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10 Profit Triggers That Can “Transform” Your Business 
Starting Right Now... 

 
Your business wants to be great. 
 
It has greatness in it. 
 
All businesses do. It’s waiting to be shaped, nurtured and molded so it can deliver 
happiness, money and freedom to YOU, its owner. 
 
There’s not a business category on the planet that doesn’t have at least one GREAT 
business doing well no matter the economy, the competition, or the market conditions. 
 
Every business has the potential to be that great business... and in this report you’re 
going to learn how to prompt 10 Profit Triggers that will create a Brilliant Business 
Breakthroughs for you. 
 
The breakthrough starts when you stop thinking of your business as ONE thing, and 
divide your business into 3 core divisions: 
 

 
 
This whole framework and a lot of the things that we’ve been talking about on the Profit 
Triggers, they’re all based on this framework and context of the Before, During and 
After Building Blocks. 
 
I have an overriding context or formula that I use for everything I do in looking at 
businesses. The basic context is that we look at businesses in 3 parts: as a Before 
Building Blocks, as a During Building Blocks, and as an After Building Blocks. And that is 
the simplest, broadest context that we can apply. 
 
When you look at it, it gets deeper and deeper, but when you really look at your 
business in those terms, looking at it as 3 independent Building Blocks, each with their 
own distinctly measurable monetary goals, their own impact areas, you’ve got the 
formula. 
 

     

Building Blocks Building Blocks Building Blocks 
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What happens with a lot of people is that they’re able to triple their business, just by 
making it 3-Dimensional, instead of just thinking about their business as this one thing 
they do. 
 
If you really get this idea and you really get this concept of looking at your Before Unit as 
the unit of your business in charge of finding, identifying, educating and motivating 
people to come into your business for the first time, that’s really what your Before Unit 
is about. 
 
If you look at your During Building Blocks as the Building Blocks of your business that 
delivers the experience that people have when they’re doing business with you, starting 
from – if you have a retail store – the moment they walk into your store, until the 
moment they walk out of your store. That would be your During Building Blocks 
experience. 
 
As a real estate agent, the During Building Blocks could be the moment you start looking 
at houses with somebody, until they close on the house and that they’ve spent the first 
30, 60 and 90 days in that house. 
 
And then, the After Building Blocks is all about nurturing lifetime relationships and it’s 
about building a lifetime relationship with all of the people who already know you, like 
you and trust you, so that they do business with you again and so that you can 
orchestrate referrals. 
 
That’s sort of the broad picture, and there are so many different ways to apply this, so 
many different ways to diagnose where a business has the biggest opportunity. 
 
When you look at it, what I find is business owners are usually focused one of the 3 as 
their primary focus. Like sometimes, people only focus on their current clients...and 
trying to keep up with what comes at them every day. 
 
I find that with a lot of medical practices or people in that type of a field, where they 
just have their patient list and they just work with those people, and they’re kind of 
focused on the during. 
 
Those kinds of businesses are ones that say, and are sort of proud about it, they say, 
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“Well, I don’t advertise. I don’t do any marketing.” It’s almost like a badge of honor. 
That’s how they feel about it that they don’t have to. 
 
But every time I hear it, it just makes me so sad, to think that they’re just limiting 
themselves in so many ways. 
 
The thing is, though, when you break something down to something that simple, and 
you know that that’s where you’re looking now, it allows your creativity to really 
flourish within that context. 
 
We’re talking about the Before Building Blocks, and each level down that we go, we’re 
getting more and more specific and more detailed in how we approach this. So, 
underneath those 3 overriding contexts of Before, During and After, there are 10 Profit 
Triggers that go underneath those Building Blocks of your business. 
 
When you really get right down to it and you start kind of examining each one of these 
Building Blocks, there are so many ways to apply these Profit Triggers to any business. I 
always use these as a diagnostic tool. 
 
If I’m doing a consultation, we’ll have people come to the “Brilliant Business 
Breakthrough Mastermind” in Atlanta, and we’ll put up, on the white board, this visual 
map of the business.... mapping out the Before, During and After Building Blocks, and 
it’s really helpful for anybody to think about your business as a moving process. 

 
                                                                              
 
 
 
 

They just go around the country and they show manufacturing processes...narrating 
how they work and showing each of the simple steps in the process. It’s amazing how 
complex these things are, but how simple and elegant it looks when you see all the stuff 
that went into engineering the process that makes these jawbreakers, or anything. 
 
That show is sort of mesmerizing. I watch it a lot. I stumbled on it I don’t know how 
many years ago, but quite a while ago. When the show first came on, I stumbled on a 
marathon of the show, and I watched maybe 3 hours of it at one time. 

There’s an excellent TV show called “How It’s Made,” on the Discovery 
Channel, where they go through all of these manufacturing processes 
and they show assembly lines and how they make all these different 

things, like screwdrivers or how they make jawbreakers. 
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When you watch that show, what I’ve found, for me, is that it stimulated a part of my 
brain that was able to think in visual, moving processes...and that transfers to how you 
think about every process of your business. 
 
There’s something that happens in your brain when you expose it to this type of 
thinking, and I would highly recommend this to anybody. You can go to YouTube, and 
type in “How It’s Made,” and see some episodes of the show you can watch online. 
 
But I guarantee you, watching these processes unfold, you will have a different 
perspective on your own business. And you’ll start to imagine, “If my business was an 
assembly line, if my business was a moving process, what are the raw materials that I 
need at one end, and what is the process that needs to happen to get through that 
whole assembly line?” 
 
There may be 50 different processes that something goes through, to come out the 
other end as a gumball or a screwdriver or a motorcycle helmet. And some of them 
involve people; some of them are completely automated. 
 
Wherever you can, in your business, it’s a great idea to think about how you can 
automate the process of delivering your product or service, and thinking about it as a 
moving assembly line that you can narrate really brings clarity. 
 
So, what I did with this whole “How it’s made” idea is think about business underneath 
that Before, During and After context, as a moving assembly line that you visualize as a 
living, moving process. 
 
What has to happen along the way? 
 
How is your business working? 
 
Could you explain to someone how your business works, as if you were narrating an 
episode of How It’s Made featuring YOUR business? 
 
That is an incredible thinking exercise for you. 
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Let’s break it down a little bit...and focus on the Profit Triggers in each of these Building 
Blocks of your business. 
 
In the Before Building Blocks, there are 3 Profit Triggers that are completely adaptable 
to any business.... 
 

Profit Trigger #1 
Narrow Your Focus and Select ONE 

Target Market (at a time) 
 

So, the first Profit Trigger in the Before 
Building Blocks, is select a single target 
market. 
 
When I talk about the idea of target market 
selection, it makes everything fall into place 
underneath that one guiding idea. 
 
Who are you going to serve? 
 
You’ve seen the consequences of not 
following this at work in lots of failed 
businesses. The big mistake that a lot of 
business owners make is trying to think 
about and capture the broadest possible audience for their business, trying to be too 
much to too many people. Trying to be one-size-fits-all, being broad versus narrow, 
thinking about the forest and not thinking about the individual trees, and not realizing 
that all of these individual trees have different needs. 
 
It’s like being a pig farmer, versus an albino pig farmer. 
 
Especially if you have a product specifically geared for albino pig farmers. When Charlie 
Carpet Cleaner first went into carpet cleaning, there were many people that purchased 
his carpet cleaning services for many different reasons. 
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It could be high-end clients with expensive carpets, it could be people with pets, it could 
be people with allergy problems, or it could try to be everyone in every sort of price 
range, and then Charlie would be all things to all people and be living the whole master 
of none sort of scenario. 
 
All of those different audiences, all the different reasons that people get their carpets 
cleaned, represent all of the different motivators that people have, the triggers that 
start somebody on the path of getting their carpets cleaned. 
 
It could be somebody who gets new carpet and 6 months from now, they’re probably 
still pretty proud of their carpet and they want to keep it looking great. They have 
different motivation in the very beginning, than somebody who’s got carpet that they’ve 
had for 10 years, and they just want to kind of keep it presentable. 
 
It’s kind of like when somebody gets something new - like when you get a new car or 
you get new carpet, it’s always “Oh, take your shoes off!” 
 
You start treating it better... 
 
It’s almost like they’re saying “This time, we’re really going to take care of our carpet”. 
We use this with the real estate agents and their target markets. 
 
Somebody buying his or her first home vs. somebody buying a move-up home is a 
different target market. 
 
Somebody buying a luxury trophy home is a 
different target market. 
 
Somebody moving in from out of town is a different 
target market. 
 
When you really start thinking about your business 
and you start looking at who are all of the different 
people that you could serve, who are all the 
different possibilities? 
 

Often, if people are just 
serving everybody they 
possibly can, they may 
find that the top 10% or 

20% of the people they’re 
working with are 

providing 80% of the 
profit, and the other 80% 

are providing all of the 
headaches and none of the 

profit. 
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When you start really identifying them, some of them are going to jump out as 
potentially the most profitable niche in your market. 
 
Knowing your most profitable, easiest target audience gives you a complete freedom to 
focus all of your efforts on a “let’s just get more of the most profitable customers” 
approach to marketing. 
 
Let’s use an example of a great photography business I recently found out about. 
 
Now, most commercial photographers probably want to cast as wide a net as possible, 
so they can get as much business as they can. If you look at how they position their 
businesses, they’re probably calling themselves something to do with their name. 
 

The idea being, Paul doesn’t want to 
LIMIT himself in any way. 
 
Seems natural. If we make the “pie” 
bigger...the types of people we can 
serve...we just need to get a little 
piece of it, and we should be ok. 
 

Contrast that with a commercial photographer in the UK, who has narrowed their target 
market quite cleverly... 
 

 
 

Check out the website WeShootBottles.com 

Paul Photo- Photographer - specializing in: 
 

 Commercial photography                                    
 Weddings 
 Portraits 
 Events 
 Parties etc. 
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If you are a manufacturer or marketer of something that comes in a bottle, and you 
want to get the best possible photos of your product, would you trust it to just any 
commercial photographer who happens to list “product photography” on the long 
laundry list of things they happen to photograph? 
 
Or would you rather trust your bottle in the hands of someone who focuses ONLY on 
photographing bottles? 
 
Now, I can hear you already saying “but I don’t want to limit myself to just shooting 
bottles!” Or, I don’t want to limit myself to one segment of the market. 
 
Perfect! 
 
I’m not suggesting that you limit yourself in any way. I’m suggesting that you pick 
ONE target market, and make DOMINATING that target market your absolute focus. 
 
Then, when youʼre dominating that single target market, move on to a second target 
market, and start dominating that one too! 
 
One target market at a time. 
 
So, if you were a commercial photographer who was dominating the bottle photography 
category...and you wanted to expand your business...what could you do next? 
 
How about: 
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It doesn’t matter what business you’re in, there’s always different varieties of people 
that you could work with, different people that you could focus on, people with 
different needs, different motivators, different hopes and dreams and fears. 
 
There’s a lot of psychology in it, and anthropology, where you’re kind of getting to know 
and understand who your target market is. It may not seem like you’re doing any 
marketing, per se, yet, but you are laying the groundwork that makes each of the next 
steps fall into place. 
 
This one Profit Trigger alone, if I sit down with somebody and look at all of the possible 
different types of people they serve, it’s always an eye-opening experience for people. 
And we’re going to talk a lot about the real metrics and value of creating and choosing 
the right target market. 
 
If you start thinking about these Profit Triggers as the Blueprint or as the map of where 
you’re headed, what you have available to you, this is a lifelong journey in your 
business, and you’re going to be addressing each of these areas of your business for as 
long as you’re in business. 
 

 
 
 
 

 
The context is not going to change.                          
 
20 years ago, you had to select a single target market, and 20 years from now you’re still 
going to have to select a single target market. 
 
So, I’m very conscious of making sure that what we’re talking about here are sort of 
bedrock things. These are the things that are constant. These are the things that you can 
bank on being true years from now, in your business. This is the framework that you can 
look at to develop the most lucrative business you can. 
 
I always look at these like the DNA cells of every business breakthrough. You take these 
DNA cells, and theyʼre going to become very different functioning in a carpet cleaning 

You’re going to be constantly improving, adapting, applying new 
technologies, new opportunities that come around under all of these, 
but this context is going to last you the next 20 years in your business. 
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business, in a real estate business, in a retail business, in a restaurant, in a professional 
practice, in a manufacturing company, in a transportation company. 
 
Any type of business has these same DNA cells that are going to grow into the ideal 
scenario for whatever business you’re applying them to. 
 

Profit Trigger #2 
Use Direct Response Offers To Compel 

Prospects To Call YOU 
 

The second Profit Trigger is compelling your 
prospects to call you. 
 
This is where we start applying the direct response 
marketing principles that we have been talking 
about in all of the blogs and podcast episodes  
so far. 
 
It’s the thing that really, when somebody says, “I 
love marketing,” this is the thing they’re talking 
about is compelling prospects to call you. 
 
There’s nothing more exciting than transforming 
your life from being a manual labor prospector into 
an automated marketer. Now, your business 
becomes easy, lucrative and fun. It becomes an ELF 
business, when you really start applying the direct 
response principles that we talk about. 
 
And there’s a lot of different ways that you can compel prospects to actually go to your 
website, pick up the phone and call you, visit your store. If you’re an online business, if 
you’re a brick-and-mortar business, if you are in any part of the world, it does not 
matter. Your focus has got to be compelling prospects to call you. 
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And when we say call, it could be even if you never use a “telephone,” they can call 
upon you over the Internet, they can call upon you through many different means of 
reaching you, be it physically or electronically, or over the phone lines. 
So, compel is an interesting word. 
 
I remember Dan Kennedy would always talk about your advertising needs to be 
compelling, and compelling is like when you’re driving by an auto accident, and all the 
people in front of you are slowing down and people are screaming, “Idiots! Morons!” 
 
They have to gawk at the car accident, to see if anyone’s hurt, dead, maimed, whatever. 
And it’s kind of morbid curiosity, and people get angry because there’s a big, huge line. 
Then, the moment you drive by it, you slow down, and you become one of those same 
people that you’re complaining about! 
 
It’s compelling, because you cannot not pay attention. 
 
And if you want someone to respond to your advertising, to your marketing, to your 
website, you need to set it up so that it’s very hard to resist. If you’re selecting the 
right target market – meaning they’ve been identified as someone that is interested in 
what it is you’re selling – then you want to be compelling. 
 
This is a simple headline, as an example. It could worth tens of thousands, hundreds of 
thousands, maybe millions to some of the people that are reading this right now. 
 
There are a lot of people who are price-focused in the carpet cleaning business. And 
Charlie Carpet Cleaner knew, early on, that if he was going to teach them how to use 
education based marketing, which we’re going to touch on here in a minute, that he 
would also need to address the fact that they’re so used to advertising price. 
 
There’s a big difference between the lowest price and the best quality. So, what do 
people want? 
 
Do you want the best price or do you want the best quality? 
 
Do you want a combination of both? 
 
So, this headline that Charlie created with Gary Halbert kind of covered both... 
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“Free recorded message reveals 
how to have your carpets cleaned properly, 

at the lowest possible price.” 
 
That’s a tricky headline, for some people. 
 
What do you think are the most important words there, as it comes to attracting the 
right type of clients and not being in the price game? 
You might think, “free recorded message” or, “Lowest price”, but THE keyword is 
“properly.” 
 
Because let’s say you’re not the lowest price, because the lowest price guy does a lousy 
job. But you clean people’s carpets properly...and in order to clean them properly, 
you’re not going to bait-and-switch people. 
 
You’re going to go in and use proper chemistry, the right type of equipment. 
 
That’s clearly going to be more expensive than some idiot that’s advertising $5.95 a 
room, just lying to people, misleading them with the price to get in, and then charge 
them what a real quality job should cost. 
 
So, “Free recorded message reveals how to have your carpets cleaned properly, at the 
lowest possible price.” That compels people to buy. And no matter what business you’re 
in, if you’re a web designer, “How to have your website built properly,” or “effectively,” 
at the lowest possible price.” 
 
Or, if you’re in the auto repair business and you’re a really high-quality repair place, 
“How to have your transmission fixed or replaced properly, at the lowest possible 
price.” 
 
So, that’s just an example. There’s a lot of different ways to compel people, and we’ll go 
really deep with it. But I just wanted to give that as a context, so that people understand 
an example of something as simple as words, how they can compel people. 
 
That formula is a winning formula and can be applied in any number of ways. 
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That’s the thing about these Profit Triggers and having a framework for marketing that 
really can adapt to whatever business you are in. 
 
This is what’s so fascinating about marketing, is that we’re constantly seeking out and 
developing and pioneering new ways to apply what we already know to different 
businesses or to compelling prospects to call. The big mistake that businesses often 
make is they think compelling prospects to call you means getting your name out there, 
getting people to know who your business is. 
And that’s not it at all. 
 
Sometimes, the very best thing you can do is put your own ego aside and focus only 
on what they really want, only what your prospects really want...without even any 
mention of YOU or your business up front. 
 
Robert Collier talks about entering the conversation that’s already going on in your 
prospect’s mind. Once you realize your target market, you’re not going to try and 
convince people to do something; you’re going to get their attention by showing them 
how to do something that’s already on their mind. They’re already thinking about how 
to do this. 
 
When you put your selfish needs aside and you’re able to focus just on them, that’s 
when the real magic happens. That’s when the real breakthroughs happen. And that’s 
what we’ve been talking about, any number of ways to do that, with offering people 
consumer awareness guides or offering free reports or free recorded messages that all 
have a compelling title that really articulates what they really want, in a way that they’re 
compelled to call and get that information. 
 
They don’t see that there are any sales involved in that. They see that it is completely 
and exactly what they’re looking for. So, they feel safe to call. 
 
But all the while, here you are now, thinking like a chess master. And you know, and 
world-class marketers know, that just taking that first step is going to set a sequence of 
events that within 2 or 3 more moves, they’re going to be meeting with you in your 
office, or you’re going to be meeting with them in their home, or they’re going to be in 
your store, but you didn’t put the pressure on the ad itself, or on the postcard or the 
sales letter, or whatever media you’re using. 
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You don’t put the pressure on your ad, or postcard, or email to make the full sale. 
You’re just starting with the process of getting them to raise their hands. You’re telling 
them to call, so they identify themselves to you. And then, you can move on to the next 
step...and the next step. 
 
There’s so much we could say about getting prospects to call you.... and if you read the 
blog post HERE, you’ll get incredible ideas you can use right away. The point is to stop 
using advertising that’s about YOU...and start using advertising and marketing that is 
about THEM. 
 
 

Profit Trigger #3 
Patiently And Systematically Educate 

And Motivate Prospects To Meet You... 
When They’re Ready! 

 

The third Profit Trigger is educate and 
motivate your prospects to meet you. 
 
This is really about lead conversion. This is 
where the real skill comes in, knowing how to 
set things up, so that people want to meet 
with you. 
 
The key is that you understand they will only 
meet with you when they are ready. 
 
Let’s just use that example of saying how to 
get your carpets properly cleaned for the 
lowest possible price. And they’re calling and 
listening to a free-recorded message. 
 
Well, that free recorded message, or if they’re going to get a free report, those things 
are all starting the process of educating and motivating your prospects to meet you. 
 

http://atlantamarketingcenter.com/category/marketing/


 

16 

 

And that “meet you” is the part where the actual transaction is going to occur, whether 
that’s going to be to come into your retail store, or it’s going to be to invite you into 
their house to give them a carpet audit, or it’s going to be coming to your homebuyer 
workshop, if you’re a real estate agent, or any of those things where you’re going to get 
into a position where you can start your sales process. 
 
You can’t just educate people and send them free reports and expect that they will just 
line up to come in to see you. 
 
People need prompting. 
 
We’re all basically shy, and reluctant to start an interaction. 
 
We’ve all been raised to not impose on people, and not to make people go out of their 
way for us. 
 
It goes both ways. 
 
That thinking makes us meek in the way we talk to prospects. We say things like “If 
there’s anything I can do for you, or if you have any questions...don’t hesitate to give me 
a call, I’m more than happy to help” 
 
Now, we may be sincere in saying that, but it’s a very weak proposition. 
 
We’re essentially asking our prospects to be the leader, and initiate, by asking you for 
something...which you would be happy to provide. 
 
The problem is, most people don’t like asking for anything...but we’re helpless against 
people offering us something, because we equally don’t like to reject people. 
 
It’s a strange social dynamic. 
 

I often use an example of bringing you into my home, sitting you down in the living 
room, and saying “If there’s anything you want to eat or drink, there’s lots of stuff in the 
fridge... just feel free to help yourself. I’ll be in the other room, if you need anything just 
holler” 
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Again, I would be completely sincere in that offer, and I would love it if you would feel 
comfortable enough to help yourself to something in the fridge.... but I know that’s not 
what you would do. 

 
You would feel uncomfortable imposing 
like that. It’s the way we’re raised. 
 
Now contrast that with me coming into 
the living room with a plate of freshly 
baked cookies, holding them right in front 
of you and saying “would you like a 
cookie?” 
 
The truth is, it would be very difficult for 
you NOT to take a cookie under those 
circumstances - even if they weren’t your 

favorite cookie - because I’ve clearly gone out of my way to make these cookies for you, 
and it would be rude to reject me. 
 
Understanding that dynamic helps you realize that people are silently begging to be led. 
 
They don’t want to lead. They want someone to tell them what to do...and make it EASY 
for them to do it. 
 
We talk about the difference between marketing and sales. This is really where your 
marketing is delivering people right to the During Building Blocks, so that when you 
actually meet with them, they’re already pre-disposed to wanting to do business with 
you. 
 
And just like in the headline, “Free recorded message reveals how to have your carpets 
cleaned properly, at the lowest possible price.” 
 
Now, that could be, “Free video on this website reveals,” it could be a variety of 
different mechanisms that you deliver information to. But basically, once they would 
call that free recorded message, they would hear 7 questions to ask a carpet cleaner 
before you invite him into your home, 6 costly misconceptions about carpet cleaning, 8 
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mistakes to avoid when choosing a carpet cleaner, how to avoid 4 carpet cleaning rip-
offs, the difference between value and price. 
 
All of those things will educate people on how to choose a carpet cleaner, so that even if 
they never do business with your company, when they listen to your free recorded 
message they will know what they didn’t know they didn’t know before calling it, so 
they can make an informed, intelligent decision. 
 
And now, equipped with that information, they’re a more confident buyer. And a more 
confident buyer is exactly the type of buyer you want. 
 
You want them to have confidence with you, and that’s why you are providing that 
information. And since you are the one providing them that information, who did they 
have the most rapport and trust with? They have it with YOU! 
 
Unless they are price shoppers, and the free recorded message would sift, sort and 
screen the price shoppers, and it will present to you the ideal sort of prospects. 
 
And the ideal prospects will love the fact that you presented them with that education, 
because it helps them make a buying decision, and they will do business with you. 
 
This applies to anyone. I don’t care what business you’re in. I’m yet to find someone 
who can sit and tell me, “Oh, you’re better off not educating your prospects and 
clients”, unless, of course, you’re in a business like if you sell cigarettes, which I would 
never recommend anyone do, but lets assume that, you probably don’t want to educate 
them about how it’s going to kill them. So, if you’re in a business that actually creates 
value and delivers something that’s good and useful to people, then an educated 
prospect and client is the absolute best person, and it’s the most ethical form of 
advertising and marketing. 
 
That’s why it’s so irritating when you hear people talk about how marketers, all they’re 
trying to do is sell you something. Selling is not yelling. 
 
Where many parts of the auto industry have it wrong is they think if you just blast with a 
big starburst in the newspaper, on a TV or radio ad, and you yell a huge low price, that 
that’s the most compelling thing that you can ever offer to people. And you’ve got an 
entire industry, in many ways that screwed itself because their focus has always been on 
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low price yelled louder and louder and louder. And they actually think that’s marketing 
and selling. 
 
I guess you can put it under that umbrella, but that isnʼt what we would ever use. We 
actually teach people stuff that works. We want people that are pre-interested, pre-
motivated, pre-qualified and predisposed, and actually happy and confident to seek out 
our services. 
 
Honestly, I don’t know a more effective way to create the very best prospects in an 
ethical manner, than using these Profit Triggers. 
 
I just want to give people the caveat that education isn’t enough. 
 
A lot of times, people start using free reports as their offer. They get the mechanics. 
They learn that, “Okay, I’m going to select my target market, I’m going to run a direct 
response ad offering a free report, and I’m going to send them the free report,” and 
then they don’t really think through the motivate part of educate and motivate people 
to meet you. 
 
They think that educating is enough, that they’ll send out the reports and then they kind 
of sit back and think that people are going to call. 
 
I see this a lot in professional practices and in financial services type of things, where 
people are offering educational things, they’re sending out the free report, but there’s 
no motivator, there’s nothing to connect the dots that make it easy for people to want 
to meet you, who are starting that process. 
 
So, I really focus so much of my attention on crafting the way that you can present 
something, that makes it easy for people to want to come and meet you, that it’s the 
most natural next step. 
 
That’s where you’ve really got to think through the process of what are going to be the 
tastiest cookies for your target market? 
 
So, that 3-step process really makes up the Before Building Blocks. We talk about the 
arithmetic, we talk about the math of this, and what you can really do with a Before 
Building Blocks is you are setting up a money multiplying system. 
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You’re setting up something that every step in this process, you can automate, you can 
use websites, you can use free recorded messages, you can use auto responders, you 
can use direct mail, you can use all things that are completely leveragable, that don’t 
require your personal time on doing them. 
 
You can completely delegate the process. The metric that you look at is how much 
money did I put in, and how much did I get out? It’s like how many appointments did 
I get from this, that I’m able to turn into sales in my during Building Blocks? 
 
If you really think that educating someone just in and of itself is enough, then I’m sure 
everyone has probably been in a situation where they’ve spent a lot of time trying to 
educate a prospect, but then they never ask for the sale. 
 
And then, they were frustrated because they’re like, “Why didn’t the person buy?” 
Well, you didn’t ask. Or, you didn’t set it up in a way to where you have to take it to the 
next stage. It’s kind of like really romancing the heck out of a person, and then never 
asking for the date. 
 
You’re not going to get to where you want to go if you don’t do the other things, which 
is why we are fully equipped to share with you real-life examples, when we do our 
training workshops live events and Online Courses. 
 
That’s the reason we’re doing the in person and Online conference. We know that that 
level of immersion will speed people’s progress up, in many cases, by 10 years, just by 
getting exposure to all the different ways and people. 
 
So, those are some of the things that people will 
actually, when you come and join us, if you do come 
and join us at the Profit Triggers conference, you’ll get 
an opportunity to meet people that have. 
 
Some are brand new to this and are just kicking butt 
and taking names, and other people that have been 
successfully doing this as a result of us teaching them 
for over a decade, or longer. So, it will be super-cool. 
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Twenty years of research has shown me that there’s always a very small percentage of 
folks “buying now.” Three percent. I gave a lecture recently in front of 1,200 CEOs and 
said: “Let me prove this to you. How many people in the audience are in the market for 
a car right now?” About 30 people raised their hands. “How about tires?” A different 30 
raised their hands. “How about furniture?” Thirty hands up. “How about home 
improvements?” Yet another 30 hands. “Office equipment?” You see my point. About 3 
percent of potential buyers at any given time are buying now. Right now. That 
percentage drives all commerce. 

My research further concludes that 7 percent of the population is open to the idea of 
buying. This is the percentage who may be dissatisfied with their current item or 
provider and are not opposed to change, but who may not yet be “buying now.” The 
remaining 90 percent fall into one of three equal categories. The top third are what I call 
“not thinking about it.” They are not against it, not for it, but just “not thinking about it.” 
So if you sell office equipment and you ran an ad, this 30 percent would not respond 
because they’re just not thinking about office equipment right now. 

The next third are what I call “think they’re not interested.” So at first pass, they are not 
neutral like the first third. They would reply, “I don’t think I’m interested in office 
equipment.” And then the final third are what I call “definitely not interested.” These 
folks are happy with what they have or just simply know they don’t need it. They may 
have a 10- year- old copier, but if it’s not broken, why fix it?  
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With this in mind, let’s put you back in that stadium. Right before you walk out there, 
the audience is told: “You had to come, but you don’t have to stay. If this person [you] 
talks about something that is of no interest to you, you can simply get up and leave.” 

If you walk out there and say, “I’m here to tell you why we have the greatest office 
equipment in the world,” you’re going to have 90 percent of the audience get up and 
leave. And anyone who’s ever spoken in public knows that you do not want that to 
happen. 

So now let’s rethink that stadium title. What could you say that would keep virtually 
every one in their seats? This is important because whatever that title is that would get 
all those potential buyers to stay and hear more is the same approach to use in your 
advertising, direct mail, or Web site. What can you write as your stadium pitch title or 
ad, for that matter, that would appeal to the entire pyramid of potential buyers? 

Let’s imagine that you sell office equipment. It’s your turn to give your speech and the 
audience is full of CFOs. If you’re a little strategic, you might go with something like “The 
Five Ways Our Office Equipment Can Benefit You.” Again, an approach like this appeals 
only to those who are “buying now,” and possibly those who are “open to it,” but pretty 
much 90 percent of your audience is leaving. 

So what title would have a broader appeal? How about “The Five 

Ways You’re Wasting Money in Your Operations and Administration”? I’m not saying 
this is going to rivet the executives to their chairs, but they’re not leaving either. They’ll 
stay to hear a little more. This is also true for an ad with that headline. It’s definitely 
going to appeal to the top two tiers, but it also appeals to everyone in that stadium. 
Everyone is interested in saving money in their operations and administration costs. 
Certainly every CFO is interested in that, so they’ll stay in the stadium. And if everything 
that follows has some substance to it, you’ve now taken your marketing and selling 
activity to an entirely new level. 

The hardest thing we need to do today is grab the attention of potential buyers and 
keep their attention long enough to help them buy your product. This approach of 
offering some education of value to them gives you a significant opportunity to attract 
more buyers and build more credibility. I call this “education-based marketing,” and 
here’s a line you should write down: you will attract way more buyers if you are offering 
to teach them something of value to them than you will ever attract by simply trying to 
sell them your product or service. 
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As another example, I had a merchant services company as a client. They primarily 
target retail stores. So in the stadium pitch scenario, their audience are retail store 
owners. If they walk out there and start off with, “I’m going to show you why our 
merchant services are better than anyone else’s,” the 90 percent are leaving since they 
are not in the market for merchant services right now. So what could you say to keep 
every retailer in the stadium to hear a little more? Here’s a great title: “The Five Reasons 
All Retailers Fail.” The tactical executive reading this is already saying, “But if all I really 
want to do is sell merchant services, then why would I bother with all this?” 

Content Marketing for Lead Nurturing 

Lead nurturing – the process of building relationships with potential clients even though 
they may not yet be ready to buy – is essential to the success of your marketing and 
sales strategy. Read on to find out why… 

Now more than ever, closing a sale is a cumulative result based on persistence, insight 
and planning. Research by Gleanster shows that, typically, around 50% of leads are 
qualified but not immediately to purchase, and it takes around 10 marketing-driven 
‘touches’ for the lead to convert from the top of the funnel into a paying customer, 
according to Aberdeen Group. 

If lead nurturing is the route that carries your prospect toward the end goal of a sale, 
then paying close attention to your sales funnel is a must. Filling that funnel with useful, 
relevant and timely information is the crux of content marketing. However, if you pour 
random content into your funnel, you may end up with a murky morass of information 
that your prospects have no motivation to work their way through. 

How to supply the right content at the right time? It all comes back to understanding 
the buying cycle and using content mapping to entice leads along the way. 

 
The buying cycle and content mapping 

It might sound complicated, but content mapping really is as simple as this diagram 
shows. While you might break your buying cycle down into further components, it can 
be reduced to three key stages: awareness, evaluation and purchase. Certain content 
formats are suitable at each of these points in the cycle. Map the content you have to 
each stage and you’ll start to see a natural flow (or, potentially, some gaps!). 
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Mapping marketing offers 

Marketing automation platform Hubspot recommends asking yourself four questions 
when content mapping: 

1. What are the logical pathways to take a lead from awareness to evaluation to 
purchase? 
2. Which specific content assets can be used along these pathways to help take leads to 
the next stage of the buying cycle? 
3. What content assets are you missing? 
4. How do you need to adjust the messaging in those content areas to align with the 
persona you’re speaking to? 

This leads us onto the question of defining how you pinpoint where a lead is in your 
buying cycle. The answer: lead scoring. 
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Lead scoring 

Ask yourself how good a match the buyer is for your usual brand persona – think about 
demographics, firm type and size and budget, authority, need and timeline (BANT). You 
can find out lead fit by collecting data from the prospect through gated content. 

You can then look at how the lead is engaging with you, and start attaching numerical 
values to his or her behaviour. This can include: 

• Amount of time spend on your site 
• Engagement with you on social networks 
• Pages visited, with varying scores based on likely associated buying intent 

This process will help you to determine when the lead’s ready for you to approach 
them. In the meantime, you can continue to nurture them by serving them with 
appropriate content for the stage in their journey.  

Using email to serve content 

Once you’ve defined your buyer journey and mapped out your content, email is still an 
effective way to get the right information out at the right time – however, there are a 
few ‘buts’. Here are five key points to consider: 

1. Your lead must have opted in to receive communications from you, or you could be 
lining yourself up for a hefty fine. 
2. Blanket emails don’t work – avoid ‘blasts’ and make sure you segment your audience 
as much as you can, so that email campaigns are highly targeted and relevant. 
3. Aim to establish two-way communications and make sure that you provide the 
opportunity for a response and tailor the next email accordingly. 
4. Use email to connect social and website content by using an integrated and 
coordinated approach. 
5. Measure ROI. Sales are the ultimate metric, don’t get overly distracted by opens and 
click-through-rates (CTRs). Make sure your email platform can be integrated so you can 
evaluate success properly. 

You can create an email workflow manually but, realistically, automation is the answer if 
you want to do it well and at scale.  

Content on your website 
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Structuring your website with content marketing in mind will allow you to lead nurture 
in a natural way. Ideally, you want your website to act like a pinball machine, so that you 
can ping your lead from one piece of relevant content to another. 

Consider the following areas as must-haves and always make sure that content has a 
clear call to action (CTA), allowing your lead to access yet more relevant content: 

• Strategic landing pages 
• Blog 
• Resource Centre 
 
If your website can’t accommodate your content, you have a problem! However, there 
are ways to get around this without having to build a new website, as some content 
operating systems can be integrated with your existing site. Bear in mind that, longer 
term, the optimal solution may be to overhaul your site. 
 
Share content on social media 

Social media widens your audience and provides an additional touchpoint for your 
leads, so develop a social media plan that will allow you to share your content on the 
social platforms with the best appeal for your key personas.  
Know when to make contact 

Today’s buyers are savvy and like to be in control – by the time they’re ready to speak to 
you, they’ll have done all the research on you and your competitor, they’ll have a good 
idea of what they want and will already have some firm ideas about the solution. 
According to a study by CEB, buyers are now 57% of the way toward a buying decision 
when they first make contact with a salesperson. By lead scoring properly, you should 
be able to transform a sales call when it’s appropriate – and not before. 

Marketing automation 

To keep filling your sales funnel, you’ll need many more leads than you can practically 
nurture manually – that’s where marketing automation comes in. If a small marketing 
team can only successfully nurture a small number of genuine two-way communications 
(let’s say 50), then it’s clear that you’re going to need to work smarter. 

If you don’t already have a marketing automation platform, put this to the top of your 
list. The best solution for lead nurturing may be to opt for a platform that offers an all-
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in-one answer: a built-in CRM, lead scoring, marketing automation workflows and a 
content management system. 

 

Profit Trigger #4 
Present Your Unique Service Offer In A 
Way That Makes It EASY To Get Started 

 

In the during Building Blocks, now there are 
3 more Profit Triggers to look at. 
 
The During Building Blocks starts with the 
moment you imagine the best thing that 
could happen for your business. The best 
thing that could happen to your carpet 
cleaning business or to your real estate 
business, or to any business, is that 
somebody were to come to you and say, 
“Listen, I’m going to go ahead and just 
deliver to you people who want to get their carpets cleaned. And I’ll just set up 
appointments for you. Would that be okay?” 
 
And that’s what the Before Building Blocks is really all about. If you imagine that, as a 
High-Performing Entrepreneurs and Advanced Professional Practices, how different 
would your business be if all you had to do was start in your During Building Blocks and 
you go to appointment after appointment, after appointment, all day, with people who 
are already pre-motivated, who want to talk about getting your services?” 
 
That’s what your Before Building Blocks can do, and this is where your During Unit 
starts. Your During Building Blocks starts when you have your first meeting with 
somebody who’s motivated to move forward and do whatever it is that your business 
does. So, that means the first time they open up the door at your retail store or they 
come into the office in your professional practice, or they show up at your office to look 
at homes, or invite you into their house if they’re going to be selling their house, that’s 
where your During Building Blocks starts. 
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So, we talk a lot about how you can present to people the service that you offer, in a 
way that makes it effortless for them to get started. 
 
A lot of times, with something like a Carpet Audit, or a Pin-Point-Price Analysis or Room 
by Room Review if you’re a Realtor, when you’re talking about that, when you go to 
meet them and they’re already educated, they’re already a little bit motivated, you go 
through and you either do your free room of cleaning and give them the carpet audit to 
show them all the different things that you can do, it makes it so much easier for them 
to say, “Yeah, let’s go.” 
 
So, for instance, putting it together with educating and motivating prospects to meet 
you, which is the last module, then we go into present your unique service offer, would 
be after using a consumer awareness guide, you could make an offer: free room of 
carpet cleaning with a carpet audit, so you can go in and evaluate the condition of the 
carpet, and it’s a way to uniquely package the presentation and the service, so it’s new, 
better and different than any other thing that any other person has ever heard from a 
carpet cleaner. 
 
Like Charlie Carpet Cleaner teaches carper cleaners to do something completely 
different, because everyone was giving estimates and quotes, so he created this thing 
called a “carpet audit,” and would go in and present this very formulaic method, and 
offer them a free room. So, there’s no cost or obligation of any kind. They can try the 
services. But he wouldn’t just do the free room; he would always do it in conjunction 
with a carpet audit. 
 
Now during the carpet audit, he’s there in the home, and is able to actually show them 
and educate them in person. It carries on the education. All of these stages kind of feed 
into each other, but it’s synergistic. The chain is only as strong as the weakest link. And 
if you do a great job of educating but then you have a weak link presenting your unique 
service offer, it’s not going to work as well. 
 
So, all of the things that I’m sharing with you here are really so that you have the 
strongest marketing chain humanly possible, so that you can obviously close everyone 
that’s worth closing, and only spend your time talking to people that are worth spending 
your time talking with, where it’s going to be a win-win situation for you. 
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The Cheese is the ONLY 
Thing that Matters… 

The other day, I was meeting with a printer who’s a very successful printer, but has been 
hammered, over the last couple of years, with the economy and with prices. His whole 
business is in the commodity business. And I said, “You know, if you want to get out of 
the commodity business, then quit selling business cards and letterhead and printing. 
Start asking Socratic questions of, “Why are you coming to a printer? What is it that you 
want?” You don’t want business cards 
and letterhead; you want what you 
think business cards and letterhead 
are going to do for their business, 
which is going to get them jobs. 
 
So, sit down and say, “What are you 
trying to accomplish? Let’s do a 
printing audit, and evaluate all of the 
things you’re trying to use printing for. 
And by taking them through the 
process, you can charge them money 
to do a printing audit. 
 
And then, if they end up hiring you as 
a printer, you can apply that fee, that 
consulting fee, towards printing. And 
you’re no longer viewed as a printer 
anymore. You’re now viewed as an 
advisor that’s serving people. 
 
For many years we’ve taught that 
selling is serving people. If you set it 
up this way, that’s exactly what you’re 
doing, you’re serving people. The main 
thing to keep in mind is that nobody really cares about your process, or your system, or 
product as much as they care about the RESULT. Like a mouse focused on cheese...all 
they want is for it to be over, and they get what they want without being burned. 
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Profit Trigger #5 
Deliver a “Dream Come True” 

Experience Designed From Your Client’s 
Perspective 

 
 I’m going to start this Profit Trigger by 
suggesting you read the book “Raving 
Fans”, by Ken Blanchard. It’s really 
exactly what this Profit Trigger is about. 
 
It’s probably 24 or 25 years old now, 
maybe even more. But the idea of 
visioning your business, visioning the 
experience that people have – it’s almost 
like theater, in a way, that you create an 
experience that is completely 
orchestrated, that when somebody goes 
through your process, they come out of it 
saying, “That was the best Business 
Development experience I’ve ever had,” 
or “that was the best chiropractic experience I’ve ever had,” or “that’s the best 
Professional Practices experience I’ve ever had.” 
 
Ultimately, you’re going to go through a whole process of mapping out that customer 
experience, that will not only deliver that experience but the end result of it will be that 
people will be so excited about it that they’ll want to introduce that experience to their 
friends, to other people, so that you’re orchestrating referrals in this During process. 
 
Even when you’representing your unique service offer, we’re planting the seeds that 
these referrals are going to happen, because you know how all of this plays out. But 
you’re going to be planting that experience, planting that seed that they’re going to 
want to refer people...so you start referring to that all the way through the process 
here. 
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Imagine what it would do for your business if half the people that went through your 
process, that went through your experience, referred somebody else to you before that 
transaction even ended. 
 
That is a powerful experience, if you do that, and you orchestrate that right into the 
experience, even from the beginning, that your expectation is to deliver such an 
incredible experience that they’ll want to refer their friends and family, you will get 
MANY more referrals. 
 
Dr. Jones is a dentist in Georgia, and when people start as a new patient with him, he 
sets it up right from the very beginning, that one of the expectations is that they’re 
going to refer 2 new patients to him. 
 
When you start presenting that, you start bringing that right to the front, right to the 
beginning of the relationship in your During Building Blocks, even when you’re 
presenting your unique service offer, then you’re delivering a world class experience. 
 
There are 3 types of experiences that a prospect, that a client, that a customer can have. 
Brad calls this process the “happy client experience.” and we’re going to share it with 
everyone at the Profit Triggers Conference. 
 
But basically, you write 3 faces. 
 

 
So, the first one would be an unhappy customer, the second one would be a satisfied 
customer, and the third one would be a happy client. 
 
I like to refer to clients, versus customers. A customer implies someone who buys 
something from you. Client implies someone you have a relationship with. Frankly, I’m 
not all that hung up on what you call them. What I’m really hung up on is that you 
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actually make sure that out of the 3 experiences that they can have, either unhappy, 
satisfied or happy, that they land in the happy category. 
 
Because if they’re unhappy, they’re not only not going to do business with you again, 
they’re going to tell other people about how crappy you were. 
 
The second experience, which is what most business situations actually are, where 
they’re satisfied. You don’t want satisfied. They’ll pay you money. They may come back 
and do business with you again; if you’re the only person they get something from. But 
they’re not going to become raving fans. They’re not going to go out of their way to tell 
other people about you. 
 
When you wow them, when you say, “Wow your customers,” that means they end up 
with a smile on their face. They got more than what they expected. 
 
The very best way to think of your client experience is to imagine what would be a 
Dream-Come-True from their perspective? 
 
When you begin with an attitude that you’re going to create the ultimate experience for 
your client...as if you were one of them...it really creates a powerful vision for you. 
 
One of the best client experience design exercises is to ask two simple questions. 
 

1. What does everyone LOVE about [insert your category here]? 
 

2. What does everyone HATE about [insert your category here]? 
 

That process will help you clarify your thinking...but you can really take it to the next 
level by imagining what they would REALLY love if they thought it was possible. 
 
This is your opportunity to imagine a dream scenario for your clients. 
 
Don’t censor yourself by thinking “well I can’t do that”...or “that’s impossible”...just let 
your mind go, and then ask yourself “If I could do it...how would I do it?” 
 
All of the interacting you are going to do with your clients is going to give them less than 
what they expected, exactly what they expected, or more than what they expected. 
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Why not give them something beyond what they even could imagine? 
 
If you want to nurture lifetime relationships and orchestrate referrals, it’s only going to 
happen if you deliver world-class service after the sale and during the sale, and before, 
so they have a smile on their face and they tell other people about you 
 
 

Profit Trigger #6 
Provide After Sale Service - Even After 

You’ve Already Been Paid 
 

When you provide after-sale service, you are now going to be able to reap what 
you’ve sown in delivering a Dream-Come-True experience. 
 
It sounds kind of interesting, when you really start to think about it. We’re talking about 
the during Building Blocks, right now. And I’m saying providing after-sale service. People 
might initially think that that sounds more like the After Building Blocks, but I like to look 
at this timeline, I like to look at the experience that people have as the actual 
culmination of the transaction being the midpoint of the customer experience timeline, 
and not the end. 
 
Like if you look at a challenging legal experience – 
you imagine that the experience is that when 
somebody gets a attorney audit, when you’re 
doing their strategy session right there, that can all 
happen in the same day. 
 
You’re doing the audit, you’re doing the audit 

then, you collect the check, and off you go. That all 

happens in one day. 

But what if you start thinking about adding an 
element of an after-sale service, which could be a 
follow-up phone call or a pop-by, or something the 
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next day, or within the next 3 days after that experience, just to check in on people, to 
maybe drop by and bring them something that’s going to keep their legal issues from 
happening again, checklist or a disclaimer to protect yourself. 
 
Something that’s an added above-and-beyond expectation element is going to have a 
much bigger impact. Because in people’s minds, everything that happens from the time 
you start presenting what it is you do, and the time that they pay you for it, you’re doing 
all of that because you’re getting paid. 
 
But if you walked out there with the check, they’ve got no expectation that they’re ever 
going to hear from you again. They don’t know that they’ve just met somebody who’s 
looking to build a lifetime relationship with them, even if you said it when 
you’representing your unique service offer. 
 
Nobody has ever followed through… 
 
Now, what you’re doing is you are evidencing what your intention is, because 
everything that you do after you’ve already got the money, is so much more impactful 
because you’re not getting paid to do it. 
 
There’s no expectation that you’re going to do anything extra, and when you do it, it 
makes an incredible impact on people. 
 
That’s where they’re going to have the desire, then, to refer their friends. If you really 
think about it, when somebody gets their carpets cleaned, when are they going to be 
most likely to refer somebody to you? 
 
It’s the next 5 or 6 people that come into the house, right? 
 
Because they’re going to say, “Oh wow, your carpets look great!” That’s when it’s 
happening. 
 
Or, when somebody buys a house, the first 30, 60, 90 days after they move in to the 
house, that’s where all their inner circle, all of their friends are going to be coming over 
to the house. Or when somebody buys a car, they drive it home; they show it off for the 
first time to everybody. 
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If you’re integrated into that process, if you’re ending your During Building Blocks, if 
you’re ending your experience with people the minute they drive off the lot or the 
minute you leave their house, or the minute they take the sold sign down and you give 
them the keys, if you’re ending your experience with them right there, you’re missing 
out on all of the best experiences that you have to get referrals and to make an 
incredible impact on your clients. 
 
And how many companies actually treat people that way? 
 
As soon as they get the money, all of the attention just ceases to exist, and they just 
disappear. 
 
And the sweet spot is when the euphoric feelings of joy and happiness are running 
through their minds, you have power...if you know how to harness and direct it. 
 
It’s a timing issue. And as the saying goes, “The difference between lettuce and garbage 
is timing.” So, you want to focus on the timing. 

 
Profit Trigger #7 

Get Testimonial Online & Offline - While You 
Frequently Nurturing The Relationship – Social 

Proof Systems – Testimonials 
 

 Now, the After Building Blocks, is really where we start calculating the lifetime value of 
every client you do business with. 
 
I always use a benchmark of 20% annual yield from what I call your relationship 
portfolio, all the people who know you, like you, trust you. People who’ve done business 
with you, the people who you would recognize if you saw them at the grocery store, the 
people who are your core customers, the people who you’ve had that kind of an 
experience with. 
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If you started looking at the lifetime value 
of somebody the moment you meet him or 
her, it will change everything about the 
way you think about your business. 
 
If your average sale is $150, and if they’re 
going to be a client for the next 5 years, 
that immediately takes them up to $750. 
And then if they just refer one person that 
immediately doubles them and their 
lifetime value, to $1,500. That’s where the 
20% annual yield is, is one time in 5 years. 
 
So, you start thinking about it, that either 1in 5 of the people that you do business with 
will refer somebody to you, or that everybody will refer someone within the next 5 
years, or they’ll do another transaction with you, that’s where your After Building Blocks 
is really coming in. 
 
It’s the least expensive portion of your marketing mix. It’s the one where you can have 
the biggest impact with the least amount of money, because they already know you. 
And in many cases, you’re the incumbent provider of whatever it is you do. 
 
You are their Realtor or you are their Carpet Cleaner, or you are their Chiropractor. 
It’s just a matter of keeping in touch with them and nurturing a lifetime relationship 
with them. 
 
And that’s what Profit Trigger #7 is all about - nurturing lifetime relationships. And that 
means, at the very least, that the people that you have now, that you don’t just leave it 
at a one-time transactional thing. 
 
It’s far easier to get somebody who has come to your restaurant and had a good 
experience there to come back, than it is to get somebody to try it for the first time. 
 
That’s true with ANY business relationship...especially if they’ll be doing what you do 
more than once. 
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There’s been so much evidence to prove that it’s 5 to 6 times more expensive to get a 
new customer than it is to get someone who has done business with you before to 
simply do business with you again. 
 
And if you just look at that, 5 or 6 times more expensive, and you look at most 
businesses, they spend the vast majority of their effort on how to get new customers, 
new customers, new customers, and they neglect the ones they’ve already got. 
 
Billions and Billions of dollars are never generated, never realized, simply because of the 
neglect or absence of an After Building Blocks in MOST businesses. 
 
So, I look at anything you’re doing in your after Building Blocks, especially in the 
Nurturing of Lifetime Relationships as first and foremost really about repeat business 
insurance. 
 
It’s what you’redoing. You’re making sure that when they have a need, that they are 
going to use you again...and not be tempted to try someone else just because you’re not 
in contact with them, or lose touch with them. 
 
Repeat business is just the tip of the iceberg. 
 
There are so many ways that you can increase the lifetime value of a loyal client, by 
talking about an ascension plan; where you’ve got a product line that somebody can use 
other products that you have; where you’re able to solve more of their problems or to 
offer a higher level of service for people; where you can deepen the relationship with 
them and they’ll want to get closer to you; where you’re building out your entire catalog 
of products and services that you have available for people. 
 
If you are a chiropractor or if you’re a 
High-Performing Entrepreneurs, 
Advanced Professional Practices, a real 
estate agent, or any of the businesses, 
there’s so many ways that you can 
increase the lifetime value of those 
people just by focusing on them, just by 
communicating in even the barest 
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minimum way with the people who already know you, like you and trust you. 
 
By you thinking it through and knowing what that lifetime value map is going to look 
like, it makes it easier for you to articulate it to them.  

 
THE 6-STEP PROCESS FOR CREATING WORD 
OF MOUTH WITH TALK PROFIT TRIGGERS 

 
Here’s a problem: nobody talks about boring brands. When was the last time you 
mentioned to a friend: “oh, hey, did I tell you about this one exceedingly average 
experience I had with a company recently?” 
 
In other words, same is lame. Simply doing things different can create enough of an 
experience that it compels word-of-mouth. But over the years we’ve somehow come to 
believe that word-of-mouth either just happens magically or that it needs to be prodded 
along with stunts and gimmicks. 
 
People have the power now in ways that would have been unthinkable just a few years 
ago. This is why the time for profit triggers has never been better - or more necessary. 
Businesses’ ability to unilaterally dictate consumer attitudes and subsequent purchases 
and loyalties is fraying like the hem of a cheap dress. 
 
The best organizations are running ahead of this shift, purposefully crafting 
differentiators that get customers to tell authentic, visceral, trusted stories about the 
business and its products or services; stories that create new customers through 
referrals and recommendations. 
 
Studies have shown that nearly 20 percent of all purchases are a result of word-of-
mouth. And yet, few companies have an actual strategy for creating the right 
environment for sustained word-of-mouth. That could be your company, or (helpfully) 
your competitors. We’re here with this guide to help you develop profit triggers: 
strategic, operational differentiators that compel word-of-mouth. 
 
You can get a copy of the book PROFIT: www.TalkTriggers.com to give you the full 
perspective. But if you want to get started now, this 6-step process is what you’ll need 
to know to map out and begin testing ideas. 

http://www.talktriggers.com/
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Before we do that, you need to know the four key requirements for a PROFIT trigger. 
These differentiate a profit trigger from gimmicks, stunts and slogans that while 
beneficial are not always stories worth sharing. 
 

4 KEY REQUIREMENTS OF A  

TALK PROFIT TRIGGER 

 

 

 

 

 

 

 
 

 
 

1. MUST BE REMARKABLE 

If it’s not literally worth remarking on, it’s not a profit trigger. Lower prices are rarely 
worth remarking on. Stories like this often begin with phrases like “you’ll never 
believe…” or “I was looking for a widget the other day and discovered the craziest 
thing.” You must stand out. 
 

2. MUST BE RELEVANT 

Doing something just to get noticed isn’t necessarily a profit trigger, either. Changing 
the color of your packaging to lime green might be remarkable, but is it relevant in any 
way to your company or your customers? 
 

3. MUST BE REASONABLE 
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You’re looking for “The Goldilocks Zone”: a profit trigger that’s remarkable enough to be 
a conversation catalyst, but reasonable enough to be trusted. In an actual conversation, 
if someone hearing about your profit trigger says, “that’s amazing” you’re on the right 
track. If they say “no way, that can’t be” you may have crossed the threshold to 
unreasonableness and doubt. 
 
When you overpromise--or at least when consumers perceive you to be 
overpromising—it not only depresses participation in the promotion or campaign at 
hand, but it also creates a longer-term spillover effect that diminishes brand trust into 
the future. 
 

4. MUST BE REPEATABLE 

This one’s easy: is your profit trigger available to every customer, every time? If it’s 
something that has terms, conditions, qualifying criteria or is reserved for influencers 
only (in the hopes THEY’LL talk about it), it’s not a profit trigger. 
It might be a great influencer program. But profit triggers share this fourth trait in 
common. 
 

Ready to create a Profit trigger for your organization? 
 

6 STEPS TO CREATING TALK PROFIT TRIGGERS 
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1. GATHER INTERNAL INSIGHTS 
 
The first step in creating effective word of mouth in your organization is to unlock 
everything that your business already knows about your customers, what they 
want, and how they use your products and services. It’s internal anthropology, 
essentially. 
 
But one of the challenges in profit trigger creation – and in word of mouth 
programs through the years – is that it’s not really “owned” by a particular 
department. In reality, everybody owns word of mouth, because it takes all 
corners of the organization (whether the business is small or large) to deliver on 
the differentiator every time. 
 
Word of mouth doesn’t often fit nicely on your organization chart. Is it the 
owner’s responsibility? Marketing? Operations? Sales? Customer service? The 
answer is yes. All of the above must be involved, and more. You need to bring 
together a collection of insights that you can use to frame ideas. In small 
organizations, you might be the sole source of that knowledge. In larger 
organizations, it’s generally a combination of three functions: Marketing/PR, Sales 
and Operations, and Customer Service. We call that the Triangle of Awesome 
because it’s exposed to every element of your customer’s journey. 
 
You want to look in this first step for data around competitive positioning and 
messaging, sales insights (especially related to win/loss insights), and customer 
service issues. Each area can uncover operational intelligence that becomes the 
fodder for a great profit trigger. 
 

2. GET CLOSE TO YOUR CUSTOMER 
 
Finding the right market fit for a product or idea is tough. You cannot possibly 
know how your customer will interact with your product. Even if you write 993 
scenarios you’ll encounter a 994th quickly. Customers are quick to outsmart you 
or find shortcuts that you hadn’t envisioned. It is impossible to know everything 
about a customer from market research, annual surveys and call center logs. 
 
So unsurprisingly, it can be difficult to create profit trigger ideas that will surprise 
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a customer enough to share the story with their friends and family from the 
comfort of a conference room. What doesn’t surface in most surveys are the 
things a customer actually needs. Sure, they can rank what they want on a scale 
from 1 to 10 – more speed, lower prices, faster processors or more sandwich 
topping variety – but rarely do they tell you what they really need. 
 
Find ways to answer questions like these: 
 
> How do our customers experience our product? 
> Why do our customers refer us today? 
> What do our customers say about our brand, unaided? 
> What do our customers say about our competitors or partners, unaided? 
> Where in the product experience is the right time for us to introduce a profit 
trigger? 
 

3. CREATE CANDIDATE PROFIT TRIGGERS 
 
Sure, you could just come up with a fun profit trigger idea and give it a whirl. But 
working with intent is always better than working with instinct alone. Plenty of 
well-meaning, possibly even great ideas have faltered at the starting line because 
they didn’t have the right context or fit. 
 
Answer the questions below personally, as an actual customer. We’ve written 
them that way to help you frame it in your mind. Put yourself in their shoes. 
Perhaps one you’ve met or talked with, or even yourself as you went through 
your own buyer’s journey. These questions unlock the value you created in the 
first two steps of creating a profit trigger. 
 
> When I buy or use this product/service I’m… 
> What I don’t expect from this product… 
> What I’m talking about in my life right now… 
> What I want is… 
> What I really want is… 
 
Found your idea? Great! Test and measure it in the next step. 
 



 

43 

 

4. TEST AND MEASURE 
 
You cannot just decide on a viable profit trigger in your planning process, roll it 
out, and wait to claim victory. Because what if it doesn’t work? What if it isn’t 
remarkable enough to create conversation? You simply MUST test and measure 
your candidate profit trigger first, to make sure that it will have the desired effect 
on your customers. 
 
We look at this as two mindsets: the first is a testing mindset. You need to 
determine if your profit trigger idea has what it takes to survive long-term. In our 
research we discovered that if your idea becomes present in 10 percent of 
customer conversations during your test “sprint” phase, it has potential to be a 
long-term profit trigger. 
 
From a measurement perspective – thinking long-term– your profit trigger will 
need to sustain presence in at least 25 percent of conversations to be viable. 
 

5. EXPAND AND TURN ON 
 
If you developed a winning idea that demonstrated it has the momentum 
necessary to be a long-term profit trigger, how do you trigger it? Even if your 
customers LOVE it, if your colleagues and employees are not equally smitten 
you’ll struggle to give it a permanent home. You’ll face hurdles both internally and 
externally. Activating and your profit trigger with these stakeholders is vital to it 
being seen as a strategic, operational differentiator rather than a gimmick. We 
think of these stakeholders in a framework we call SEE: Stakeholders, Employees 
and Enterprise. Stakeholders (at least in our context) are generally those outside 
your organization. They could be strategic partners, investors, suppliers, vendors, 
board members or even other businesses in your community. 
 
Why might external stakeholders care about your profit trigger? Because if 
customers are interested in it, they’ll be interested in it, too. And the next time 
they hear someone share your profit trigger they can speak up and say, “hey I 
know, isn’t that cool?” 
 
Looking internally, the Employees and Enterprise element of the SEE framework 
are important to your profit trigger moving across the business and truly 
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becoming operational. If you’ve landed on an idea that requires activation with 
your franchise locations, getting those franchisees (and their employees) on 
board is vital to its success. We consider this both an employee and an enterprise 
challenge. 
 
Once you’ve established a good activation fit, your final step is to amplify your 
profit trigger. 
 

AMPLIFY YOUR TRIGGER 
 
Your marketing mix is the starting point for amplifying your profit trigger. You want to 
look for opportunities to share the profit trigger element of the customer experience in 
other media environments including: 
 

> Advertising 
> Social media 
> Customer service responses 

> Email campaigns 
>  Website

 
Amplification of your profit trigger does not stop there. You have opportunities to 
encourage employees to share the story with their friends and family. And, in some 
cases, you might even get a once-in-a-career chance to make your profit trigger an icon 
for your company. Ever been to a Krispy Kreme when the red light was on? You will 
never look at a donut the same way again. All freestanding Krispy Kreme donut locations 
have a neon sign outside that says “HOT NOW” when the donuts are being made on the 
world’s tastiest assembly line. This very visual cue tells passers-by that the time for 
donuts has drawn nigh, and an unplanned stop will yield pillowy, delicious rewards. 
 
That’s the pinnacle of profit trigger amplification: it becomes part of the product. At 
Krispy Kreme, amplification of the trigger (fresh, hot donuts!) is so important, the 
company also created a dedicated app to alert donut seekers to the nearest warm 
morsel. It’s also the most advanced and complicated to execute, operationally. Can you 
get to this stage? Yes, of course you can. That’s a longer term mission and not 
something you’ll have the data, inertia or clarity to create straight out of the gate. Take 
smaller steps en route and you’ll discover you’ve built something durable along the way 
to ideas the size and scope of Krispy Kreme. 
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Profit Trigger #8 
Orchestrate Referrals By Giving Your 

Clients The Opportunity To Feel Great 
 

 The after Building Blocks is really about 2 
things: nurturing lifetime relationships and 
orchestrating referrals. 
 
I separate them, because you’re 
communicating in 2 different ways. When 
you’re communicating with people to 
increase their personal lifetime value, to 
increase the way that you can add value to 
their life – because whenever you’re 
increasing their lifetime value, it’s definitely 
going to be on the basis of how much extra value you’re adding to their life – that’s 
really where it all starts. 
 
But orchestrating referrals is about really doing things, saying things, and 
communicating in a way that make referrals happen on purpose. 
 
A lot of times, people get referrals, but when you really look at it, the referrals that 
people get are mostly either passive referrals, meaning somebody calls you up and 
says, “Hey, my brother just got his carpets cleaned, and he said I should give you a call 
to come and clean mine.” So, it’s happening without you really doing anything to make 
it happen. Everybody gets those kinds of referrals. 
 
Or, they’re reactive referrals, where somebody calls up and says, “Hey, my brother 
John is thinking about getting his carpets cleaned. You should give him a call.” Now, you 
have to react to that referral and do something to make it happen. 
 
But where the real value is, where the real opportunity is, the only type of referral that 
you can control 100% is the orchestrated referral, where you are asking for and getting 
a very specific type of referral. 
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There are so many strategies with this. Literally, we could do a full 2-day event just 
about orchestrating referrals. And there’s so much depth to this. But really, just knowing 
what and how referrals happen, what to do to orchestrate that process so that your 
best clients are constantly on the lookout for how they can refer people to you. 
 
The biggest adjustment in your thinking is realizing that the REAL reason people refer is 
not as a favor to you, but they do it to make themselves feel good. 
 
Nobody is referring you as a favor to you. 
 
That’s something that a lot of business owners struggle with. Most people are generally 
reluctant to ask for referrals because, in their mind, they’re positioning it that somebody 
is doing them a favor. 
 
When you have that mindset, it leads to reluctance...because you don’t want to be seen 
as begging for business, or seen as weakness, like you can’t generate enough business 
on your own. 
 
But the reality of why people refer is that they do it because they want to feel good. 
 
The fact is if you’ve ever had a great experience with someone, it’s just natural Human 
nature to want to tell other people about it. 
 
I do it all the time...and so do you! When it comes to books, when it comes to movies, 
when it comes to restaurants, when it comes to businesses, if something’s going to 
make someone laugh, smile, fill their belly with good food, provide something that’s 
going to help them have a better (name the category), and I know of a company, a 
service, or a person that can do it, I’m certainly going to refer that person because it’s 
just the way we’re wired. 
 
Even in my relationship with my best clients and other friends, you see that. 
 
There’s always this sense of trying to one-up each other, in a way. Where like if I 
introduce a book to Charlie that he hasn’t heard of, and he reads it and it’s great, and he 
tells me, “Oh, that was a great book,” now I feel superior to him because of that! Have 
you ever recommended something to someone, like a movie, or a restaurant, and the 
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next time you see him or her the first thought on your mind is “I wonder if they saw that 
movie?” 
 
What you’re looking for, even on a subconscious level is the acknowledgement that they 
saw the movie, or went to the restaurant and LOVED it. That’s what you’re really looking 
for. 
 
Just notice it next time you are in that situation. 
 
Once you realize that people refer anything because it makes THEM feel good...it makes 
it easy for you to orchestrate situations that make it easy for them to refer YOU. 
 
The next step is to realize that all referrals happen as a result of conversation. 
 
No referral can happen until two people are in a conversation. 
 
Your clients are in conversations all the time that are related to your business. 
 
BUT... in order for that conversation to turn into a referral...three things have to 
happen. 
 

1. They have to NOTICE the conversation is about [something related to your 
business] 
 

2. They have to THINK about YOU. 
 

3. They have to INTRODUCE you into the conversation. 
 

Here’s a perfect example of how this works. 
 
Earlier this year, I was having lunch with my friend Josh. 
 
He sat down, and looked a little like he was in pain. 
 
I asked about it, and he told me he had twisted his back the night before, and it’s been 
bothering him all day. 
 



 

48 

 

I had just come from my massage therapist...so it was fresh on my mind. I took out my 
phone and called to ask her if she could fit Josh in after lunch. 
 
I handed the phone to Josh, she was able to see him that day...and he’s been going to 
her as a client ever since. 
 
Now, I feel great! 
 
I feel great because Josh feels better. 
 
I feel great because Jana has a new client. 
 
They both appreciate ME for it. 
 
Those kinds of conversations are happening to your clients about something that applies 
to YOUR business every day. 
 
The moneymaking idea is to be aware of what those “high probability” conversations 
are, and make sure that your clients know EXACTLY what to do to introduce you into the 
conversation. 
 

Profit Trigger #9 
Client RETENTION 

 
Did you know, the Probability of Selling to an Existing Customer is 60-70%? When selling 
a NEW Prospect is only 5 to 20%.  It’s your job to show them the benefits in delivering -- 
What Next 
 
Identifying how to retain customers is one of the most important tasks a business faces. 
Companies tend to focus more on acquiring customers even though it can cost 7x more. 
Below are 5 strategies to keep your customers loyal to your brand. 
 
Client retention is arguably one of the most important aspects of your business. It takes 
a lot of hard work to draw clients into your business, whether that be through online or 
offline efforts, so it's important that you work to keep these clients more than satisfied 
once they actually decide to work with your company. 

The 3 Mandates for Success 
 

                                  See it as it really is 
 
                                  See it better than it is 
 
                                  Make a plan and execute 
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Unfortunately, many small business owners 
focus too much on the before and not enough 
on the after when it comes to their clients. If 
you want those all-important referrals in the 
future and if you want to keep your business 
solid, it's your current clients that are going to 
be your biggest asset. In other words, it's 
those that continually come back for services 
that help your business remain stable and give 
you the leeway to experiment and grow, so 
you absolutely have to focus on retention. 
 
Top Tricks to Improve Client Retention 
 
No matter how much hard work you put into retaining clientele, it's important to 
understand you're not going to get them all coming back for more. However, knowing 
how to put in the effort can help you keep a few along the way, and eventually you'll 
start to see these loyal customers building up and becoming part of your long-term 
success strategy. 

1. Get to know your customers. 
In the end, customers are going to like businesses that know them better as opposed to 
those that treat them like just another client. People like to be known and understood. 

According to HelpScout, many behavioral psychology studies have shown that 
everybody views their service experience as more positive when they don't feel rushed 
or ignored. Do this by telling your service team to spend a little bit more time with the 
customers or clients. This doesn't mean making small talk every single day, but really 
taking time to understand the traits of a customer and creating that sense of a real 
relationship. 
 

2. Have a feedback system. 
There is no better way to improve your retention techniques than hearing from the 
customers themselves. A feedback system, such as a survey or talking with your loyal 
customers, will help you hear from them directly regarding how they felt about your 
business. This can offer a lot of great insights as to what would keep your clients coming 
back for more, which you can then put into effect and keep revising.  
 

http://www.helpscout.net/blog/customer-retention-strategies-that-work/
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3. Set expectations for the client early. 
There are actually a few different reasons that setting expectations early on in your 
relationship with a client is crucial to retention: 

 If you can follow-through on what you promised weeks or even months earlier, that is 

going to be impressive to a client. 

 You eliminate the element of uncertainty. The client will know what to expect and 

when, which can give him/her piece of mind (which is always better to offer sooner 

rather than later). 

 Having a clear vision early on can help your company develop Key Performance 

Indicators (KPIs) around specific expectations, which will help you succeed in general. 

If you can help it, try to overshoot the time needed to complete something. It's better to 
always ere on the side of caution in case something does go wrong, but if you can 
deliver early (and you should), that will go a long way. The only way to get this benefit is 
to set those expectations right away.  
 

4. Be nice unexpectedly. 
Giving a free gift or sending a quick follow-up message is great, but this actually works 
better if you can use the element of surprise to your advantage. People naturally 
remember when something surprised them in a good way because it came out of 
nowhere, so you want to leave that lasting impression. 

Remember, though, that you don't want to have an ulterior motive--such as trying to 
sell something, bringing the customer back, etc.--you just want to use the element of 
surprise for just that, the benefits of a surprise. It makes people happy and it sticks out 
in their mind and something that was out of the ordinary. 

5. Anticipatory service > traditional customer service. 
If you think it's hard to believe that anything would be more important than customer 
service, you're right. Anticipatory service is simply just a style of customer service. With 
an anticipatory strategy, your company and/or sales team will try to anticipate any 
problems that might occur and then stop them before they happen. This can even be 
something as simple as calling and asking if everything is OK before the client calls you 
to say something is not, or something more complicated like calling to let someone 
know that the product they purchased is going to be announced as discontinued in the 
next few weeks. 
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The main takeaway to really stress here is being proactive with your clients. Establishing 
this dialog can help show awareness from your company and even help to show that 
you respect your clients' time. 

Profit Trigger #10 
Client REACTIVATION 

 
Do you know when your customer is lost? Leading reason customers get lost is 
because of indifference. It’s your job to remember them, it’s not their job to 
remember you. 
 
One of the most fundamental lessons that every marketer learns during the first day on 
the job is that it costs around six to seven times more to acquire a new customer than to 
keep an existing one. 

What Is Reactivation? 

Reactivation (or re-engagement) is a 
technique used by marketers to reach out to 
those people who have previously expressed 
interest, purchased, or otherwise engaged 
with their company but have since “gone 
dark” or disengaged. The goal is to 
encourage them to become active again. 

Typically, the most common (although not 
used enough, in my opinion) method for reactivation is via email. But now that we’re 
2018 and mobile marketing is king, marketers need to think about how they’re doing 
reactivation on mobile as well as on display/paid media channels. 

Why Should You Do a Reactivation Campaign? 

A marketer typically has a list of customers, with as many as 25-50% of these people 
classified as “inactive”. These people have raised their hand in the past, either through 
showing intent, engagement, or making a prior purchase. Therefore you have spent 
valuable time and not to mention probably a good amount of money on grabbing their 
attention in the first place. So, I ask, why not try to get the most value out of your 
efforts? I implore you—don’t let these viable opportunities slip through your 
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fingers! Frankly, ignoring these prospects will not serve your bottom line. So, here’s your 
chance to seize the opportunity and pursue a reactivation campaign! 

Best Practices for Reactivation Campaigns in Email 
A 2018 study assessed the email reactivation campaigns of 33 retailers. As a result, 
researchers were able to determine a handful of best practices. Here are my favorites: 

 Tip 1: The best subject lines to use for reactivation campaigns include “Miss You”. 
 

 Tip 2: Don’t just send one email. Instead, send a short series of engaging emails 
over a period of time with a message showing that you miss and care about 
winning back the customer’s business. Perhaps end the engagement series with an 
incentive, like a discount mentioned in the subject line. Of note: subject lines that 
included a discount in the form of an exact dollar amount were nearly twice as 
successful as subject lines that included a discount in the form of a percentage. 
Food for thought! 

 
As a small business owner, you may spend a lot of time and resources attracting new 
customers and this is important to do. However, there may be a rich vein of gold 
neglected in your own backyard, while you are busy prospecting elsewhere. It’s a 
strategy called past customer reactivation. The larger companies are catching on but 
most smaller companies have not yet done this. 
 
If your business is 2 years old or older, chances are you have customers that did 
business with you in the past, but have not purchased from you for a while. Usually, this 
is not because they were unhappy with your product or service but simply because they 
forgot about you. 
 
A friendly reminder, in the right format and using the right kind of language, has been 
shown to generate sales and instant profits, sometimes providing a huge boost in 
revenue. 
 
The Customer Reactivation Method 
 
1) Pull from your database all customers that have been inactive for 6 months or more, 
but not over 24 months old. These will be recent enough to remember you but inactive 
for long enough to respond to your letter. 
 

http://www.clickz.com/2226801
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2) Develop a white paper or report offering helpful advise to your target market on a 
subject of interest to them. This will be a free downloadable PDF that they can get just 
by going to your website. 
 
3) Select an appropriate product or service to offer at a discount to your inactive 
customers as a token of your appreciation and to generate instant sales. 
 
4) Craft a simple one page letter, apologize for being out of touch and offer them the 
free report and discounted product. If possible, use as a template a letter format proven 
to produce results in various markets. The letter that we use has been tested backwards 
and forwards and flat out works. We will write this letter for you to include your own 
offer using this proven template. 
 
5) Find an inexpensive mailing house for printing and sending a one page letter, to 
reintroduce yourself and your service. [Note: Email campaigns are also possible and can 
work but is far less responsive than direct mail. The increase in sales more than makes 
up for the printing and postage costs – about 80 cents total per using the sources we 
provide you] 
 
6) Set up a custom landing page that allows tracking of these sales through your 
website. Your webmaster should be able to handle this easily. In your letter, include this 
custom URL for easy tracking. 

Wouldn’t You Like to -- Grow Your Profits Easier, Faster & SMARTER? 
 
 

Here’s what to do now... 

“If you don’t know where you are, its 
impossible to improve anything” 

 
I'm extremely pleased to tell you that your solutions are found here:  

"Business Assessment for Strategic 
Coaching Opportunity" 

https://profit-triggers.com/self-assessment 


