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CREATINGOYAL
CUSTOMERS FOR LIFE

Just a few of the t horead, ®asy-andabstahd | ear n i n
book include, how to:

U Profitably attract more quality customers

0 Honestly and Ethicallygain maximum financial results from each
customer

i Convert your customers into Advocates who actively and
enthusiastically refer you to others

U Keep your quality customers for life

U Understand and capitalize on the motives that compel people to
make buying decisions

U Determine how much you can afford to spend to get acustomer
and to retain your current customers

U Set your business apdrom thecompetition

0  And much moré é .

Tips, Technigues and Strategies
For Growing ANY Business Even
In Tough Economi ¢ Times

Richard A. Gilberis widely recognized as one of the
mostdynamic angractical presenters of business

building ideas and strategieRick lays out some very
specific things any business can put to immediate use t
grow their bottom line profits.

For more information about our seminars, kabrops and
consuling services contact Uy calling 1(800) 56&730.
Or visit us at www.hirevision.com.
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Introduction

If someone could wave a magic wand and suddenly change something
about your business, what one thing would you have them change?

Would you have them provide you with an easier way to contact more,
better qualified prospeci&®uld you want those prospects to view you as
more of a professional, or maybe even

You may be good now, but how
would you like tbe even better at
making more effective, more persuasive
presentations? Perhaps you would like to
be more effective at closing sales or
handling objections. Or, is repeat
business more important to you?

What if your current customers felt
that you werénhe only person or the only
business that understood and could
effectively serve their specialized, unique

and individual needs?

Or, how about referrals? Take the best customer you have right now. How
would you like to have more contacts just like thenorethan you could
possibly handle? What one thing would you change to make you a better,
happier, and more productive businessperson?

Is your business living up to its full potential?

I n the chapters to foll guwstiongbetdl | be
other factors that are critical for you to realize real business success.
Throughout the following pages, wedll

and timetested and fidlproven methods that you gaut to use immediately.
Y o u 0 Itdchnifjuesital help you increase your sales, improve your business

an



processes, overcome your most difficult challenges, gain extramtome
time, and find a renewed enjoyment from your business.

Increasing Your Effectiveness

You and | b onolsecrktithat¥hings bra ¢changirtg foday,
faster than ever before. Technology has become more sophisticated,
competition more keen, and consurd¢he people who buy your products
and services have become more educated and aware.

With the wide variety of choices your customers have, not only in similar
products and services from different companies, but also in the individual
people they deal with, it stands to reason that the more skillful and
professional you are at meetingyouocose r 6 S ne e dvantaget he bi gger
you can commanénd as a resulthe more effective and successful you can
become.

| f youdre really going to be effective &
today, it is necessary, even vital, that you contoheallye, improve, adjust
and update your selling, service, prablem solvingkills, as well as your
methods of marketing and general business operation. It has been said, (and
youdbve no doubt heard) that:

oPeople dondt care how much you kn
untithey know how much you care. 6

One of the best and most effective ways you can show your prospects and
customers you care, is by helping them solve their problems in a satisfactory,
costeffective and professional manner.

Exposure to New Ideas

Naturallythisbookd o es ndét <c¢cl aim, nor does it prete
answers to all your business problems. No book, course or seminar could do
that. Rather, the objective of thi®kis to expose you to some tried, tested,
andfield provendeas, concepts, amthniques that have worked for other
business people much like you.



Once acquainted with new information and ideas, it will then be up to you
to decide which ideas can best be tailored to your own individual business
situation, and how you will begiruse them to better serve your customers
and prospects.

The goal of thibookis not to try to
make you a marketing expert, but rather, to
provide you with some of the tools the
experts and those who are already succesgfu
in business are currently using

Together, wedl |l e} i C
marketing, sales, customer service, and
business building techniques that others hake
used to significantly increase theimmgssies
and incomes with very little extra effort.
You will most likely find that manytbése ideas will be easy to
i mpl ement, and youdl | be able to begin us
a little longer to gear up for. And still others may not be right for you or your
operation at all . Thatds obteadgasforl t s not p

every person in every situation.

By learning from the successes of others and appstimg or three
goodideas nt o your bus i makesdugedifferencentyauron, Yy oudl |
business and personal life.

How We Learn and Retain Information

Getting a new idea is one thing, but what you do with it once you have it,
is just as important as getting it in the first place. Studies on retention show
that you remember:

10% of what you read,

22% of wiat you hear,

37% of what you see,

56% of what you see and hear, and up to
86% of what you seleear and do.



So an idea that is heard but not acted on is only half as likely to be retained
as an idea that is actually put into practice. With that conoépd ithen, it is
important to understand that if the information presented in this book is to be
of any real value to you, it must not only be read, it must be applied. That is to
say, it must be experienced, or acted on.
some effort on your part.

In their book,7he Knowing-Doing Gap, authors, Jeffrey Pheffer and
Robert L. Sutton mention that every year there are 1,700 new business books
published, $60 billion spent on training,B#i8n spent on consultants and

our universities turn out 80,000 graduate
continue to operate day in and day out in
always done.

You see, knowledge without action is no better than no kigeveteall.
Just knowing isndt enough. Youdve got to
know.

The ideas presented in thimk workT hey dr e not theory. They
specul ation on what oO0shoul
And theydre not phil osophi
These ideas, contgpnd techniques are
currently in use by business owners
A\ _4ll across the country in one form or
Vs & another. Theydre being pro
/ field use day in and day out.

They work for others, and they can
work for you. But, youdre
to take the timeo study them,
‘ understand them and make the
necessary modifications to tailor them to your own personal and business style
and operation. And then finally, youdre g
business.



Five Steps Of Learning And Retention

Learning the acquisition of new information or knowledge, and
Retentiord the ability to capture that information and recall it when wanted or
needed, is actually a process that involves five steps:

1) Impact

That is, actually receiving the idea in your mind. Impact can be in the

form of a word, a visual observation or a concept. It makes no

di fference. Your mind isndt capable of
visual or an actual experience. Nor is it capiatideesmining the

difference between a conscious or an unconscious impact an idea may

have on you. As far as your mind is concerned, those experiences are

all the same and your mind will accept them, regdfdigssmation

or an experience appears t@gbur mind your emotions and nervous

system will react as though it were actually real.

To illustrate this point, try this simple experiment:

0 F i mainfodable chair
to sit in and put yodeet flat
on the floor Rest youhands
comfortably in your lap. Close
your eyes, take a deep breath,
let it out slowly and relax.
Take another one. Let it out
slowly. Relax even mare.

oNow, pcture in your
mind a lemon resting on a
table in front of you. Visualize
it. See it clearlyobk at its
shapéd its colord its texture.
Mentally reach out with your
hand and pick up the lemon.




Bring it up to your face. Look at it closely. Squeeze it. Do

you notice how firm it feels? Feel the texture of the

| emonds di mply an denwanxdys sykeiln.owNot i
color and round shape, with its pointy eNdsv, hold it

up to your nose. Smellit. Doyounoce t he | emonds <ci f
smel | ?26

oPlace the lemon on th
table and mentally pick up
knifeand ait the lemon in
two. Pick up one half of the
lemon and see the juice
dripping from it. Bring the
lemon up to your nose.
Smell itagain. Now take a
big bite of he | emon. o

What 6s happeni rCgnybudasty itBsalivaflopding now?
your mouth, both in your mind, as well as physically?

Now consider what just happened. In actuality, there was no lemon. You
just pictured one in your mind. While this was just a mental exercise, and the
lemon was just imagined, chances are, if you are like most people, the mental
image you were playing onshesen of your mind triggered certain responses
which manifested themselves physically. So, you can see by this demonstration,
thatmpacis a critical step involved in the process of learning and retention.

2) Repetition

One university study revealed that an idea that was read or heard only
one time was 66% forgotten within 24 hours. But if that same idea was
read or heard repeatedly for 8 days, up to 90% of it could be retained
at the end of the eight days.

S o o0 n veaeadtlsuntanual all the way through, go back and read it
again. But this time read with a highlighter, a pencil and notepad handy. Mark
up the book. Write down the idéfaatfit your personal business situation.

This repetition will help you retainmof the information than if you had
read it only once.



3) Utilization .

This is the o0doingdéd step. It i s here t
actually devmhdmusldgnhe mor gatdhi Mgpda a@cor din
to the study quoted earlier, onca physically experience an action, it

becomes twice as easy to recall

4) Internalization.

Actually makéhe idea a part of youmean really own iThat may
involve some customizing or tailoring of the idea to fit your situation
or stye, but it is vitally important for you to personalize the idea and
make i&. oyours

5) Reinforcement

In order to maximize the effectiveness of an idea, you should
continually be looking for ways to support and strengthen it. The more
you carsupport the idea, the more you will believe it, the longer you
will retain it, and the more effective it will become in helping you serve
your customers' needs.

Now, what does all this have to do with your business?

Simplythig2 . In your daily business and personal activities, as well as
throughout your experience with the information presented in this book, you
are going to be exposed to a great number of ideas.

Some wi | | be brand new, that is, youdve
will be ideas you haseen oheard in the past, but have forgotten. And
others will be ideas you come up with on your own as a result of something
that was triggered in your mind. Ustinding and applying these five steps in
the learning processll help you retaiand applynore of what you read

Action Makes the Difference

|l tds i mportant to keep an open mind as )
experiene ideas that can help you. Try not to judge them or cast them aside



tooquickhbh ecause t hey decaudeyousmayhave hegrd od or
them before.

Instead, consider these courses of actions:

| f youdve heard an i debaveb ehfeoarred, tshaayt thoe f)
butdid| ever apply the lesson I learned from? 6 | f not, OWhy not ?0
|l f you are currently wusing the idea, as}

using it? How can | improve oritmake it even more effective for my
busi ness?5¢6

Next, ask yourself this question: oO0What
l earned?96

Re me mb e r whayoutkdosd i n ddts dbthat tountsoldeas are
powerful. And good ideas are really itambifor any business. New idaas a
whatkeepyour irterest up and your business fresh and Bliteew ideas
into actiorbecause thaan make a huge difference in the way you do
business, the results you realize, the fun you have, and the profits you make.

This bookis full of good, practical, and Usaldeas that can help make

that big difference for you. But itds wup
unique situation, and more importantly, to put them into action.

The Business91 06 OA ) 1
| f you donot flreoamm no uarn ottihneer ttohgientgher , r em

Youdre NOT in the (What business vy
You O r e MARKETING édusiness.

Read those sentences againé and agai né ¢
Understand them. Internalize them. Make them an integral part of your
business philosophy. Because unless and until you do, your business will be no
better and no different than any of the ot®ices yourompetitors offer.

Let me explain by using the insurance profession as an example, and as |
do, think about how these principles might apply to your business.



| t & s-knawnvaet that very few people (if any at all), want to actually
buy an i nsurance poitihebenefitsi sedurtyandr ue, t hey m
peace of mind that insurance provides them and their families or their
business, but they dond6ét necessarily want
policy. Whatdo most insurancsales people sell?

They sell insurance!
No wonder the business is so difficult.
figure it out. I f you sel/l i nsuranceé and

0
i nsuranceé why woul d you teeovallttryingyue t o beat
to sell it?

Consider the way most people shop for 3
auto insurancé&hey go to a website drely

G

those figures.

The caller then thanks the agent or staff
member, and goes to the next number on

until theydre convi
| owest pri cecmpmmyd W
comes in lowest gets the business.

eyodve foun

But, wait a minutdheremustbenor e t o buying i nsurance t
prices? ANell, sure there @dso do most insurance agents.

Why is it, then, that nearly every agent from nearly every insurance
commny you call tries to sell on priceé kn
someone out there with a lower price than they can quote?

Why is it that so few agents try to differentiate themselves from their
competition, and c¢hange aytfroneprigegrands pect ds b a
on to other, more important things?



Pricei s i mportant, dondt get me wrong. I t &
l ot of weight i n aBuptr oistpbesc todnsl yb uoynien go fd encair
that a person needs to consider whaking their buying decision.

Il n actuality, thereds very Ilittle differ
number of insurance companies in the same geographi¢aictié@wise,
thereds usually very | it tydusell\wkisdsf er ence i n

those same types of products or services sold by your competitors.

General overhead costs, utilities, phones, supplies, wages, and product
costs are also similar for most companies that sell like products and services.
So, ifallthosefacor sé si mi |l arity of products and s
and product costsé are pretty much the sa
individual business must, out of necessity, be pretty close, as well.

|l tds true, that one c domgrpurclyasemay, f or e xze
price on their products and as a result, be able to offer a more attractive sales
price for a certain period of time, but eventually, things change and the playing
field becomes level once again.

There are other factors not to be overldakech as investment income
and tax writeffs or advantages that can play a role in the prices businesses
charge for the things they sell. But overall, all things considered, the prices
charged for the goods and services from one company to another simila
company are going to be fairly close over the long haul.

The point is, thaté no matter what busirt

You will never maintain, longt e r mé
A competitive advantage because
of the products you offer, or
the prices you charge.

Assoonasyadevel op a new product, or offer a
matter of time before your competition latches on to it and offers the exact
same thing, or maybe enhances it and offers it for a lower price. And as soon
as you lower your prices, your competdando the same thing.



The marketplace you operate in is so fie
so unforgi vi ngénusthsamethingptadiffarénsatel ut el y
yourself from your competition.f you dondt, youdll be rel e
anot hemodmdusiness, just |ike all your <co

Nowé you want t
good news?

Thatds how your
operateée-TOO!' & omb
Just | ook around
Their businesses all look the same.
Their products are all the samesyT'h '
walk and talk the same. And their o
advertising all Ids like and says the
samethings t he next
because they all operate that way a
dondt know how t
you a tremendous opportunity!

You seeaf your competitorkeepondoingghat t heydve al ways don
t heyoll keep on getting what theyodve al wa

If you want tadifferentiate your products or servicesy @lul tobea v e
willing to make some chandégou want to achieve more of your business
potentiay o u 6 | | have t bat bs nlobkéhlfaboatr ent | y. T
Making changesé changes that avdi | | produce
allowyour busineg® achieve its full potential

A Word about Potential

What prevents yaand your busine§®m achieving more @t potential?

I f you are | i ke most of us youdve devel c
attitudes, beliefs and expectations in your life. Your habits can be good or bad
depending on what you choose to achieve in your life. Samtitwdes,
beliefs an@éxpectationsome will help you get more of what you want and
some will prevent you from achieving that potential. As you read the rest of
this book, I 6d | i ke to encourage you to b



may be holdimyour business back. | want you to create the expectation that
you will grow your business by following many of the ideas that you will learn
in the chapters that follow.

Dondét | et your Indddoulamdlyaurtbesinessibdick.at t i t udes
By chanipg your beliefs and expectations you can accelerate your growth both
personally and professionally.

Are you ready to achieve your full poteatidlibring about positive
changes in your lite Letds go then.



oBrain cell sbecrneat €ecilldsas StBtesess $ skinlolts a
Richard Saunders, aka Poor Richard

Chapterl

Achieving Outstanding Business
Success

Personal Traits of Exceptional Performers

Some time backfaend of mine had the pleasure apdortunity of
having dinner with Earl Nightingatlee famous radio personality and
producer of self improvement cassette progranasr | made his | ifeds \
studying successful people and how they achieved their subbefsasd
had long admired Earl for his ideas and philosajiy.on that occasion, my
friend asked him what advice he wouldayeeingbusiness persoWhat,
based on his vast experience and knowledge, would be the one thing that
would help ensusicess?

Earl told my friend, oO0You know, | have
guestion. And after all the years and all
that your success in life, or in business for that matter, can be boiled down to
one thing. That igour rewards will always be in direct proportion to the
amount of service you render.

oYou only have t o Ipeopléwhasercewthais, 6 he sai d.
prosper. Thpeoplewh o dondt serve others, dondt pro
just how successfa person is, by the amount of service they render to
othersd



0The problem,é he continued, 0is that wur
|l earned that great secr ®ipeoplccarethehey donot
ones who develop the habits ofngoihe things that unsuccessful people

dondét do for one reason or another. o

What the Unsuccessful$1T 16 O , EEA O1 $1

Thesecomments hitnelike a big hammer, beealized how true they
were. The more you serve your customers, and help thenthsdtisgeds,
the more you will prosper.

And as a business owner or entrepreneur,
effectively means that you must do the things that unsuccessful business

owners, managers, professionsathas, and entr
those unsuccewasrfelt peophienge®ntdthat most of
do either.

There is no doubt that it
is difficult to work long
hours or on weekends when
your family is waiting for
you at home, and only have
a couple othp 0shopper s
by. Or be stood up for an
appointment someone made
with you.

ltds tough to make
telephone calls, only to be
met with hostile and rude people on the other end who curse at you or slam
the phone down.

|l tds discour agi ng iewws) exglantthe tpahm@icals , schedul e
aspects and benefits of the products and services you provide, overcome
customerd6s objections and misconceptions,
exceptional service, only to have your customer go elsewhere because they
found thesame product or service for a few dollars less.

































































































































































































































