you have to offer very generous terms initially to your
hosts, captured customers often become repeat customers (Lifetime Value Of
A Customer) that can keep generating sales and profits for years to come.
2. The owner of a complementary health business was approached by a
health food store. Again, using the host’s stationary, clients were
recommended to visit the health food store -- and if they brought the
letter in with them - they got a free bottle of vitamin C with their
purchase of £20 or more. The response was simply terrific - a flood of
new traffic into the store. The match was a good one - people who
seek complementary therapy are highly likely to be health conscious
and will be interested in the wares of a health food store. Notice in this
example, the health food store strengthened the offer by including the
element of getting something free - providing a reward and incentive
for complementary health clients to come in.
The basic content of a host-beneficiary relationship is strong enough on it’s
own, but with some thought and planning, you can make it even more
powerful by working in added incentives, such as including discount coupons,
offers for free items, and more. Also, remember this: finding new clients on
your own is an expensive proposition. You must advertise, buy mailing lists,
pay for mailings and more, and even then you may get cool response.
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When you tap into another company's captured customer list, you instantly
gain the benefit of the thousands, perhaps even hundreds of thousands of
pounds they have spent over the years to build up that list. The stronger and
closer the relationship that the host company has with its customers the higher
the response and success rate. All you pay is the share of your profits that go
to your host while making a profit yourself.
I urge you to try this idea right now. A host beneficiary relationship is one of
the best ways I know to get a lot of new business - and cash flow - fast!
Here’s yet another example of a kind of host alliance - a simple concept with
powerful results. An endorsed mailing is just this: You make a request or
agreement from another respected, established business to write a letter that
recommends you to their customers.
There are many reasons this kind of direct marketing
sales letter works so well. First, it doesn’t seem like a sales
letter, but that’s exactly what it is! The best direct
marketing sales letters are those that don’t look or feel
like junk mail, or a blatant attempt to sell something. The
endorsement letter is like getting a letter from a friend telling you about
another friend you should get to know, and whom you can trust. Second, it
taps into a ready-made source of customer leads already squeezed out of the
market by an established business. Third, it doesn’t have to cost you very
much money. You can simply agree to return the favour to your host, or, you
can agree to give a commission to your host for all sales that result. The latter
costs you a bit more, but it’s still a terrific deal.

It works in a way
that is mutually
beneficial for both
businesses

Endorsed mailing can be done by any number of businesses - they should be
non-competing or course, and the more complementary the better,
Professionals tend to do well endorsing other professionals, such as a solicitor
endorsing an accountant or financial adviser, but it doesn’t have to be limited
in that fashion.
Here’s a random example:
A jeweller writes an endorsement letter for a seller of women’s. It might read
something like this:
Dear Customer:
You look great when you wear one of our diamond or gold necklaces, earrings, or
the fine piece of jewellery of your choice. Now, if you want to complete your look and
be at your very best, I can’t think of anyone better to recommend for the very best in
style than our friends at Johnson Fashions for Women.
My friend Carol Johnson is the boutique manager at their new store at 123 High
St. Anytown, and I happen to know she is the very best in fitting and matching you
with the exact apparel you will need to look your best. Whether you’re getting ready
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for that important job interview, preparing for an important formal occasion, or
whenever you need to be in top form.
Johnson Fashion has a truly impressive collection - I go there myself all the time,
and I know you’ll like when you find if you pay them a visit.
Thanks for being a loyal customer. When you wear the best in jewellery and the
latest fashions, you’ll have the confidence and ultimate look to greet the world
looking and feeling your best.
Yours Sincerely
Anne Wilson
Manager
Wilson’s Jewellery
P.S. Tell Carol we sent you and get an extra 15% off on your first purchase!
It’s as simple as that. Note that you can and should write the letter yourself
and then have your host sign it on its stationary. This saves your host endorser
time and makes things easier for them.
There are many other ways different companies can get together in a mutually
beneficial relationship the permutations are almost unlimited. Even if you’re an
independent sales person, you can join forces with other individuals or other
companies to aid each other in your quest for greater business success.
We’ve already touched on some of these - the electrician and the insurance
man who get together to find each other leads for each other’s business and
give commissions to each other. The company that piggybacks it’s direct
marketing materials on another company's mailings. The car sellers who decide
to share with each other’s leads from their “can’t sell” files to see if the other
has better luck.
Here’s a classic example of joint venture excellence at work:
A maker of energy-saving fluorescent light was forced to rely on his small
direct sales force to convince dealers and retailers to carry his light fixtures and
sell them to industrial customers. He couldn’t afford consumer advertising
based on his sales, and he had no retail outlets of his own to sell his lights
directly to the end user. Building his own retail stores was far beyond his
means.
After seven years of slow growth - enough to get by and make a fair profit the light maker formed a joint venture plan with an electric utility company.
The utility company agreed to stuff the light maker’s ads in their monthly
electric bills to customers. The utility company readily agreed because the
fluorescent lights burned with far lower power usage - and if enough
customers started using them, the utility company could avoid spending

43

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

millions on building new generators to keep up with growing demand for
power.
The light maker included coupons and vouchers for his lights. After the utility
company mailed them with their billing statements, all the light maker had to
do was fulfil orders returned by energy customers.
The result: Sales poured in. Before the joint venture, this light manufacturer of
energy efficient bulbs was selling £3 million a year - but after the joint venture
deal was launched, sales soured to £8 million a year. Buoyed by this success,
the light company forged more than three dozen similar joint marketing
ventures, and at last count, was doing £15 million per year.
Here’s another example:
A marketing consultant co-ordinates home-buying seminars. As speakers, he
invites an insurance broker, a mortgage broker and an estate agent. Many
people come to hear the estate agent, but while there, the insurance broker
gets to talk about what he can do for those buying homes. The mortgage
broker also gets to talk about how he can provide funding to buy homes. All
together, these separate professionals cover all the bases for potential buyers
of new homes and they all pick up clients. To the seminar attendees, the three
professionals look like a team - but they’re all independent guys who are
simply taking advantage of the natural synergy their expertise entails. Oh yeah,
and the marketing consultant gets his seminars filled because he is providing
such a broad range of useful information.
Again, joint ventures can be many things, and the subject could easily fill an
entire book by itself:


Trade mailing lists with other non-competing businesses.



Do endorsed mailings.



Insert a plug for your product in another company’s ads (like Coca
Cola does with McDonald’s).



Share demographic data with complimentary businesses.



Do joint mailings.



Share mutually beneficial technical and research data.

The list could go on and on, some of which have already been mentioned and
others we’ll discuss in forthcoming pages. There is no set formula and no rules
in joint venturing. The important factor is to find joint venture partners who
can supply elements that you lack… Be it expertise, finance, time, effort,
prospect or mailing lists, whatever.
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The point is, joint ventures are not only easy, but an exciting and effective
method to boost your business into new markets and profit levels.
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Conversion And Closing
Devices
Discover the real benefits of
templates and prompters

U

sing tools - check lists, registration forms, order forms, telephone
prompters and the like can be made into extremely powerful devices to
assist in converting an enquiry into a sale and a sale into a bigger sale.

A telephone prompter for businesses that have the ability to sell from incoming
calls is an very powerful method to convert enquiries to sales. All you have to do
is follow the script.
The impact of this simple methodology is nothing short of amazing. One client
of mine reported that their conversion of telephone calls to sales went from 2
sales out of 10 enquiries to a staggering 8 sales out of 10! That was just from
following a telephone prompter.
Businesses that operate in a highly competitive environment will benefit
enormously from this strategy because you can literally capture the price
oriented enquirer and turn them into a sales closing call or sell them right there
on the phone.
Your business must operate on with the philosophy that every incoming call
into your business has value… Every customer contact is an opportunity.
When adapting the prompter for your use remember this valuable secret to
selling more... Never, ever, reveal the price or details of your product or
service without telling them precisely what your product or service will do for
them and why you are the only solution.
Additionally, with a prompter you can record their responses and use their
very statements in your quote or proposal to them – you can write in the
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things about your product or service that they have stated are important to
them.
Here’s an example, let’s say you're in the double glazing business and you have
a question in your form that asks if they want a 20 year guarantee or special
security glass then you would put into the quote or proposal something like:
"Your new XYZ Co. windows are manufactured with special unbreakable glass that
provides you with security and peace of mind”. And “Your XYZ Co. windows comes with
an unprecedented 20 year guarantee that means…”

Prompters For Sales Staff
Prompters should also be used by sales people or field staff. The prompter can
take the guise of an order form or signing off docket or registration form.
On this you list the searching questions designed to uncover needs or wants
and then ask the prospect or customer if they would like to buy a product or
service that meets this requirement.
For instance, a garden maintenance business that has gangs of gardeners
working on peoples property each day can have a’ job completion’ form. This
form could also have a list of other services or products offered by the garden
maintenance company… such as security fencing, ground levelling, clearance,
tree surgery, etc. Against each of these is a tick box. The gang leader has to run
though each of these before getting the completed work signed off at the
bottom. Obviously, offering an incentive to the gang leader will go a long way
in increasing a positive response.
Simple but very profitable.
Just adapt the questions to your business, put it into action and watch your
sales climb.

Qualifying Questionnaire & Phone Script For In-Coming Calls.

For Private Coach Hire
Good morning/afternoon, XYZ Coaches & Tours, This is …………. How may I help you?

May I take your name please?____________________________________________________________________________

And your phone numbers? (Work)______________________________ (After Hours)_______________________________
47
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Where do you wish to travel to? _________________________________________________________________________
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Leveraging & Licensing
Your Greatest Asset
Use your experience
to identify commercial opportunities

R

ight now, I have no doubt that just about anyone reading this has an
‘Aladdin’s Cave’ of potential money and profits locked up inside their
own heads, just waiting to be let out. Whether you sell computers, fix
cars, or work as a chef for a restaurant, you almost certainly have accrued a
certain amount of knowledge and expertise over the years that others will pay
to get.
Here’s an example: After putting her four children through university, Jean, a
housewife with no job outside the home, was elated when her last child
graduated, not only because she was happy for her children, but because it
meant an end to wading through the almost endless bureaucracy of all those
mind-numbing forms and applications for student grants, loans and various
other red tape. Then a friend from her neighbourhood asked Jean for help
with her son’s university entrance applications. She said: “Jean, I know you’ve
put four kids through college so you must be an expert at this.”
Indeed she was, so an idea and a new business was born. Jean took out a local
ad and pitched herself as a university financial aid consultant. Her ad said
something like: “Need money for university? I’ll help you find it!” For £70,
Jean would sit down with parents and future college student and find them
every form, application and legal documents they needed, help them fill them
out, and get them sent to the right locations - all in one session. A typical
consultation of this kind took about 90 minutes, and often less. The result was
that Jean was earning perhaps £40 to £60 an hour as a paid consultant. Many
people were more than glad to pay because they knew that Jean saved them
countless hours of frustrating form filling and paper pushing - and they also
knew Jean might uncover sources of student financial aid they may not have
known about otherwise.
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Ironically, Jean herself never went to university - but now she was making £60
an hour - which a lot of college grads would be thrilled with these days! And
now that she was getting paid for filling out university forms, it wasn't such a
drag anymore. Best of all, Jean loved helping other people and she felt
appreciated because people loved her service.
The point is, no matter what you’ve been working at, or
even doing as a hobby, it’s likely you can leverage that
expertise and make it a valuable cash generating business.
There are many ways to package and use your
knowledge; one-on-one consulting, conducting seminars,
write a book about what you know and market it, or how about publishing a
newsletter? You’ve worked hard gaining a lifetime of experiences - why not
put them to good use?

Experience paths
the way to
opportunity

Here is an idea that’s similar, but takes a different angle. It involves packaging
your best ideas and licensing them to others for a fee or percentage of future
profits, or both.
For example, a lady, ‘Jill’, who was a former newspaper reporter with a major
metro daily newspaper, grew tired of big city life. So she moved back to her
rural small town where she grew up. She started up a new, one-issue per week
newspaper that covered the happenings of her small town. Now, this town
already had a newspaper, but she put together such a new, exciting and fun
publication, she was able to drive her venerable competitor out of business in
just five years - and that newspaper had been in existence in that small town
for nearly 100 years!
Jill enjoyed the good income of being the only publisher in her small town,
and had all the advertising market to herself. Yet, the limited population in her
coverage area meant she could only grow so large. Always the restless
entrepreneur, Jill hit upon an idea that would soon make her rich.
Jill, in effect, “bottled” her method for establishing an all-new local,
community newspaper by writing down all her methods of getting started,
marketing, gaining the support of advertisers and readers, and put it all in one
easy-to-read manual. She also made up a super-easy-to-use template for laying
out a newspaper and put it on computer disk. With this template and her
manual, Jill started making contacts in other small town around her state, and
in other states as well. For £350, and 15% of all profits on the first two years
of business, her customers got the manual and the ready-to-go template everything they needed to start their own successful newspaper.
Within less than half a year, Jill had racked up £200,000 in licensing
agreements. Some of the new newspapers failed, but she still kept the £350
start-up fee. And those that survived and prospered continued to pay Jill their
15% over two years - and the cash really rolled in.
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What is your area of expertise - and can you “bottle” it like Jill did? This idea
often works even with something much more simple - maybe you have a
method of selling used cars, or perhaps an exclusive recipe for making a
certain ethnic food and a plan to market it - it can be just about anything. Take
what you or your company knows how to do well, have proven to be a success
at, then package and license that knowledge. A lot of other people will pay
dearly for it. You’ll be helping them get started in a new business and a new
life - while making yourself a lot of money!
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Direct Response
Advertising
Make it personal…
what’s in it for them

O

ne of the most common, expensive and painful mistakes people
make in their advertising efforts is the use of what is known as
“institutional advertising” or “image advertising”. What is that? Well,
it’s probably the majority of all advertising you see every day. Institutional
advertising is most often used by the big players - McDonald’s, Ford, Nike and
all the rest. Institutional advertising does not necessarily sell anything directly.
Rather, it promotes the company as a whole. Institutional advertising is all
about name recognition and company image. It beats a constant drum which
keeps the name of the company in front of as many people as possible, as
often as possible.
What’s wrong with this? Nothing for the mega-rich
corporations that can afford it, who want to satisfy their
egos or show their shareholders how good they are, but
for a small, savvy lean marketer, it’s a fantastic waste of
money. What you need to do with your advertising is make sales, not
necessarily build an image. That means advertising your specific product or
service, and not your company. It means telling your audience exactly how
they will benefit from buying your specific product right now, where they can
get it, and how they can take immediate action to get it.

The purpose of
advertising is to
sell something

The fact is, people don’t care about you or your company - don’t take that
personally. That’s the way it should be. What prospects care about are their
own needs and wants, and you should appeal directly to that. Tell them about
your product and how it can make their lives better today. Educate them about
why they should buy it, why they need it, and why it’s a great deal for the
money.
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Forget about all this: “I’m here!”, “Me too!” advertising. Don’t waste time
bragging about yourself and your company. Put the focus on the buyer - his
and her most vital needs right now - then offer them something that scratches
their itch, fulfils their need, or solves their problem.
Most beginning entrepreneurs - and also many
experienced ones - fall into the trap of going with
institutional advertising simply because they see everyone
else doing it all the time, and everywhere. They assume it
must be working. If you’re a giant corporation with an
astronomical advertising budget, great. But if you’re a lean and hungry small
business - or even a moderately sized or large business - use direct marketing,
appeal directly the client's interests needs and wants. Sell a specific product
with specific details and benefits.

Revisit the direct
mail approach and
wipe away your
competition

I could go on further about this important topic, but I want you to get the
fundamental concept here - sell a specific product tied to specific needs and
problems, and you’ll some day be big and rich enough to buy the kind of
institutional advertising that makes you just that - a veritable institution… That
is if you want to waste your money!
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Testing Is Scientific
Marketing
Test and measure…
It’s imperative

O

ne of the biggest reasons for business failure is simply a failure to
consistently test the results of all marketing efforts. Because
marketing can be expensive, not knowing what is working and what
isn’t is madness. It’s a sure path to disaster. Marketing doesn’t need to be an
art – It can be a science.
Many businesses spend money on advertising in various
print mediums believing that the ads are doing fine. The
ads may be bringing in steady profitable sales. Typically
though, when asked which ads, in which publications, pulled the best results,
they simply didn’t know.

Test, measure and
grow

Wouldn’t it be nice to know that if one of the ads wasn’t doing too well, or
maybe nothing at all, that they could use this information to drop it and stop
throwing away good money?
It’s only common sense! But how do you measure one ad, sales letter or offer
against another? The answer is to include ‘identifiers’ or ‘keys’ so that you
know which orders came in from which ads.
Imagine if they discovering that an ad costing £800 per run in a local
newspaper was resulting in almost no sales! So that’s £800 they could have
kept in their pocket! Worse yet, they may have run the ad 15 or 20 times - at
£500 per ad, that’s £12,000 to £16,000 in lost money!
Can any business afford to lose that kind of money? No way! But if you don’t
test, you don’t know! Every tool you use to get business, whether it’s a direct
mail piece, a flyer, a radio ad, a post card - must be tested! When you don’t
test, you’re working blind. You may not only be losing money, but you also are
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not discovering what is working wonderfully well, and thus allowing you to put
more resources into that successful marketing, to bring in even more business.
Including an ‘identifier’ on an ad is as simple as giving the responder a specific
phone number to call or a specific department number to include on the order
or coupon when they send it in. Then you know exactly where the order came
from and which marketing device, i.e. ad, sales letter, etc, got the best result.
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You should also be testing different prices against each other. For example,
experienced direct response marketers know that it’s very enlightening to send
out a 1,000 mailers with a high price. A 1,000 with a medium price and a 1,000
more with a low price. The results can be surprising. Often, the highest price
brings the best response!
Testing specific aspects of an ad is also very interesting. For example, changing
just one word on a headline can increase the response to that ad by 2,000% or
more, even when the rest of the ad - the sales copy, the
Regular testing
offer, the price - all stay the same. You can also leave the
ensures long-term
success
headline alone and try a different angle in the body copy
of the ad; the guarantee, the coupon, one or two step
approach, etc and see what difference it makes.
Furthermore, never stop at a great response.
Benchmark it and then see if you can better
it. What is the maximum response that you
can pull? Test more!
Test on an ongoing basis. Sometimes a
change can make the response worse - but
that’s a valuable lesson too. Now you know
what NOT to do! The bottom line is,
however, that the business that tests all
aspects of their marketing effort is a business
that is honing its marketing efficiency. Once
careful testing reveals a powerful response
pulling marketing device, the long-term value
of having that device can be unbelievable.
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ADVERTISING AND PROMOTION RESULTS ANALYSIS
A

Date the ad or promotion ran or letters sent out

B

Promotion Name

C

Ad Code

D

Targeted Market

E

No. of Letters Sent

F

No. of Responses and Percent of Response

G

Number of Sales

H

Sale Value
Price per unit______ x no. of sales:_______

I

Less Cost of Fulfilment (Packaging, product, shipping, etc.)

J

Less Cost of Promotion or Ad
 No. of letters: ________ x stamp/letter: _________ =
 Printing of letters/unit: _________
=
 Envelopes: _________ no. of letters:____________ =
 Stuffing envelopes (labour): ____________
=
 Grabber/unit: ________ no. of letters: __________ =

K

Net Profit (Loss) on Promotion
(Total Sales less cost of promotion and cost of fulfilment)

L

Profit-Loss per £ spent on promotion
(Divide net profit-loss by cost of promotion)

Number

Comments:
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Upselling
An opportunity to make
more money, quickly

H

ere is a selling technique that is very similar to back-ending. A backend sale is when you sell a second product after the first. Upselling
involves selling enhancements or additions to the original product
you have just sold. Anyone who has purchased a new car has experienced the
upsell – car dealers use this technique very aggressively and successfully. After
you agree to buy the car, the representative takes you down a list of options
you can agree to add to your new car right now at the point of purchase:
antirust coating, mud flaps, larger engine, automatic transmission, the bigger
better stereo, a GPS navigation system - the list can be long. Just about
everybody agrees to at least some of the additional options, and the bottom
line is, the car dealer can make several hundred to several thousand pounds in
extra profit without having to capture an all-new customer and sell a whole
new car!
There is no reason why you should not engineer upselling into your sales too.
By reviewing your closing strategies you could increase your average sale by
15%, 25% or even 40%! Just by asking a simple question or utilising an easy
process.
Sellers of home electronics equipment have recently discovered the magic of
the “extended warranty.” When you buy a new TV, stereo, or computer, it
most likely already has a one to three year warranty against product defects.
But for an additional £25 to £150, the warranty can be extended another year
or so. Studies show that only 12% of customer who opt for the extended
warranty actually end up using it. That means 88% of all those extended
warranty sales are pure profit for the seller - money they would not have had if
they hadn’t simply made the offer.
Super-size sales
and increase
profits

Upselling can be as simple as asking a restaurant patron if
they would like desert after their meal (McDonalds ask
‘Would you like to go large?’), or asking a cinema goer if
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they would like to add a box of chocolate drops to their purchase of popcorn.
The upsell takes only the few seconds of time it takes to ask the customer who
has already bought to simply buy a little more right now. It’s an almost
effortless and inoffensive way to dramatically increase your profits.
It doesn’t cost any
extra money to
make use of upselling

No matter what you sell, you can almost certainly upsell
it with some kind of ready-to-go enhancement or add-on
- not doing it is a lost opportunity to make a whole lot
more money effortlessly, quickly and easily.
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Tell Them Why
Why should they buy
from you

H

ere’s a light bulb that looks rather funny, although it screws into any
socket the same way any other household light bulb does, and it lights
a room as well as the normal bulbs. But this new, funny looking light
bulb costs £10 per unit, and you can get the normal ones at three for £1.29. So
why should anyone buy the funny looking light bulb for $10?
Well, the funny looking light bulb is a new energy efficient design that burns
more 858% less energy than does the ordinary bulb does, and lasts easily five
years or more. Over the lifetime of the new kind of bulb, you save more than
£258 in electricity cost, and you don’t have to replace the bulb 25 times as you
do with the cheap, normal ones.
To get a customer to pay £10 for a light bulb when they are accustomed to
paying a pound, they really need to know why. If your explanation is good
enough, as in the above example, they’ll buy your item more often.
Often if your price is very low, the result can be fewer
sales because even though people love bargains, they may
be suspicious. They think: “If it’s that cheap, there must
be something wrong with it.” But if you tell them: “We
need to reduce our inventory now because we don’t have
enough room in our warehouse for the new stuff that is coming in,” that can
be a logical explanation that sits well with the prospective customer and
therefore be viewed as a good opportunity and a bargain.

If you don’t tell
customers why
they should buy
from you no one
else will

Your “Why” factor can pertain to the quality of your product, why it takes so
long to deliver it, or why it’s clearly better than your competition’s product. I
encourage you to take a close look at whatever you sell, then put yourself in
the position of the buyer, and ask, “Why that price?” “Why is it so small?”
“Why should I buy now and not later?” “Why is it worth waiting for?”
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Many businesses offer highly publicized discounts…. 40% off all fitted
kitchens. All stock must go 20% off, etc – Without giving a reason why you
are making such great offers, this strategy can be not only ineffective and
counterproductive but also very damaging to profitability. The fact is that
many buyers today are highly suspicious, sceptical and outright cynical about
such offers, to the extent that they view them as a ploy, a con or just totally
ignore them.
Giving the buyer a reason why you are making such a great offer justifies and
adds believability.
The better you educate your customers and pre-emptively clear away any
nagging “whys?” that can easily be lingering in their hearts and minds, the
fewer obstacles there will be for the customer to make a decision to buy now.
Doing so will make the offer more convincing and the prospect is therefore
more likely to buy.
You can often get a clue to what the most important “Why?” questions are by
listening to your customers when they come in to look at your product and ask
questions about it. If you notice a common theme or pattern, why not go
ahead and answer those questions in your ads and sales letters. The customer
may more often come in pre-sold because they already know what they need
to know to make a buying decision.
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Admitting A Flaw
Honesty…
discourages scepticism

H

ere’s a logical and natural follow on strategy after ‘Giving Reasons
Why’. It might sound obvious but… Honesty really is the best policy.

Think about it… Almost every sales presentation or approach
endeavours to convince the prospect that their product or service is the
ultimate. They only tell you about the good and positive things.
And there is the problem – it is not wholly believable, it almost encourages
uncertainty and scepticism because lets face it, every product or service has a
drawback – nothing is that perfect.
By admitting a flaw you exhibit honesty – And, everything else you say or
claim is likely to be believed. Imperfection is human, acceptable and even –
expected. In effect, you’re saying: ‘Look, it can’t do this and therefore it has
that drawback but here’s what it can do extremely well and it only costs that.’
By making such a statement in your presentations, scripts, letters or ads, you
are giving reasons why the price is what it is.
This is a very powerful and compelling strategy and when implemented
convinces the hardest of sceptics simply because you have owned up.
Therefore, everything else you say is probably true.
Make a point of finding, admitting and explaining the flaws in your product or
service.
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Tell Them What They
Want To Know – Then
Lead Them To It
How to turn leads
into customers

B

ack in the 1930s something amazing and awful happened to the men’s
underwear industry… They never saw it coming...

A movie starring Clark Gable featured a scene in which Gable took off
his shirt. What was so amazing was that he was not wearing a vest underneath.
Within weeks, the bottom nearly fell out of the vest industry. Men everywhere,
who had seen the movie, stopped buying them. If the dashing Clark Gable
didn’t need a vest, maybe they didn’t need one either. They didn’t know they
didn’t need a vest, but now they did.
The vest industry fought back with ads that told men why they needed to wear
a vest. For example, a vest could protect your good outer shirt from underarm
perspiration stains, and so on. They were able to make
People secretly
vest sales come back, but not after a lot of marketing
want to be led – So which told men why they needed to wear them and why
lead them
they should buy them.
The moral of this story is that people are highly susceptible to being led - and
not only that, they want to be led.
A lot of people don’t know what they want until you tell them what they want,
and why. Advertising has been called our primary form of public address.
More than newspapers, more than magazines, more than books, TV or movies
- it’s from ads that people learn what the latest trends are, what’s new, what’s
needed, and what everybody else is using and benefiting from - and why they
should have it too.
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The lesson for you here is that sometimes you need to lead the way when it
comes to marketing your product or service. People need to be shown why
they need what you have. They may not know they need it, but you can tell
them they do, and then sell it to them.
For example, a marketer of life insurance says: “Have you ever thought of how
your family would survive if you were suddenly taken out of the picture?” A
lot of people simply aren’t thinking about a future contingency like that, but
this kind of ad reminds and teaches them that they have a need that they may
not know about, or have not thought about.
Most people unconsciously want to be led… They want
to know that what you have is going to answer their need
or want. Then you must show or tell them graphically
and explicitly how they can obtain it from you: ‘Order
now by phoning 0800 1234567’ or ‘Just cut out the
coupon, place it into an envelope addressed to freepost 123…’

Re-assure
customers that
you can provide
what they need

Tell the customer what to do.
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A benefit can be
perceived or real

Features & Benefits
Do you really understand
the difference

T

he issue of handling features and benefits in marketing messages is
critical to successful selling. This is an area where perhaps many sellers,
even experienced sellers, are most likely to make a fatal blunder. Part of
the problem usually involves confusing features with benefits. A feature and a
benefit can be one and the same thing, but most often, they are not. It’s a
mistake for a seller to assume that some wonderful aspect or feature of his or
her product will do the selling… Often it will not.
Before we say more, let’s clarify the difference between a
feature and a benefit. A feature is most often some
physical aspect of a product -- its colour, the size of its
engine, how much power it has, the quality of the
material it’s made of, and so on. Most often, a feature is “a thing.”

A feature is a
physical aspect of
a product

A benefit, on the other hand, is something more subtle.
A benefit is what the product can do for the prospect -how it can make his or her life better, how it can save
time, how it can enhance prestige, how it can make life
fun and easy, and more. So a benefit is not a thing -- it’s a
an aspect of the customer’s life that is made better.

A benefit is what
the customers
gets from the
product

Benefits come from features, which is why this confuses some people. For
example, let’s say a car has a 230 horsepower engine. That’s a feature. But what
does this do for the person who buys the car? A powerful engine helps the
driver accelerate with ease on the motorway and easily merge with traffic. It
gives the driver the power he or she needs to pull a heavy trailer. It gives a
feeling of pleasure to have all that mechanical power at the command of one’s
fingertips. All of these are benefits -- something the customer feels, gets or is
satisfied by.
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And this is what you should sell - the benefits. Benefits are what people really
care about. They want to know how their lives will be made better by the
product more than what the product is made of, or what its design specs are.
When you spend too much time talking about your product’s features, you run
the risk of "me oriented" selling rather than focusing on customer needs. You
can't assume that a prospect will naturally see how they benefit just because
you describe your product physically.
It’s much smarter to keep the focus on the customer - on his or her needs,
desires, longings, problems, demands - and then paint a picture that clearly and
vibrantly shows the customer how they can get all of the above if they buy
your product. It’s known as ‘selling the sizzle and not the steak.
When you only list details about features, you don’t do that, even though it
may seem like you are. Look at the following example:
“Our premium chair is upholstered with the finest mountain ram’s leather
which is hand-selected and hand-stitched to an all cherry wood frame. The
chair reclines to a 56 degree position, yet preserves a compact position that
takes up less space than a normal chair twice its size ...”
It sounds pretty good, but it’s all features. Ram’s leather is great, and cherry
wood is nice - but how does the customer benefit? You can’t assume the
customer will know, so you have to spell it out for him or her by describing
benefits, as in:
Our ergonomic chair is designed with your comfort in mind - the 56 degree
reclining position gives strong support to your lower back, meaning you never
experience back pain and are able to rest for hours on end without the need to
fidget, adjust or change seats. Our fine mountain ram’s leather upholstery feels
like heaven against your skin - you experience relaxation with a sense of luxury,
and your guests will be impressed by the rich look and sense of style afforded
your living room ...”
Here we see how the customer clearly benefits - physical comfort, no back
aches from sitting too long, gaining a feeling of pride or prestige from guests
who admire your excellent choice of home furnishings.
Never list, use or describe a feature without also telling potential buyers just
how that feature will affect them in their real lives, how it will improve their
lives, how it will enhance personal comfort, deliver a feeling of pride,
satisfaction, gain, and so on.
A great way to discover what your product benefits are is to make a “You get”
list. Write down “You get” 10 times on a sheet of paper, and then name
specific benefits to follow each “You get.” If you write, “You get a 230
horsepower engine...” you have listed a feature. That’s not enough. Complete
the process by also saying, “You get a powerful 230 HP engine that never

65

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

leaves you stuck or sluggish at a roundabout and thrills you when you take
tight curves on a carefree drive in the country ...”
Just remember - a feature is most often some physical aspect of your products,
but the benefit is all about the customer and what the customer gets,
experiences and is satisfied by. The latter - benefits - is what really sells.

66

Q U A N T U M

B U S I N E S S

G R O W T H

24
Principle

P R I N C I P L E S

Reactivating Your Past
Customers
How to get your
customers back

I

f something cost you, say, £100,000 in marketing expense to obtain,
would it make sense to just ignore it and never use it after you paid for it?
Of course not, but that’s what a lot of business owners do all the time. I’m
talking about your list of past customers, and lapsed customers. Each name on
that list represents every pound you ever spent on advertising, direct mail, and
publicity, and all the hours upon hours of your time spent creating those ads,
or doing the networking, or writing the sales letters, and everything else you do
to capture customers and get them into your data base.
Furthermore, it costs from eight to ten times as much to
go out and find new customers, so your past customer
list becomes even more valuable not only because you
already “have” them, but also because your past
customers already know you, have bought from you before, which makes
them far more likely to buy from you again

It’s less expensive
than acquiring
new customers

Don’t think of them as “past” customers. Think of them as “inactive”
customers with the potential to come back and buy from you again today, and
many more times in the future. But they won’t do it on their own - not most
of the time. No, you have to get proactive and start working that customer list
with a solid plan and goals for creating more sales using those valuable names.
First, if you have not contacted the names on your customer list for a long
time, or if a lot of those customers have not come back to you on their own
for a long time, you need to institute a “lost customer reactivation strategy.”
One of the best ways to get old customers back is with a letter. I’m not talking
about a normal sales letter here, but actually a special kind of sales letter called
a “reactivation letter.” Such letters take a somewhat personal tone that appeals
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to emotions, or uses slight humour to break the ice. For example, your
reactivation letter can have a headline with something like: “Wanted:
Information Regarding Missing Customer. Reward Offered.” Another
approach is more direct. It starts out with: “We miss you! We want you back!”
In the text of the letter, remind the customer that you consider them just that “a valued customer” - and that you want them back. Give them a reason why
they should come back and sweeten it with a great offer in the form an
incentive or reward for coming back, such as a discount or something free. Be
sure to ask them to take action, and you may also want to put a time limit on
your incentive offer. Make sure the letter has a good kicker in a well-crafted
P.S. - the "P.S." is the item in sales letters which gets read the most, tons of
studies have shown.
There’s nothing wrong with getting on the telephone and
calling the names on your past customer list as well.
Don’t make the called unscripted, however. This is a “we
want you back call” but it’s also a structured sales call
that will make an offer and ask the past customer to take specific action. You
should also be prepared to tell the customer why they should come back, how
they can do it if they need to know (if they have forgotten your address or
phone number, which is almost a certainty), and what and how they can expect
to benefit for doing what you want them to do - come back.

Stop trying to do
business with
strangers

Of course, many of your past customers will have reasons for not coming back
- sometimes good reasons - and you must be prepared to counter these
reasons, fix the problem, or provide a solution to whatever it is that is
preventing the customer from buying again. For example, a newspaper is
calling lapsed customers to re-subscribe. They get the following reasons for
not accepting, but they have anticipated them and have ready-to-go answers:
The experienced marketer is ready for objections and reasons not to buy, and
have an answer ready to counter. When you do provide a very good alternative
to their problem, it becomes very difficult for the customer not to agree and
then say yes.
Another inducement to get a customer back is to offer them a one-time super
deal that is too good to turn down. Here’s an example of how you might
accomplish this with a letter:
Dear Customer:
We’ve been thinking about you lately, we miss you, and we’ve decided that we really
want you back a valued customer.
In the past, you purchased our standard road breakdown plan that provided you
with complete roadside assistance in the event your car breaks down and leaves you
stranded. For £99 a year, you were assured of receiving emergency towing service,
car rental discounts, 15% off on all your hotel stays, free traveller’s cheques, free
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maps and route planning performed by our travel experts, discounts on plane
tickets, and more.
Because we want you back, and because we want to make sure all your travel
experiences are safe and worry free, you can get all the same coverage for one year at
just half of what paid for it the first time - just £49 for all the great coverage you
get with the regular £99 a year plan.
Why are we willing to give you such a steep discount? We simply want to win your
business back. We make no bones about it. We know once you experience the
safety, confidence and discount savings of being fully covered by our hazard and
roadside assistance service, you’ll never want to be without it again.
Remember that if you take advantage of our hotel and place ticket discounts, you
can easily recapture the cost of your premium. Also, towing service today has never
been more expensive. If your car needs to be towed just 10 miles, the cost can be in
excess of £200. We don’t want you to break down and be stranded somewhere, but
if it happens, £49 premium means you don’t have to worry about some super
expensive towing bill, and other charges associated with car problems.
Reinstating your plan has never been easier. Simply call our freephone number at
the bottom of this letter and tell our representative that you want our special £49
Return Customer deal, and you’ll be covered immediately. No need to send money
now; we’ll bill you later. Or you can pay with a credit card over the phone, or detach
and send in the card we have provided for you below.
If you choose to rejoin us within 10 days, you will also receive a complimentary
World Road Atlas which included detailed maps of every major and minor road in
the country, and is also packed with the names and addressed of all the best travel
destinations, best hotels, including their phone numbers, along with a lot of other
information. The Atlas sells retail for £19.95 but it’s your free for coming back to
us as a customer at half price, just £49.00.
You can also cancel your plan at any time and get a full refund of your premium,
but you still get to keep the Road Atlas simply for coming back to us and trying
our service again.
We hope to hear from you today. This is a risk free offer with a full money-back
guarantee, so you have nothing to lose. A representative is ready to take your call
right now, and thanks in advance for taking the time to consider this one-time offer,
and thanks for your past business.
Good Luck and Happy Travelling,
Sincerely,
Joe Smith
Acme Roadside Service
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Yet another effective means of reinvigorating old customers is to call them and
tell you are contacting them to give them advanced notice of a special,
unadvertised sale. Tell them that as a past and valued customer, you want them
to be among an exclusive list of people who are being invited to get some
spectacular discounts which will not be available to the general public.
It also helps to offer some truly spectacular deals at the sale - so not only do
you appeal to the past customer’s personal prestige by treating him or her like
an “insider” and a “preferred customer,” you sweeten the deal by offering true
value and real savings on something they have demonstrated an interest in
buying in the past - because they bought from you in the past!
I would also encourage you to keep mailing your lapsed customers for as long
as you know their address is good, and for as long as you know the customer is
still with the living. Experienced direct response marketers know that people
often buy only after receiving five to 10 mailings. If a customer bought from
you once, keep mailing them your regular materials, and keep doing it for
several years, even if they rarely or never respond. It's still worth doing so
because a large enough percentage will respond sooner or later and make your
effort worthwhile. Also, remember that any mailing can be made much
stronger if you follow it up with a phone call.
The ways in which you can bring back lapsed customers in limited only by
your marketing imagination. The bottom line is - your past customer list and
your lapsed customer list is almost certainly a far richer source of future
business than customers you have yet to attract and sell. You still need to
continue your efforts to find new customers to constantly build your data base
of names - but once you have those names, get the most out of them by never
giving up on them.
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Telephone Follow Up
Tips on how to make
successful telephone follow ups

U

sing the telephone for selling just gets tougher all the time. In the UK,
there is now the TPS – Telephone Preference Service – that makes it a
crime to call people listed on the register. In the U.S., the government
set up a “Do Not Call” list in which more than 50 million people signed in the
first few weeks.
The point is that telemarketing is starting to really bug people - to the point
that it may soon be illegal in some countries And even if it is not made illegal,
millions of people are saying loud and clear: “Don’t call us!”
However, the use of the telephone I’m going to talk about here is slightly
different. It involves making follow-up calls to people on a mailing list to
whom you have recently send a written sales letter, or some other form of
marketing materials. Studies show that when you combine a follow-up call
with an advance sales letter, successful sales can be increases by a massive
300% to 1,000%!
That’s a response booster too powerful to ignore. But because unsolicited sales
calls by telephone are obviously repugnant to many people who just can’t
stand being disturbed in their homes, this is a technique that must be used
with caution.
One way to get around the sensitivity of
telemarketing is to get customers to provide you
with permission to call them. Or, use your sales
letter to encourage people to call you by providing
a freephone number and the promise of a
fantastic offer if they do so. This is called “incalling” rather than the more difficult “outcalling.” You can also get customer’s phone numbers and get their permission
for you to call them occasionally to make quality assurance checks, or you can
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provide them with a freephone “help line” and encourage them to call it
whenever they have a question or a problem.
Anytime they call, you also gain the opportunity to pitch them and make
another sale, or to upsell them something associated with what they have
already bought.
Once you have made a sale to someone, you can assume it’s okay to call them
from time to time. The customer may even appreciate your effort to make sure
he or she is happy with your product, and your call to make sure everything is
all right. When you couch your telephone contacts in these terms, you create a
whole new atmosphere and attitude about the phone call, and you prepare the
situation to start making new sales.
When you do call, always offer irresistible deals, make great offers, such as:


Try our product free in your home for 30 days with no further
obligation to buy.



You are hereby invited to an unadvertised sale only a select few are
being told about.



We’re offloading excess inventory, and if you come in and buy now,
you’ll save 50% to 75% on your purchase.

Plan well and have your phone calls scripted, but train
your sales staff not to sound like they’re robots reading
canned sales pitches. They should sound natural, friendly,
polite, at ease, and eager to please. Telephone contacts
are also excellent opportunities to gather marketing
research, to ask your customers questions about their
needs and listen to their answers.

Telephone followups require a
disciplined
approach to make
it work

Using the telephone for marketing probably has never been tougher, yet this
selling tool is simply too powerful to ignore. Handle your telephone selling
efforts with intelligence and care - and focus in in-calling rather than cold outcalling, and you can realise enormous benefits and increases in sales, or at the
very least, find new leads and make new customer contacts.
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Follow Up To Even
Greater Success
View each contact as a
potential customer
"Persistence is what makes the impossible possible, the possible likely
and the likely definite." - Robert Half, Personnel Executive

W

henever a prospect comes into your sphere of influence - into your
store, calls you on the phone, requests more information by mail,
and whether they buy anything or not - you must latch onto that
person like a barnacle on whale. You think that’s a bad metaphor? Well, maybe
it is, but think of this: a barnacle is not a parasite to a whale. They actually help
the whale out. It’s what biologists call a “symbiotic relationship.” That’s when
two organisms get together and benefit each other. Barnacles help keep the
outer skin of the whale smooth and free of harmful build-ups of unwanted
algae and other stuff that could harm the whale’s skin and prevent the giant
mammal from moving smoothly through the water. The barnacle wins, too,
because it likes to eat all that nasty build-up on the outer surface of the whale.
This admittedly belaboured example explains the kind of relationship you
should develop with your clients, customers and contacts. Latch onto them
and never let them go, and let them help you by paying you money as you
provide them with products and services that make their lives better.
The key is persistence. Never consider any contact a one-shot deal. When you
sell a person once, enter that person’s name in your customer data base and
plan for ways to make future sales. Continued contact will pay off in the long
run if you persistently pursue them with future offers.
Here’s why you must keep following up:
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A. The Moving Parade
The Irresistible Customer Relationship Model and the Moving Parade…
We’ve already talked about this earlier in these pages. People are constantly
in a state of change. If they don’t want or need what you have today, it’s
very possible that they’ll need it tomorrow, next week, or next month. So,
giving up after only one or two tries or after a week or two will be
definition mean failure. Sometimes people don’t buy today because maybe
they’re short on cash at the moment. But that could be different on
another day. If you hit a person on payday, or at the opportune time you
may easily make the sale. Remember that people’s needs, wants and
situations constantly change, which is a good reason to keep following up.

B. Going Down The Ladder Of
Greater Success
Going Down the Ladder Of Greater Sales – Keeping up the follow up
means going back to clients with additional offers again, again and again.
Let me give you an example to explain what this means:
A company I know offers internet based business opportunities. It sends
out direct mailings offering a video or manual for £50 (actually £49.97) to
lists that it rents. Of say a list of 30,000, it will typically get a response of
2%, that’s 600 sales – at £50 – they make £30,000. Now that’s okay but for
these numbers and the high cost of acquisition (postage, list rental, mailing
piece, fulfilment, warehousing, administration, etc), it’s not fantastic.
Sometimes a company may do this as a loss leader - You’ll see why…
Next, they send out a different and bigger offer within four weeks - just to
the one’s that bought. Remember, these are now customers who have
already displayed their trust and keen interest by buying the first item.
They’re a qualified customer buying list. Anyway, in this new mailing, they
offer a home study course costing £400 (£397). The response rate is higher
- 10% - because they are now selling hotdogs to a hungry crowd. That’s 60
sales at £400 – They make £24,000. Less money you say, but the cost of
acquisition and fulfilment is much less, and they now have a qualified
‘house list’.
Then, they offer a one day seminar with lots of bonuses and ‘secrets’ on
offer for £3,000 (£2,997). They aim this particularly to the ones that
bought the £400 item and once again the response is 10%. That’s 6 sales at
£3,000. They make £18,000 for much less acquisition cost and big reward.
It’s nearly all profit.
It goes without saying that they use many lists too concurrently (and/or
repeat) this process.
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You may not be offering videos, manual and courses but you can apply the
very same concept to your selling efforts, no matter what you sell. The same
formula applies. You make an initial offer to a large group of people, and of
course, it helps if that offer is a fantastic deal. The ones that buy have
automatically qualified themselves as potentially hot buyers of even more
expensive items. You can keep working those same numbers, going down the
ladder, making ever smaller, numbers of sales - but of higher profit items that
earn you even better profits than selling a lot of low-priced items to greater
numbers of people.
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Guarantees
Remove the risk and
make the sale

E

xperienced marketers know: People’s resistance to buy is always high.
We’re conditioned that way - to be wary. Just think of those times you
may have been burned on some purchase. This kind of experience
sticks in the minds of buyers. They remember the sting of being “had.” Also,
most people know that advertisers often stretch or bend the truth, if not
outright lie. We’re taught from the time we’re young to be wary shoppers, and
to “always look for the best deal.”
And that’s the way it should be. If we didn’t shop with both eyes open, we’d
all be nothing more than a bunch of suckers. The trouble is, when somebody
like you is offering a product of true quality and solid benefits, easily worth the
price you're asking, you still have to deal with that same healthy scepticism.
Therefore, you have to overcome natural resistance to buy. The more you do
to put prospects at ease, the more they will buy from you.
The primary way to eliminate this perceived risk is to
reverse that risk onto yourself. That most often means an
unconditional money-back guarantee. You get the
product back and the customer gets their money back that’s it! Of course, you also need to really sell the
guarantee and make the customer know for certain that they are risking
nothing by doing business with you.

Risk reversal is an
effective
marketing
technique

There are other ways to reduce resistance to buying. One of the best is
delaying payment - letting the customer buy now and pay later. You’ve
probably seen some furniture sellers and computer stores offering deals like
this: “No payments and no interest for 6 months!” You may not want to go
that far, but it certainly works to stimulate sales.
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A stronger guarantee is to offer the product on a validation guarantee. In other
words, they only pay if it does what you say it will do.
Still another way to reduce buying resistance is to make buying easier for the
customer by offering multiple payment methods. Credit cards, payment plans,
no money down, personal cheque, cash - the more ways you let them buy, and
the easier you make it, the more ways they will.
One of the very best forms of guarantee is the ‘Better Than Money Back” or
“Better Than Risk Free”. This works by not only offering the customer their
money back but also they get to keep any bonuses or ‘freebies’ that were
offered with the product or service. These bonuses should be low cost to you
but high perceived value to the customer. So, when initially making the offer,
you should also articulate the value of the bonuses, i.e. ‘When you buy this
product you’ll also get these bonuses worth over £130 and even if you decide
to get your money back you’ll still be £130 better off just for trying our
product’.
A lot of businesspeople just don’t like the idea of a “no
questions asked” or “better than risk free” money back
guarantee. It scares them. They think they’ll be taken
advantage of by unscrupulous buyers, and yes, it does
happen. But the bottom line is this: Your sales will
increase so dramatically when you offer surprisingly riskfree buying options, your profits will more than cover that small percentage of
sales that obligate you to honour your refund offer. Also, when you treat
customers right, they will come back to you again and again, even if they
initially ask for a return. They’ll know you’re an honest dealer and you stand by
your product and by your word. That kind of reputation spreads fast, and that
means lots of positive word-of-mouth advertising which brings lot of new
customer referrals.

Offering a
guarantee
overcomes buyer
resistance or
buyer remorse

Also, if you are offering true quality and are delivering on what your
advertising promises, your return rates will be small. So sell quality and reverse
the risk back it up with an iron-clad guarantee. It works.
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Capturing
Customers Details
Your customer’s details
are a valuable commodity

A

list of customer names in an extremely valuable commodity to anyone
selling anything. Names, addresses and phone numbers of qualified
clients are big business in themselves. If you have ever dealt with a
professional list broker, you know what I’m talking about. A one-time rental of
a very hot, very clean list of 5,000 names can cost a minimum of £750, but
very often a lot more.
While you can go out and pay good money to buy lists, you also have the
power to create your own. Every customer who answers your ads, responds to
your sales letter, or comes into your store has a name, and you should have a
system in place for not only capturing that name, but all additional data
associated with that name as you can muster.
Gathering names that is keyed to buying behaviour has become a high-tech
science, but is also somewhat controversial. Laser scanners in check-out lines,
for example, can automatically capture all of the information on a customers
credit card and store it electronically. It can also key customer names to
specific products they buy. So when a person goes to the same supermarket
over a period of several months, an entire data base of that person’s buying
behaviour can be automatically tracked and stored in customer list files, which
marketers can then examine at their leisure for the purpose of shaping and
directing future marketing messages at those individuals.
I say it’s somewhat controversial because, increasingly, privacy issues are
involved. Some people feel uncomfortable with major or even minor
corporations that are subtly and automatically building up detailed personality
profiles on individuals by tracking their buying habits and behaviours. Also,
the crime of identity theft is the fastest growing kind of offence in the world.
Because of this, people are increasingly leery of giving personal information
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and additional data about themselves to anyone, including honest people like
ourselves who only want to sell them good products and services.
Taking all of this into account, you should still have a plan to capture as many
names as possible and build your own customer list and data base. Computer
technology makes it easier than ever before. Ask your software and computer
dealer for the equipment you need to capture and manage customer
information.
A personal touch still has a place in our world as well, however. That means
getting your sales people to ask people for their names and addresses, along
with the strong reassurance that you will never sell, share or use their personal
information for anything other than for interaction with your business. The
majority of people are still glad to do it.
Direct mail is an easy way to capture names and other vital information
because people need to fill out your order form and list all of their information
when they send it in to buy.
But another good way to capture names is to run
contests and conduct surveys. Many people will happily
fill out your form in exchange for a chance to win
something of value. When you use a survey, you can
combine valuable marketing research efforts with gathering names.

Look at other
ways to capture
customer details

Have a plan for gathering names and building a customer mailing list. Ask any
experienced, successful marketer and he or she will tell you - their “house
mailing list” is their most precious commodity. Indeed arguably, the most
valuable asset in any business is the customer list and, as has been discussed in
other chapters, the closeness of the relationship that the business has to that
customer list. Working the list consistently, can be a source of incredible
income for years to come.
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Segmenting Your
Customer List
It allows you to focus
on opportunities

S

peaking of your list, it can be organised in many ways, such as by active
customers, high spending customers, recently inactive customers, lapsed
customers and more. Your lists can also be segmented by average
amount of purchase, or type of purchase made. Again, it’s modern software to
the rescue. Ask your software dealer for a program that will not only store
your customer data, but allow you to easily and effortlessly examine the
information from multiple angles at the stroke of a few keys.
“Massaging” your customer data can help you find trends, spot buying
patterns and make you see opportunities for more sales you may not have ever
thought of before. When it comes to manipulating customer data, knowledge
is truly power. I don’t mean to make this sound sinister - anything but.
Another important aspect of customer segmentation is in the way that you can
use it for strategically building your business. Here’s what I mean…
A medium sized accountancy firm with a staff of around twelve was having
some difficulty growing. One of their main stumbling blocks was that they
couldn’t take on any more clients because the two partners were finding it
difficult to provide a quality service with the large clientele they already had.
The answer was to segment the customers into three lists: A, B and C. ‘A’s’
were the largest fee earners, ‘B’s’ were next in line, that also showed growth
potential and the ‘C’s’ were small businesses and low fee earners.
As a result of this simple segmentation, a strategy was formulated for the
partners to concentrate on ‘A’ clients – where the big money was and ‘B’s’ and
‘C’s’ were managed by staff who became account specialists, devoted to these
clients. Suddenly the partners had more productive time available and the
business could increase its client base enormously.

80

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

The purpose of your customer data and the patterns it reveals furthers your
goal of finding out what people like and want, providing it for them, making
them happy, while you increase your opportunity to make more sales.
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Making It Easy To Do
Business With You
It should be a key consideration
for all business

I

know an old marketing phrase that may be a bit hackneyed, but it still
rings true. “If you confuse ‘em, you lose ‘em.”

It speaks to the fundamental issue of making it easy for people to do
business with you. Let’s start with an example from direct marketing sales
letters. Perhaps more sales are lost in direct mail pieces by the order form than
anything else. If it’s difficult to fill out, if it’s confusing in even simple ways,
chances are that people will just toss it aside and forget about it. A simple test
to perform after completing the design of an order form is to give it to a third
party and have them fill it out - a process that almost always uncovers potential
problems that can be deceptively hard to spot otherwise.
Making it easy to do business with you applies to all levels of what you do,
starting right up front with the basics, for instance if you own a store:


How easy is your store to find on the street?



How easy it to find things in your store and on your shelves?



Are your sales staff prepared to answer all likely questions quickly and
clearly.



Is the first person who answers the phone ready to direct calls to just
the right source?



Do you follow-up quickly on questions and concerns posed by clients?



Do you use a freephone number, or do customers have to pay to call
you, even to just ask a question or place an order.
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Remember, your customers are not mind readers. Never assume they are “just
going to know” how to take action to buy from you, or that they’ll
automatically go to the right department, or fill out the right form, and send it
to the right address or department.
Your staff needs extensive training in knowing what the
most likely needs and problems of your customers are
going to be, and your staff should know exactly what to
do, where to direct, and how to answer all likely
questions. Employees should also maintain “the right
attitude” and understand that their goal is to present a
positive, eager attitude. Your employees should smile - yes, it’s important.
Customers must clearly get the idea: “This person understands me and is doing
all he or she can to help me, and they enjoy helping me.” And, “I like these
people they are nice to do business with”.

Staff need to be
trained and
monitored to
ensure
outstanding
customer service

Don’t just train your employees, but monitor the results. Listen to how your
employees answer the phone and observe how they interact with customers.
Without spying, make sure their functions and attitudes are conveying the
company message. Hold employee meetings and encourage them to give
feedback to you and each other to make sure everyone is on the same page
and understands your company’s basic mission - to help people and to sell
your product.
It may be a bit cliché, but it’s still true: First impressions tend to be the most
lasting impressions. That’s why the person who answers the phone, or the
person of first contact is so important. A secretary who does no selling but
who answers the phone first and is responsible for directing calls is the first
link in a chain of people who must all work together to provide top-notch
service to all who make contact with your organisation.
Simple things like putting people on hold, making them wait too long in line,
or having to endure a salesperson who doesn’t know exactly what he or she is
doing can all be sales killers. It can project an image of your total operation as
being difficult to do business with.
Does your place of business look “approachable?” Studies show that the
average customer takes just 8 seconds to decide if they are going to stay and go
further into your store, or just walk right back out. If they come in and see a
dark and disorganised mess, it’s easy to lose them just like that. Even the look
of your car park - full of litter, not well lit, or worse - can cause people to just
keep driving, rather than stop in.
Making it easy for customers to do business with you is not rocket science but doing the basic, simple things can be deceptively easy to forget. Your key
is to always look at your business through the eyes of a potential customer.
The key for your employees is training. Always tell them and yourself:


It’s impossible to provide too much service.
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Always be open, informative and approachable.



Be obsessive about following-up with customers.



Make the details of ordering and buying super easy.



Buying is as much an EXPERIENCE for customers as it is about the
shopping.

Make that experience not only easy and fun, but a pleasure to perform, and
you have the key to business success.
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Boosting Sales With
Bonuses
Understand the power
of bonuses

I

ncluding a “bonus” to make what your selling gain greater value, while at
the same time costing you very little, is a powerful way to generate more
sales, command higher prices and make your customers happier all at the
same time.
Your challenge is to find a product, service or some aspect of something that
can be added on, included or built into what you’re selling, with the most
important element being the perception on behalf of the customer that they
are getting something extra - a great deal.
Computer dealers, for example, often “bundle” software and include it with
the purchase of a computer. In fact, doing so costs very little, or perhaps
nothing, except the price of a few CDs on which the software is encoded. But
the perceived value can be enormous.
Perhaps you can offer a free book, consultation or even a free extended
warranty. As stated earlier, as few as 12% of actual buyers end up using the
extended warranty, making your risk small, but the boost to your sales is
significant.
Remember, your bonus offering does not necessarily have to be something
tangible - as an extended warranty - but give the feel and perception that what
is being purchased is a better, enhanced deal.
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Having A Back End
Learn the lucrative secrets
of your backend

I

f you have a nice back-end, you’re going to make a lot of money in sales.
No, I’m talking about that back-end! I’m talking about a selling strategy
that you simply must adopt right now - the very survival of your business
may depend on it. What is back-ending? Simply this: It means having a second,
third, maybe even a fourth product ready to sell after right after you make the
first sale. This is the way real money is made in sales, and sometimes, it is the
only way a true profit is made.
Amazingly, many businesses don’t do this.
Finding first-time customers is expensive. You have to advertise, send direct
mail pieces, pay sales people salaries or commissions, bear the cost of
telemarketing and more. Then tack on your other overhead costs, such as
labour, raw materials, or what you pay wholesale for your retail sale items.
Then calculate the time, agony and effort in getting that customer to put trust
in your service or product - only to sell to them just once. What a waste!
Add it all up and each customer you attract and sell can cost as much or more
than the profit you make from each sale.
The solution is to make additional sales to each customers you have already
bought and paid for with your marketing efforts. Each time you sell more to
that customer, it frees you from the need to pay more to find a new customer - although you still need to keep doing that on an ongoing basis.
But the point is, once you have a customer, get the most out of him or her
because you have expended a lot of resources to find that person in the first
place.
Successful back-ending means careful planning. It means having additional
products ready to go and available at the time of the first sale. Back-ending
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works best when you try to make that second or third sale right away, and not
two weeks later when the customer has already cooled off, or even maybe
forgotten about you.
If you sells shoes, also be ready to sell shoe polish, and maybe a pair of socks.
If you sell a shirt, sell a tie, or several ties. If you sell bicycles, sell as many
accessories as you can - water bottles, pumps, biking gear, such as shoes,
gloves, caps and more. If you sell computers, sell software and an extended
warranty.
It’s really a simple concept to make back-end sales, but it’s amazing how many
sellers never do it. Even if you’re satisfied with the profits you’re making on
your first sale right now, and you don’t think you need a second-tier product,
think about how much potential income you’re letting pass by, possibly to go
into your competitors pockets.
Back ending is the method to continually garnering continuing profits from
the customers that you have spent so much money acquiring and worked so
hard to get.
So take care of your back-end, and it will take care of you.
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Making Money Through
Loss Leaders
A great strategy to get
customers through the door

N

ow that you know what the back-end is, let’s talk about the front-end,
and how some savvy entrepreneurs use it to make money. Sometimes
called a ‘loss leader’, a product is sold at such an attractively low
price, it draws in large numbers of buyers. The seller may only break even, or
perhaps takes a slight loss on each sale. The strategy is, however, to make up
for that loss with a back-end sale or sales, which we just talked about above.
Does it work? Yes, this strategy has worked extremely
well for lot of smart sellers, but it’s not for the feint of
heart. You have to be willing accept the fact that some
people will take your loss-leading item and scram. And
you have to be very well prepared not only with a second
and third product, but be ready with a well-thought-out
sales strategy to make the additional sales you need to realise a profit.

The Loss Leader
strategy must be
well thought out or
you could lose
money

A studio photographer offers his services free to more than a dozen local
schools in his region. He takes the pictures for each school’s yearbooks or
annuals. It’s a lot of work and a lot of pictures, not to mention cost of film and
processing. Why does he do it? Because doing so gets him 90% of all
individual portrait business from the students attending those schools. It also
gets him work from the parents of those students.
It’s a terrific deal for the schools - they get a free photography service - and it’s
a great deal for the photographer because he corners his region's richest
market.
One final note: Your loss leader doesn't necessarily have to be a product, or a
widget, per se. It can be an informational e-book on your Web page which
people can download for free. In the book, you provide the valuable
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information promised, but also work hard to include copy in that e-book
which will lead to sales.
The same concept works for traditional special reports or newsletters which
you send by mail. As long as you use the lead offer to sell your back-end
product and offers, this is a strategy that can, and continues, to work well.
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Sell, Sell, Sell And Sell
Again
How to get your customers to
buy from you again

I

’ve already touched on this topic when I told you about back-ending,
upselling and the value of persistence in marketing. But this is such an
important topic, and such an amazingly easy, yet powerful selling tool, I
want to cover it a bit more right now.
It’s always a good idea to have a back-end product ready to offer and sell at
the time of the first purchase. But if you don’t, it’s still a good idea to contact
100% of your one-item sold customer back within 5 to 10 days. If you do, you
could easily sell something else to 10% to 25% of those people.
It’s also a good idea to simply call or write to your customers, say, within a
week after they made a purchase from you to ask them if they are satisfied
with what they bought from you, and to reassure and educate them that they
got a great deal on a great product. Doing so has many benefits, including:


Reducing ‘buyers remorse’ and the number of requests for money back
if you are offering a guarantee.



Giving you an opportunity to fix any problems that may have come
up. When you take swift action to resolve a customer problem in their
favour, you create a satisfied customer who is likely to come back again
and again and even recommend a friend to you.



You make customers more receptive to future offers.



You build rapport and start solidifying a deeper relationship with your
customers.
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You help the customer get more out of products they bought so they
will enjoy it more, and maybe use it up faster (if it can be used up), and
consequently come back to you sooner to buy again.



You get the opportunity to offer them something else… More of the
same, an upsell or a complementary product or service. Remember
every customer contact presents an opportunity – even if it’s just to
offer support.

But whatever you do, don’t stop marketing to your customer base. Make
frequent contacts with them, without becoming obnoxious or a certified pest,
and not always to make sales… Try to note birthdays, special occasions for
them - or you.
By the trust they have shown in buying from you, you have a duty –
permission – to stay in close contact. Again, the most valuable asset in a
business is the customer database and the proximity of the relationship that
the business has to the customer.
Use it or lose it.
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Testimonials
The real value
of testimonials

P

ositive testimonials about your product given by past, satisfied
customers is one of the most powerful tools known in marketing, and
you can’t afford not to incorporate testimonials into all your ads, sales
letters, brochures and more.
Testimonials are powerful tools of persuasion. Here’s
why: In the eyes of potential buyers, a testimonial is
much like having a trusted friend recommend your
product. A testimonial is that part of the ad - perhaps the
only part - that doesn’t seem like just a little more ad
hype. That’s because the message of a testimonial is not
coming from the seller himself. Customers know that businesses will say just
about anything to make a sale. Everyone has a well-developed, “Let the buyer
beware” mentality when he or she confront ads and sales pitches. We all
naturally and habitually cast a sceptical eye on most ad claims. We are on the
constant lookout for deception.

People will believe
what customers
say about your
product more than
what you say

But a testimonial from a “real person” is different. When a potential buyer
reads or sees a testimonial from an “ordinary” person, he or she gets the
feeling they are receiving an endorsement straight from the horse’s mouth, so
to speak. And they are! That’s the beauty of a testimonial. When an objective,
third party individual, who has no financial interest in your company, is willing
to put his or her reputation on the line to promote your product, it says a lot
about how good that products really must be.
Testimonials “prove” that your product is as good as you say it is. It shows
potential buyers that others have already tried and tested the product, and
found it good enough to go out and brag about it and tell others to buy it.
When a customer confronts a testimonial, he or she thinks: “Hey, it worked
for him, so maybe can work for me, too!” You can't beat that kind of
endorsement.
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The best testimonials are made by people who are or appear to be in the same
demographic group as your potential buyers. This way, the testimonial
endorsement appears to be coming from a known and trusted person.
Testimonials made by well-known people or admired celebrities are also
powerful persuaders.
If you don’t have any testimonials for your product or service, go out and get
them. Contact satisfied customers and ask them simply tell what they liked
about your product, and how they benefited from it. Have them sign their
testimonial statement, and get their permission to use it in all your marketing
mediums. If you can include a picture or live video tape of satisfied customers
making a pitch for you, all the better. Keep all of your signed permission
editorials on file for future use and reference. And because you must have
proof of permission to use another person's statement in your advertising
media. Also, get both a first and last name to use in your testimonials.
Testimonials that are signed, "Mike K., Glasgow" can easily seem faked or
simply made up, (and they often are!) Customers are wise to that.
Even if you are a brand new business and have yet to create a satisfied
customer, you should strive to get testimonials you can use. These can come
from people you know and who are familiar with your product.
But whatever you do, use testimonials! No marketing vehicle is complete
without at least one.
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The Exit Strategy
Understand the importance
of an Exit Strategy

E

very business owner should have an exit strategy. Unfortunately for
many, the reality is to be found slumped over the desk having had a
fatal heart attack.

The main purpose of the business should be to sell it at a tremendous windfall
profit. If you’re a business owners you should create a three year exit plan. In
other words, in three years time you are either going to sell it, float it or
franchise it. If you don’t wish to do any of those then you must pretend that
you will.
Why? Because in the process of making it ready to sell, the business gets
streamlined, making it more efficient, systemised and with proper processes,
policies and procedures in place.
Remember, that the definition of a business is an
entity that runs itself. You shouldn’t have to be at the
premises all the time for the business to work. Think
about it, if you have to be in your business all the time
for it to run, you probably don’t really have a business
– what you have is a job.
For the exit strategy… Buyers or investors want to buy a business that can
seemingly run itself. They want a going concern – not necessarily a job.
The problem with many business owners is that they try to sell a business that
isn’t finished and therefore end up getting a only a fraction of its true value.
You must make the business ready to sell by spending some time in
revamping, or in many cases creating a Policies and Procedures Manual. This
manual will be viewed by the astute buyer as the ‘instruction’ book to run the
company – and so it is!
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Finally, there are two kinds of money; income and capital. Very few people get
rich from income – The way to wealth is capital and the realisation of capital
can be achieved through either selling, floating or franchising the business.
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Supermarket Pricing
A proven method
of moving product faster
It’s an odd thing:
99 pence is a pound less a penny but most people do not think of it as
a pound.
£19.99 is £20 less a penny but most people see £19.
Staggeringly, a car costing £9,999 is seen as not £10,000 but £9,000
odd.
Strange but true. There is perhaps a psychological defect somewhere in us that
just doesn’t recognise these prices for what they really are. The alternative is
that we do see the real price but somehow justify to ourselves, or those that we
feel may judge us, that the price is only £999.99 and not £1,000.
Whatever the answer, supermarket pricing really works and works well! Just
look around at all the goods and services that are on offer that utilise this little
trick. There’s good reason for it – It works!
Ted Nicholas, a well known self-publisher and marketer, says that using the
number ‘7’ in pricing is even better than ‘9’. I don’t pretend to understand the
mysteries behind that but he swears that £19.97, £47.77, £97.97, etc, massively
outperforms those prices with ‘9’ at the end.
The point is this; whatever you are selling, supermarket pricing will help move
product faster. For the sake of a penny you must use it, or put better: Look
after the pennies and the pounds will take care of themselves.
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Business Expansion And
Purchasing Customer
Lists
Keep your eyes open…
here’s why

T

hroughout, I’ve made it clear that the most important asset in a
business is customers, combined with the closeness of the relationship
with them. So, if you get the opportunity to expand your customer base
- whereby you can apply all these principles and the 7 Quantum Keys - by the
acquisition of someone else’s customer base you, then should examine the
proposition very, very seriously.
Opportunities for acquiring customer bases are not uncommon. For instance,
who do you know in business that is struggling, going out of business or
liquidating? Call accountants in your area and ask them to watch out for similar
businesses to yours that are folding up or having a tough time.
Because most people don’t understand the power of marketing leverage in
business, you may be able to negotiate a very low price for the list. Sometimes
however, you may have to buy other assets to acquire the customer list, so you
need to weigh it all up.
The important thing in such an acquisition is to try to get the previous owner
to sign or endorse a letter that goes out to all his or her customers telling them
that although they are closing down you and your company are going to
continue to care, service and look after them.
One more point, if you can, negotiate to also get their phone numbers, web
address and email diverted to your business. You’ll receive calls on that line for
years to come – sometimes bad as well as good.
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Fast Cash Strategies
An instant surge of
extra cash

A Note To The Business Development
Consultant
Many businesses hit a dead spell now and then. Suddenly, the cash flow slows
down like blood flowing through an artery blocked with cholesterol! Lots of
things can cause this... A downturn in the economy, a bunch of ads that didn’t
pull, new competition stealing your business.
Stalled cash flow is no reason for panic, but it can certainly be a motivator to get
busy and do something about it. Indeed, a serious slow down may be just the
wake-up call needed to breathe new life into your business.
A lot of businesses that you consult will ask you to provide some quick fix
cures for their pressing business sales headaches. These challenges, problems
or ‘headaches’ tend to fall into three main groups:
1. Tight cash flow.
2. Not enough customers, leads, orders.
3. Redundant or dead inventory.
The quick, simple and yet enormously powerful fast cash generating strategies
detailed here can be used to give your financially fraught, slightly sceptical or
new clients (or even established clients) a rapid profit boost thereby
highlighting and enhancing your business expertise and reputation.
The great news is that most businesses are prime prospects for these
techniques, principles and strategies provided that they have one vital thing:
They have assets, many times hidden from them, that are underutilised. These
assets include past customer lists, current customer database, advertising
opportunities, salespeople, telemarketing, etc.
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What To Do First When Consulting
When you first start the consultation process with a new client, you’ll want to
make a good impression and put your best foot forward. You will also want to
produce some quick and impressive results to help justify and positively
confirm your clients great decision in choosing to engage you.
Here then, are powerful, effective and sometimes amazingly simple strategies
to give you that quick start. Here is a plethora of action packed techniques that
you can implement to immediately boost profits, turn around a poorly
performing business and jump-start cash flow. For simplicity, these strategies
are written as if to be read by the business owner.
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Sell Paper –
Pre-Purchase Discounts
Here’s a quick, profitable and
imaginative remedy to get started

G

et your customers to buy your product and service in advance.
Construct an offer whereby customers gain a significant discount by
pre-purchasing your products or services for the next year, quarter or

month.

This strategy has two big advantages:


It generates cash when it’s really needed – now.



It locks the customer in for the next year.

Of course there is a disadvantage with ‘pre-purchase’ in as much that it could
be described as ‘robbing Peter to pay Paul’, but as long as some of the revenue
raised is put aside for future expenses, the strategy can offer immediate relief
to a cash strapped business.
Here’s some examples of this strategy in action:
1. Dry cleaners could offer a flat rate on a year or three months worth of
dry cleaning.
2. Video stores can offer three movies a week for a year. Blockbuster
currently have a permutation on this by offering five videos over a one
month period for the cost of three.
3. A gardening service or landscaping business could offer a years service.
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4. A restaurant could offer patrons a special deal to its regular (or even
non regulars that you wish to become regulars) with a meal or two a
month over a year.
5. A maintenance company such as IT or handy man service can offer a
contract or regular maintenance program.
With a little imagination, this tremendous strategy can be extended to many
businesses with repeat or consumable products.
And another angle on this: Many smaller cities and towns, in order to
encourage shopping within their own community, print their own “money”
which can only be spent in the city. For example, for Brighton it could be
called “Brighton Bucks” the Brighton Chamber of Commerce might print up
“Brighton Bucks.” These look like a cross between coupons and real
currency. They can be purchased at a central location for a percentage of their
face value. If a business wants to offer a 20% discount, Brighton Bucks will
be available to the consumer for 80 pence on the pound. In other words, a
customer can get £100 in Brighton Bucks for £80. Then, the Brighton Bucks
cannot be used until Christmas season, or some other future date. The money
comes in now, and gets redeemed later. That’s immediate cash flow.
You can do the same for your business. Why not print up your own money,
and tell your customers that they can buy it for 80 or 90 pence on the pound,
and they can start spending it in 90 days, or some other time?
Call it “Company Cash” or whatever you want. Also, it’s best to print your
company cash in £10 denominations or larger. Printing single denomination
bills makes it more difficult to get more money fast. When your customer’s
come in with their company cash, make it easy for them to have the amount of
money that matches your prices best.
Imagine if you said in your marketing messages something like this: “Come in
and buy £20 notes for £18!” That’s a gimmick that’s hard to resist for the
average customer. They’ll gladly wait to use them later if they know they’re
getting a deal now, and that sometime in the future, their new money will have
fantastic purchasing power in your store!
Better yet, the company cash has advantages over the contractual pre-purchase
plan we mentioned first. That’s because it gives the customer more flexibility.
They can redeem their company cash when they’re ready, and are not obligated
to use it under the dictates of some pre-specified contract.
Make sure, however, you put a time-limit on how long your company cash will
be honoured. You don’t want people coming in five years later. It’s best to
complete the discount process according to a carefully thought-out time frame
to ensure you have the exact stock in exchange for the company cash.
Targeting holidays is a great idea. You can say: “Get Your Christmas
Shopping Done In July! Buy Discounted Company Cash Today and Spend It
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in December on Christmas Presents!” Linking it to a holiday period is an
additional, attractive selling point.
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Gift Certificates &
Gifting The Gift Giver
Revisit the way you
promote gift certificates

T

he Company Cash idea is really a kind of gift certificate, which brings us
to another cash boosting idea: The gift certificate.

Many may be already selling gift certificates, but perhaps in the same
boring old way. You might have an advertisement or a sign posted in your store
that says: “Gift Certificates available.” – which is nothing more than a statement
of fact. It’s not proactive and does nothing to motivate large numbers of people
to buy a gift certificate right away. So here’s how to inject some real life and
excitement into the idea …
Put together a special mailing piece which is sent to your
customers. In it, explain that you realize and understand
that gift giving is a chore and a painful obligation to some
people, and you have the perfect way to get all your
Christmas shopping or birthday shopping or anniversary
shopping taken care of right away, and without effort. Let them know that you
offer gift certificates year-round, or say you have decided to begin offering gift
certificates now because you have never done it before.

Gift certificates
can make you
money all year
round
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Here’s a sample letter you can send out:
Dear Preferred Customer,
Have you ever scrambled at the last minute to get your Christmas shopping done
before it’s too late? Have you fought your way through busy shopping malls, battled
other shoppers in the store, or felt overwhelmed by your need to get your gift shopping
out of the way?
Or maybe you have no idea what to get your wife, husband, or friend for their
birthday, anniversary or special occasion this year?
Well, we understand how you feel. That’s why we offer gift certificates as a
convenience to our best customers.
Better yet, we have chosen this non-holiday time to write to you about gift certificates
because we have a deal for you! Normally our gift certificates sell for face value, but
now for a short time, we are offering a 15% discount on gift certificates as a special
offer to you!
Also, for every £50 gift certificate you buy, we’ll give you a £5 gift certificate you
can treat yourself with right now! So why not get the gift-shopping monkey off your
back right now and get free £5 certificates to spend on yourself (or someone else).
Hurry! The offer ends in 7 days! We look forward to seeing you soon!
Sincerely,
Mike Businessman
Making the gift certificate offer sweeter with a bribe is an incredibly powerful
strategy. It’s impossible for an offer like that to NOT get a great response! Best
of all, you get cash coming in fast.
Here’s another super gift certificate twist: Approach a business with a large
number of employees and offer to sell them a stack of gift certificates they can
hand out to their employees next Christmas at bonus time. Many companies
offer year-end or holiday bonuses anyway. You can cash in now by letting the
company get this task behind them buy purchasing gift certificates from you at a
discount. This can be an amazingly easy way to make a few hundred, or a few
thousands sales in a single day, and get an injection of cash flow that may solve
all your capital needs instantly.
Selling paper in the forms of contract pre-purchase discounts, company cash, or
gift certificates is a fast way to generate cash flow. But be careful… Don’t
forget to keep your future fulfilment costs in mind. When the paper starts
coming in to redeem purchases, you must have the stock on hand to complete
the deal.
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Reactivate Past
Customers
How to get your
customers back

M

any businesses see their past customers as a lost cause, so much so
that they completely set them aside, forget about or totally ignore
the opportunity that they present. And yet, past customers are a high
profit, hidden asset lying within a business just waiting to be picked up and
utilised and can produce massive sources of easy revenue and here’s why… It
is said that it is eight times easier to sell to existing clients
This is a very
than it is to new clients. This is because you are appealing
powerful, quick
to people that you know need your product or service,
and simple
instead of running say an expensive ad to attract new
strategy that
customers that may reach a lot of people who may not be
works by
interested in your offer…. And here lies the opening seemingly raising
By writing out to your past customers with a special offer
the dead
you have the perfect opportunity to reactivate them.
Depending upon the type of business, product or service you offer, the
revenues generated by this technique can literally flood your business with
profits at low acquisition cost within a very short period of time.
Re-establishing contact with your past customers is an easy yet effective
strategy. Customers cease to be customers for a variety of reason:


They may have become disgruntled with a member of staff, price,
service, delivery, etc.



Perhaps they found a cheaper source or their needs changed.



Maybe they moved away.
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There are any number of reasons but what remains consistent is human
responsiveness to a simple appeal.
Here’s all you do… Write a letter, similar to that below, and post it out to your
past customers and literally wait for the stampede.
If Bribes Are Illegal, Mr. Smith…

We’re Willing To Break The Law To Get You Back!
That’s how much you mean to us… and that’s why I’ve enclosed a special Discount
Voucher with this letter.
When we don’t see our good customers for a while, it concerns us, and raises a few
questions. Did something happen to you? Are you okay? Are you still in business? Did
we do something wrong, or something to upset or offend you?
Because you’re a valued customer and it’s been a while since you’ve been in to see us, we’re
offering you a special “bribe” to get you back.
I’m sure you remember us a friendly and locally owned family company where you are
always sure of a warm welcome and a nice cup of tea. But we’re really much more than
that. In addition to having a wide array and stock of plant for hire (and for sale):
Everything from Excavators to Compressors, Breakers to Rollers and
Dumpers to Fork Lifts plus a lot more, we can also REPAIR and
MAINTAIN your large and small plant, garden machinery and even hand tools in
our fully equipped workshop facilities or on-site.
And when you include the promise of fast delivery and pickup, our guarantee of
reliability on all our plant and machinery (if there’s a problem - we’re there for you)
and honest to goodness value for money… all coupled with the best prices around,
I’m sure you’ll admit that we offer quite an impressive package for your plant hire
needs.
Now throw in the enclosed Discount Voucher (we call it an “ethical bribe”), that
entitles you to a BIG 10% off for 2 Days hire, a MASSIVE 15% off for 3
Days hire, or even a WHOPPING GREAT 20% off for hire of 4 days or
more, and you’d almost have to be a fool to pass it up!
If you’ll book and pay for two days or more of plant hire before September 30th,
you’ll get the special prices, and the savings go straight into your bank account!
So please give us another try… just give us a call on 01234 567890, or drop
by… I know you’ll be pleasantly surprised!
Kind regards,
Mike Jones
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P.S. This is a genuine discount, no preloaded or artificial prices and way
below our competitors… The kettle’s on and we’d love to welcome you back soon.

£

Summer Special Discount Voucher

This Voucher entitles the bearer to the following discounts off Plant Hire:20% Off - 4 Days (or more) Hire
15% Off - 3 Days Hire
10% Off - 2 Days Hire
ABC Plant Hire Ltd.,
East Road
Anytown
Countyshire, CY1 1AB
Tel: 01234 567890

Authorized by: Mike Jones M.D.

Expires: 31st August 2002

Not redeemable for cash

ABC PLANT HIRE
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Bring Dead Inventory To
Life
Turn dead inventory
into cash

I

f you’ve got dead inventory, you’ve got several problems in one. First, you
have money tied up in that inventory, money you could be putting to
good use. Second, you may be paying to store it. Third, the longer it sits,
the more its value may fade, especially if it’s a perishable or degradable
product. And more.
So it makes sense to move this stuff out. That may mean slashing prices till it
hurts -- but if that gets the stuff moving and brings in cash, you’re better off in
the long run. Sometimes it’s better to lose some profit in exchange for good
old liquid cash, which you can use to bolster advertising, direct mail and other
marketing efforts.
Another idea for dead inventory: Start giving it away free! Why? Because you
can tie that freebie to sales of other products. Use your dead inventory as a
sales stimulus to get your entire operation going.
Now here are a dozen more creative dead inventory ideas:
1. Instead of trying to sell the stuff one item at a time, offer the whole
shooting match to someone for one, low price. You eliminate
inventory immediately, and get some badly needed cash. This has the
added advantage of not having to advertise or spend money on direct
marketing. Just make some calls, make a great deal, and unload the
inventory. Who will buy it? Another business might. If the price is
really low, how about a charity or non-profit organisation? When you
sell to a charity, you get some cash, and also build your image as a
business with a heart. Offer your entire load to a charity or non-profit
organization at one rock-bottom price.
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2. How about an overseas market? With a couple of phone calls, you
might be able to move the stuff to another country. What doesn’t sell
fast here may blaze off the shelves as an export product.
3. Trade dead inventory for advertising. Why not approach a media
provider and give them your inventory in exchange for some ads? You
might be able to work out a deal.
4. Look for another company that is looking for a “free gift” idea for one
of their own promotions. Give them a great deal on your dead
inventory, and you’ll both win. Look for a company that would be a
good “fit” for what you want to unload.
5. Barter it. Trade your dead inventory for some other kind of inventory
you feel you can sell more easily.
6. Try a tandem mailing with a compatible company. Do a co-operative
mailing while sharing the postal and shipping expense. The benefits of
this method are many. Each company will gain the advantage of
accessing the other’s mailing list. If things go well, the right
combination of products will stimulate sales for both of you. Both you
and the other company should do better than you would with
individual mailings. Advertising costs can also be shared.
7. Small Lots: If your dead inventory consists of small lots of several
different items, maybe your best bet would be to make connections
with a person who sells at open public markets, “crazy day” sales, car
boot sales, or even flea markets. Large scale flea-marketer developers
are always scavenging for items to market cheap. They’ll jump at the
chance to pick up your generously discounted items.
8. If you have larger stocks of discontinued items, look for a wholesaler
who supplies flea-marketers, or dirt cheap bulk and warehouse dealers
who open their doors to the general public. Don’t forget large retail
“buying club” type operations. These outlets offer basement floor
prices to the public, especially if they by in large quantities. Call them
up and make a deal, and get the dead weight out of your cargo hold!
9. Here’s another idea using charities or other organisations looking to
raise funds: Print up door drop leaflets announcing fantastic discounts
on a number of short stock items. Then arrange for a local charity or
public organisation to get volunteers to spread out and distribute your
door drop leaflets. Offer the volunteer organisation a percentage of the
sales. Make sure your leaflets tell people this is a fund raiser and that
you’re being a good corporate citizen by helping out. You move dead
inventory and strike a blow for you image at the same time. The leaflet
could also serve as an order blank to complete the whole process at
once.

110

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

10. You could also get your charity organisation partners to come in and
staff a bank of phones set up to take orders, and also make sales calls
offering terrific deals “for charity.” The volunteers could also handle
distribution and delivery.
11. Sell the stuff to employees of other companies. Find a business with a
large numbers of employees. Then make arrangement with
management to offer your inventory “exclusively” to their employees.
If you have to, cut the host company in on some profits. You may be
able to move a few hundred or thousands widgets this way in just a
day, or two. If you tell the employees who are targeted that some of
the money will go to a favourite charity, you’ll boost sales even more.
12. Offer a local retailer a no-risk consignment deal. They promote the
item in their ads and in their stores and you get paid only for what they
actually sell. This means they don’t have the risk of purchasing in
advance and their advertising costs will be minimal because they can
incorporate the products into their regular ads. It's an attractive deal
for them, and whatever they sell will be gravy for you since you have
virtually no distribution and advertising costs!
13. Auction it! Why not hold a public auction? A professional auctioneer
will take care of all the details for a cut of the sales. With an auction,
you may not, of course, be able to dictate a price, but you may get even
more than you originally hoped for sometimes! A skilled, professional
auctioneer can often get more for items than you’d sell them for at
discount. The auction agent will also take care of all the advertising for
the big event. (Be sure to give them a list of people or businesses that
you think should be notified.)
Another advantage of an auction is that you can use the opportunity to sell
things other than your dead inventory. You can sell other stuff along with it
and have a very big day for cash flow! Don’t forget to put a marketing message
-- brochure, coupon, sales piece -- in the hand of every person who attends the
auction!
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Contact Your Loyal
Customers
How to get them to buy more…
quickly

I

f you want to jump start cash flow, get out your customer lists and offer a
special promotion to your best customers.

Present this new promotion as an invitation only “appreciation sale’ for
your “exclusive supporters.” Offer a generously discounted price, but make
sure you offer it only to your best, repeat customers. But as you give them a
good discount, there’s no reason why you can’t up-sell them at the same time,
or make a back-end sale! If they’re your best customers, you'll have a big
chance of making good sales.
When you do your appreciation sale and offer a great deal, make sure you:


Show them in black and white what they’re saving over original cost.



Show how you’re beating a competitor’s price.



Make sure they know they’re the ONLY ONES getting the deal.

You can also give it a party atmosphere by adding cocktails, balloons, etc.
By giving extra special attention to select customers, you build their loyalty and
keep them coming back. They also spend more money than other customers.
You can afford to put more time and resources into such customers because
each may have the value of 10 or 20 “ordinary” customers. It’s a truth of
business that 80% of your business comes from 20% of your customers. With
this in mind, it only makes sense to treat that highly valuable 20% like they are
special to you -- because they are!
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Using the power of telemarketing as either the primary method of approach or
as a follow-up can put a rocket under the response to this strategy.
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Using After Hour Sales
Endorsements
Learn how to use the
secret power of endorsements

H

ere’s a twist on the above. Make an arrangement with a noncompetitive business serving the same sort of customers as your
business.

Offer to run an ‘invitation only’ sale at your premises for their customers – this
is a variation on the ‘endorsement’ strategy. You pay for all the costs; printing,
postage, etc but the invite needs to be signed by them, preferably on their
stationery. You also offer your new Joint Venture partner a share in the
profits.
Next, reverse the entire strategy by inviting your customers to your partner’s
premises. This time your partner pays you.
This little used endorsement technique can be an absolute goldmine for many
businesses.

114

Q U A N T U M

B U S I N E S S

G R O W T H

7

Strategy

P R I N C I P L E S

A Deal For Your Other
Customers
Be honest, and
the outcome may surprise you

A

fter your special promotion to your cream of the crop customers, get
out the rest of the mailing lists and send everyone some kind of lesser
deal. Explain to them exactly why you are doing this. Reason may

include:


The truth! We’re doing this to bolster fast cash flow!



Business is slow, so you, the customers benefits!



You just got a great one-time only buy on a bunch of stuff and you
want to pass on the savings!



You have to raise cash or lay off employees soon! Please help us keep
our people employed! With your help, we can do it!



This is the slow season and so we’re offering a deal to generate cash.



Make sure you tell them the deal will be GONE when business picks
up again!

Even if the reason seems a bit negative, such as your business is in cash flow
trouble, just telling it like it is can give you an honest, matter-of-fact image that
customers can understand and appreciate. It’s like your levelling with a friend.
You’re making a frank statement, and hoping for the best.
Note: Some may correctly dissent on this. There may be a lot of business
people who wouldn’t admit they were in trouble if they were down to their last
penny! The thought is that the public will see the company as a failure waiting
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to happen, and no one likes a loser. Yet, on the other hand, this can give many
people the idea that there’s great deals to be had because this company is
desperate!
But whatever you do, don’t whine or threaten. “You must buy, or we’re
finished!” Remember, positive oriented marketing almost always trumps
negative oriented advertising. So even if your reasons are negative, strive to
couch them in a positive light.
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Satellite Sales
It increases your
distribution channels

L

ook for quick cross-selling Joint Venture opportunities by seeking out
businesses that will place your best products or inventory into their
premises or store and market them for you. They then receive a share
of the profit or an agent’s commission for selling them. You can also do the
same for them.
The idea isn’t to charge your new partner for the products or vice versa, but to
generate cash. Keep good records of transactions and determine the minimum
price that each of you will accept for your respective inventory.
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Upsell
One of the easiest, quickest and simplest
Cash fixes available
Here’s a few ideas:
1. The first thing that you can do is to introduce a handy phrase that can
be used by your sales staff as a prompt to garner a larger or add-on sale
from customers. 'McDonalds are masters of this strategy, who isn’t
familiar with; ‘Would you like fries with that?’ or ‘Would you like to go
large?’. What can you do in your business? You could start by looking
at offering a complementary product with every sale. For instance, dry
cleaners could offer a suit cover at a special discount with every
purchase. A printer could offer an express delivery or service for a little
extra. A hotel could offer a luxury pack of champagne, flowers and
chocolates, a movie or an upgrade in room. Another thought is to
encourage customers to buy more by offering a special bonus item
with every purchase above £X amount.
2. A familiar upsell tactic is ‘buy one and get one free’. The airline
companies have used this very successfully to tempt back travellers
into their fledging business and first class seats. Video stores can offer
a second movie free or at a lower price. It need not necessarily be the
same product. You could also offer a discount on a second or third
purchase of the same item to literally multiply your turnover.
3. A variation on this is to offer a discount on the next purchase, thereby
securing future custom.
4. You can also bungle or package products (or services) together.
Looking again at McDonalds they offer ‘meals’, which is usually a
burger, fries and a drink. Cosmetics retailers could offer perfume and
creams together at a discounted price – or with a free cosmetics bag or
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lipstick. What can you package together in your business to skyrocket
your sales?
Upselling is one of the best methods for turning around falling sales or
increasing cash flow. It can have a truly dramatic effect on your profits as in
most cases there are no new customer acquisition costs – you’re selling more
to existing customers and it costs at least eight times more to find a new
customer than sell to an existing one.
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The ‘Preferred
Customer’ Strategy
Offer special membership only benefits
and reap the rewards

C

reating a “Preferred Customers’ Club” is an excellent paper sales
strategy that gets cash flowing fast.
Here’s how you do it:

Choose your best customers from your customer lists and send them a letter
telling them that they have been selected to be members of your exclusive
Preferred Customer Club, and they will enjoy special “membership only”
benefits that will include:


First notification of introductory items which they can buy at a
discount.



Advance notification of all special deals.



The opportunity to buy close-outs and short stock items at a huge
savings not offered to “ordinary” customers.



Credit deals not available to others.



A personalized discount card.



Free subscription to your customer newsletter, which will contain
discount coupons, etc.



Only they will receive notification of unadvertised sales.



Any other benefits you can think of.

120

Q U A N T U M

B U S I N E S S

G R O W T H

P R I N C I P L E S

Now, here comes the fast money part. To join the preferred customer’s club,
they pay a membership fee. Make sure you let them know the fee will be more
than made up for in discounts and buying advantages. If you make the fee
£20, for example, and you sell 500 preferred customer memberships, that
£10,000 fast!
This is one of the ultimate paper selling strategies
because you not only get money upfront, but you don’t
actually have to tie it to a specific product, as you do with
paper money or gift certificates. Rather, membership
privileges are general and ongoing. They get discounts
and benefits, but not specific products, in return for the paper (membership)
they buy. The beauty of this is the ease of fulfilment. Future fulfilment costs
will be minimal - a few extra mailings, some discounts, and such. But if you’re
a savvy marketer, you’ll have your eye on the back-end and up-selling as your
preferred customer’s come in for their special deals. That way you can more
than make up for what you give away in bolstered sales.

Both your
customers and
your business will
benefit
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Invoice Discounting
Strengthen your
financial position

I

f you really need cash now, you may have to do something you don’t like.
One such idea is to go to your customers who have outstanding debts,
and offer them a discount if they’ll pay right away. For example, if a
customer owes you £250, tell them it’s only £225 if they pay right away. Yes,
you lose money, but you also get money in the pocket fast. Really, it’s no
different than taking out a loan. You borrow £1,000 but you pay back
£1,100. What you’re doing here is your own invoice discounting. Many
companies today specialize in purchasing invoices at a discount for a fee. But
you can do it yourself by calling in your debts now for a discount.
The idea does have some advantages, however. You may
collect debts that never would have been paid otherwise.
Also, carrying a customer’s debt erodes its value the
longer it remains unpaid. Another slight advantage is
that you earn the goodwill of the customer if you are
careful to let them know you are helping them out with your discount offer.
This can only bolster future sales. And don’t forget to try to make another
sale at the same time you offer a discount on debt. A back-end sale makes up
for anything you lose on a discount.

It is better to get
paid a percentage
of what is owed
than nothing at all
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Telephone
Questionnaires &
Prompters
Be prepared
and prosper

E

ach and every call that comes into your business has value. You must
realize this and make it part of your company philosophy. Every call is
not only an opportunity to make a sale, but it can also tell you a great
deal about what’s going on with your marketing effort.
Using a telephone questionnaire for every incoming call is an amazingly
powerful way to convert enquiries to sales - exponentially – just by following
the script. One customer reported that their conversion went from 2 sales out
of 10 enquiries to a massive 8 sales out of 10 - just by following the telephone
questionnaire sheet. With something like this you can even charge more than
your competitors and upsell at the same time. This really is one of the ultimate
Fast Cash Strategies!
This strategy is also particularly useful for businesses that operate in a highly
competitive market. With this questionnaire you can literally capture the price
oriented enquirer and turn them into a sales closing call or sell them right there
on the phone.
Just adapt the questions to your business, put it into action and watch your
sales climb.
However, before you use this, here’s something else to consider… a secret to
selling more. Use this when you are providing quotes or final prices… Never,
ever, reveal the price or details of your product or service without telling
them precisely what your product or service will do for them and why
you are the only solution.
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That's why the questionnaire is so potent… You’ll see their responses to your
questions and you can then record these very same responses – the things
about your product or service that are important to them – and put them in
your quote or proposal to them.
For instance, if you're in the double glazing business and you have a question
in your form that asks if they want a 20 year guarantee or special security glass
then you would put into the quote or proposal something like:
"Your new XYZ Co. windows are manufactured with special unbreakable glass
that provides you with security and peace of mind”. And “Your XYZ Co.
windows comes with an unprecedented 20 year guarantee, that means…”
This is a very effective strategy – use it!
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Qualifying Questionnaire & Phone script for in-coming calls:
Date:___________________

First Name:_______________________&__________________________

Surname:_________________________________Ph:____________________(H)___________________(w)
How did you find out about us:______________________________________________________________
Have you had a bitumen driveway constru cted before;________________ By whom:___________________
Were you happy with it? (why yes - why not)____________________________________________________
When were you thinking of having it done?_____________________________________________________
Do you know how a bitumen driveway is constru cted?_____________________________________________
What sort of soil and drainage do you have on your property?_______________________________________
What sort of vehicles use the driveway?_________________________________________________________
When would be the best time to talk to you and your partner, as I have a number of colour options and
surface finishes to show you. It may be better if you are both there. I also have a video on how a
driveway is made and some examples of finished driveways that we have done. When would be the best
time to see you both??
Appointment Date:_________________ Day:________________________

Time:_________________

Notes:_________________________________________________________________________ ________
_______________________________________________________________________________________

How to overcome price shoppers if they insist:
"Well I can give you an approximate price range right now, however the final quote will always d epend of the
layout of your property, drainage, access to site, soil porosity and type. These are things that I cannot tell you until
I see your property and can evaluate the best constru ction method to suit your property.
I must mention that while we are not the most expensive company, we are not the cheapest either. Our prices
range from £8 per square meter to £28 per square meter d epending on the soil and type of quality finish you
choose. What we aim to do is give you a quality driveway that'll suit your property and landscaping colour scheme
at a reasonable price. Is that the sort of thing you are after???"
Wait for reply:_____________________________________
"When we come out to see your property, you will also get the chance to see a vid eo with example of work we have
done for others and the different colours and finishes of our d riveways. "
Notes on site, colour and finish_______________________________________________________________
________________________________________________________________________________________
_______________________________________________Who took the call___________________________

Qualifying Questionnaire & Phone Script For In-Coming Calls.

For Private Coach Hire
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Good morn ing/afternoon, XYZ Coaches & Tours, This is …………. How may I help you?

May I take your name p lease?____________________________________________________________________________
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The Yellow Card
Strategy
Increasing sales by
offering benefits

A

nother ‘quickie’ to fill up the bank account is this: Write an ad that’s
full of benefits and reasons why people should do business with your
company and include a fantastic special offer. Then, stick, print or type
the ad onto brightly coloured ‘record cards’ (these are usually 3 x 5
inch), orange out-pulls any other colour.
Telephone, either personally or have someone do it for you, every
supermarket, company, business, factory, school, and anywhere else you know
has large readership volumes. The purpose of the call is to find out who is in
charge of the bulletin board. Then write them a nice letter.
In the letter tell them that you are a local, honest and ethical company that
would like to make a special offer to their employees, customers, etc. Explain
the offer and product and the value they would be giving by posting your
enclosed card onto the board.
Make sure that each card is personalised by making the special offer just to the
readers, customers, employees, etc, of that company, school, supermarket.
Depending on the target, you may wish to offer the bulletin board manager an
incentive for their kind assistance… This could be a simple thank you to a
commission for every item sold. However, be careful! You don’t want it to
sound like an underhanded bribe… Some people get very offended.
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Ask Suppliers For Money
It’s not as hard
as it sounds

I

t’s amazing how many suppliers will provide cash assistance, particularly
for marketing, when asked. After all, it’s in their interests, the more of
their products that you sell, the more they profit too.

Suppliers can be surprisingly agreeable to overtures for cash help… If you can
demonstrate to larger suppliers that their financial assistance will help you sell
more of their products, you may be able to raise many thousands. Call them
today! You’ll often find them a willing source of marketing cash.
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Flyers
Using flyers
that sell

U

sing flyers is a great way to “deep prospect” a particular geographic
area. Flyers have many advantages over letters sent through the mail.
First, you pay no postage. Second, you don’t have to work hard to get
potential customers to open them -- they’re “in the face’ of the prospect upon
delivery. They’re cheaper to print, and they take less time to read than fulllength sales letters.
Distributing flyers can be done by children or teenagers -- or anyone looking
to make a little extra money on a long afternoon. Even non-profit groups,
such as the Boy Scouts or youth clubs looking to raise money can be enlisted
to be your personal “flyer distribution army.”
If you distribute your flyers in an area that has a need for what you’re selling,
response rates can easily be as high as 15%. When you consider direct mailers
are ecstatic with 2% response, flyers look very attractive indeed.
Here’s an interesting twist to help prevent your leaflet or pack being trashed if
you are door dropping them. Insert your leaflet or ‘drop package’ into a resealable plastic bag, with a letter urging them not to throw it away, as it will be
recollected. This is particularly useful if you are dropping off a catalogue or
response devise.
Flyers should be tested to determine how well they work. Fortunately, that’s
easy to do. Simply code your flyers by colour, with numbers, or with letters
and then see which ones bring back the best results. Flyers will only work as
well as the offer you make on them. Don’t forget to use sizzling sales copy, a
free offer, benefits, catchy headline, and easy contact info - and all the rest!
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Take One Leaflets
Sell potential customers
your product and services

A

nother idea is to use ‘Take one’ leaflet displays. This is just a little
plastic or cardboard holder for your leaflets.

These work and work well. Just check out the plethora of them in your
doctors surgery or local chemist store. Use bright colours to make them highly
visible. If you can construct your display to include the word FREE and ‘Take
One’
This works, just ask the health insurance companies.
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Fast Cash Strategies After Word…
Remember -- slow business and cash crunches happen! You wouldn’t be
doing business right if they didn’t. The key is to find strategies to bolster cash
flow when you really need to. There’s nothing worse than inaction. When you
think creatively, you can move out dead inventory, revitalize cash flow, and
turn things around faster than you ever thought possible. Losers see problems
as problems. Winners see problems as opportunities. Dead inventory and
stalled cash flow may be just the very thing you need to electrify your business!
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