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Discover The 10 Profit Triggers  

To Transform Your Business  

Starting Now! 

 

 

 

 

 

 

 

$997 
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BEFORE 
Building 
Blocks 
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BEFORE Building Blocks THINKING  
BEGIN WITH THE END IN MIND  

Imagine there was a fax number that you could send an order form 
to and get any Ideal client you describe delivered to your door... in 
the quantity you want... at a price you can afford to pay.  
All you have to do is fill out the order form and fax it in...  

What would you write on the order form?  

THE GOAL:  
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HOW MANY?  

How many clients do you have the capacity 
to take on?  

What would full-capacity look like? 
______________________________________________________________________________
______________________________________________________________________________ 

What are your built in constraints? 
______________________________________________________________________________
______________________________________________________________________________ 

How much money would that generate with your current pricing 
model?  

______________________________________________________________________________
______________________________________________________________________________ 

WHEN?  

Can you take them on all at once or would 
it be better to take them on over time?  

Describe what would be ideal timing? Weekly? Monthly? Seasonally? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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WHO?  

Not all clients are created equal. Wouldn’t 
it be great to work with more of your Best 
clients?  

 

Who are your favorite clients right now? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
What do you like about them? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
How much do they spend with you per year? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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______________________________________________________________________________
______________________________________________________________________________ 

 

PROFIT  

TRIGGER #1  
SELECT A SINGLE TARGET MARKET 
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KNOCK YOURSELF OUT!  
How many possible target markets can you 
identify for your business?  
 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 

____________________________________       ____________________________________ 
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TARGET MARKET  

How valuable is your  
target market?  

What is the Initial transaction value? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

What is the first year value? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

What is the lifetime value? 
 ______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 

 

 

To build a solid foundation for your business, you 

must first identify your typical customer and tailor 

your marketing pitch accordingly. 
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COMPARING MARKET VALUE 

 

 

 

 

 

 

 

 

 

 

COMPARING MARKET VALUE 
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HOW MUCH?  

How much would you cheerfully pay  
for one of these ideal clients?  

What is your allowable cost to acquire a new client? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

How much does it cost you now? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

What would you cheerfully pay now to deliver them to your during 
Building Blocks? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 

 

Given the current state of the economy, having a well-defined 

target market is more important than ever. No one can afford 

to target everyone. Small businesses can effectively compete 

with large companies by targeting a niche market. 
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PLACE YOUR ORDER: 

Remember the Example: 
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PROFIT  

TRIGGER #2  
USE DIRECT RESPONSE TO COMPEL YOUR 

PROSPECT TO CALL 
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What is the result that would be a dream come true for your 
prospect? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
What is the very best thing you could do for your prospect if they 
would let you? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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WORK IT OUT!  

What are the conversations in your 
prospect's mind? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 

 

 

 

 

 

 

 

IDENTIFY THE CONVERSATION  

Use the sorting question and identify possible offers  
what conversation leads to them seeking out information 
you could provide that has a direct link to your business?  
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What information could you provide that 
could address the conversations you listed 
earlier?  
 
CONVERATION #1: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
CONVERATION #2: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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CONVERATION #3: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 

PICK ONE 

What is the most compelling information we could offer your 
prospect to get them to raise their hand?  

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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JOB #1  
Get into the mind of your 

prospect 
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HOW DO WE  

REACH THEM?  
[Ultimately, in the most direct way 

possible]  

 
WHERE?  
Where are they now? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
Where are they looking for information? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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WHO?  

 
Where already has your ideal prospects? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
 
Who else wants your Ideal prospects? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

  

WHAT?  

 
What are they doing before they need you? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
What are they doing after you? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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CHOOSE YOUR BEST DELIVERY METHOD 

 
CHOOSE HOW THEY WILL RESPOND 
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In order for your prospects and customers 

to respond to your marketing propositions, 

you must have a way of delivering your 

messages to them. 



 
 

22 
 

 

 

 

 

Fine-tune your core message with an eye 

toward longevity and staying power to 

support your company's growth over time. 
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Every day there are new messaging 

ideas and repurposed content from 

thought leaders and marketers of all 

types. If your messages are part of that 

clutter, your goal is to lift them above 

the clutter and get noticed. 



 
 

24 
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30 
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32 
 

 

 

 

 

2015 

2015 



 
 

33 
 

 

 

 2015 

Standing out from the marketing clutter 

will always be a marketer's challenge. 

Starting with these fundamentals will help 

you break through. 
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It’s important to provide a consistent marketing 

message across every marketing channel. From 

your website to your blog, emails and social media 

profiles, you accelerate leads through the pipeline 

and boost company revenue when you deliver a 

smooth customer experience across every platform. 
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Deliver a seamless experience through 

consistent messaging, and you’ll keep buyers 

coming back. That’s what it takes to turn 

them from followers into customers. 
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 2015 
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2015 

2015 
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The August 2015 Guide: 
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 2015 
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42 
 

 

 

 

 

If you want to get your marketing message 

in front of the right people, you must 

deliver it in a way that will be effective. 
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Marketing with postcards has long been - 

and continues to be - one of the most 

popular and successful ways to build your 

business for a lifetime of profitability. 
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With audiences rapidly moving online, the 
question is no longer ambiguous. Instead, 

data allows marketers to gain complex 
insights into people’s feelings, habits, and 

emotions–essentially, into what drives 
them to buy. 

 

 

 2015 
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Postcard marketing has emerged as one of the single best 

ways to bring highly targeted buyers to your website; and 

thus it represents the pinnacle of mixed marketing 

strategies by combining the proven powers of print with 

the new-age convenience of the web. 
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220 

 

 

 

 

 

 2015 
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As technology advanced, we started looking at display advertising -- 

digital advertising in general, really -- in a new light. Sure, there are 

still a ton of horrible, spammy ads floating around, but there are also 

a lot of effective ones. 
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56 
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WORKING OUT THE AD MESSAGE 

 Target Market  

 Offer  

 Headline  

 Explanation  

 Response  

 Website 

 

 2015 
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WORKING OUT YOUR AD 

MESSAGE  
 

Target Market: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
Offer: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
Headline: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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WORKING OUT YOUR AD 

MESSAGE  

Explanation: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 

 
Response: Just call ___________-___ for a FREE RECORDED Message, or 
go to  
 

Website: www.______________________________.com  

 



 
 

62 
 

WORK OUT YOUR RECORDED 

MESSAGE SCRIPT 

 

 
 

 

 

"Remember, They Only Care 

About, What's In it for them" 
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WORK OUT YOUR SINGLE 

PURPOSE WEBSITE COPY 

 

 
 

 



 
 

64 
 

PROFIT  

TRIGGER #3  
EDUCATE AND MOTIVATE PROSPECTS TO 

MEET YOU. 
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What IS A 5 STAR Prospect? 

1. Willing to engage in a dialogue  

2. Friendly & cooperative  

3. Know what they want & are willing to share  

4. Ready to act in the next ___________  

5. Would like you to help them  

UNDERSTANDING YOUR 

PROSPECT’S DECISION-TIMELINE 
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THE APPROACH SCALE 

 

What are the conversations 

going on in the mind of your 5 

Star Prospect? 
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THE CO0KIE:  
Pinpoint Price Analysis 

“First, is our FREE “Pin-Point 
Price” Analysis, where I can 
take a closer look at your 
house and prepare a very 
specific price for your home.  

 
This price will be much more 
precise than the general range 
I’ve included here—and we 
guarantee in writing to sell 
your house at the “Pin-Point 
Price” or higher in less than 
60- days.”  

 

 

 

 

 

"Notice the Risk Reversal" 
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THE C00KIE:  
Room By Room Review 

 “Second, is our FREE “Room-
by-Room Review", where I 
make specific 
recommendations about 
which fix-ups or 
improvements you should 
(and shouldn't) do to prepare 
your home for sale. I’ll point 
out the lowest cost, highest 
return improvements you can 
make to help sell your house 
quickly and for more money.”  

 

 

 

 

 

 

Are You Seeing the WOW 

Factor in the Partnership? 
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THE COOKIE:  
The Silent Market 

 “Third, if you'd like, I’ll 
include your house in our 
“Silent Market” of homes 
that are not yet on the  
market, and because we 
generate so much buyer 
interest from our website, 
advertising and marketing— 
we may be able to find a 
buyer for your house 
without even putting it on 
the market... saving you both 
time and money.”  

 

You see how to emphasize the 
"Emotional Benefits" 
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What are the top three needs you 
can anticipate that your prospect 
will have?  

 

 

 

It's all about 
"Anticipating Their 

Wants" 
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How can you make it easy for them to take the next step? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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How can you make it easy for them to take the next step? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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How can you make it easy for them to take the next step? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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Here is an example of our “Lakefront weekly” email newsletter we 
send to lakefront homebuyers every week.  

 

 

 

Tuesday, August 28, 2015 

Hi Brad, 
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THE SUPER SIGNATURE 

 

 

 

Here is an example of our “Get Top Dollar” printed newsletter we 
mail to lakefront home owners every month.  
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QUICK QUESTION 

Brad 
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Do you want to stay in 

the conversation with 

top of mind awareness? 

YES? 

 Brad 
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What would your prospects like to hear 
about on a regular basis? 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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SUPER SIGNATURE WORKSHEET 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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THE AMAZING 9–WORD EMAIL THAT 
REVIVES DEAD LEADS. 

 

 
 
 

These nine words have 
been tested in hundreds 

of industry. Know the 
power of a yes or no 

question. 
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What could be an amazing 9-word email  
for your prospects?  

 

Subject: _____________________________________________________________________ 
______________________________________________________________________________ 

 
Text: 
______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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PROFIT  

TRIGGER #4  
PRESENT YOUR UNIQUE OFFER, PEOPLE 

BUY BENEFITS. 
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THE FOUNDATION OF 

COMMERCE 
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In every transaction someone is being 
asked to assume some or all of the risk. 

 

 

Which offer is the Most 
Irresistible? 
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Risk reversal starts with 

understanding the result your client 

is actually buying. 

 
What is the result your client 
is buying?  
 

 A house sold at top dollar, 
quickly, without any hassle or 
undue stress  

 A website system that 
consistently delivers buyers 

 A profitable comedy happy 
hour that makes patrons happy 
and makes money.  
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What is the result your client is 

buying? 
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What would you do if you only got 

paid when your client gets a result? 

_______________________________________

_______________________________________

_______________________________________

_______________________________________

_______________________________________

______________________________________ 

 

 

 

 

 

 

 



 
 

88 
 

4 KEY OBSERVATIONS 

1. You have to deliver much less than 
you have to promise in order to  
convince them to pay you first  

2. It's often less expensive to deliver 
the result than it is to convince them 
to give you money to get the result. 

3. People are far less attached to future 
money than they are to present 
money.  

4. A compelling offer is 10-times more 
powerful than a convincing 
argument.  

 

Is this making sense 
to you? 
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What risk is someone taking if  

they do business with you? 

 

 

 

You want to crawl into the 

conversation going on it their 

mind, while empathizing with 

their emotions. 
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THE EASY EXIT LISTING GUARANTEE: 

  

 

“If you change your mind, 
or are unhappy for any 
reason, just let me know 
and you can cancel the 
listing at any time.”  
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THE 60-DAY SOLD GUARANTEE: 

 

 

 

 “When you price your 
home at the Pin-Point 
Price, we guarantee to sell 
your home in 60-days or 
less, or we will sell it for 
free.”  
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THE TOTAL SATISFACTION 

GUARANTEE: 

 

  

 

“If you're not completely 
thrilled with the  
experience for any reason, 
you just let us know, and 
at closing we will give you  
$1000… 
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What risk is someone taking if they do  
business with you? 

 

 

 

Are you handling the most 

common objections in your 

presentation? Life is a series of 

PRESENTATION. 
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What can you guarantee in order to reduce or remove this risk?  

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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What can you guarantee in order to reduce or remove this risk?  

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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What can you guarantee in order to reduce or remove this risk?  

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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What is the most irresistible  

offer you can make? 

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________

_____________________________________ 
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PROJECT CYRUS: IRRESISTABLE OFFER 

  

“Let me build you a website 
and host it, buy your domain 
name, your autoresponder 
account, and give you $100 to 
start your Google Adwords 
account. I'll take you through 
our 12- week training program 
with me so I can show you 
everything you need to know 
to be an internet marketing 
ninja... and when you do your 
first transaction, you can pay 
me $1500 and then $99 a 
month.”  
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What is the most irresistible  

offer you can make? 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________ 
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DURING 
Building 
Blocks 

 

 

 

 

 
Brad Lloyd  

www.AtlantaMarketingCenter.com 

Brad@AtlantaMarketingCenter.com 

Cell# 770-330-9595 

Bob Lamp’l 

www.BizPlansAndMore.com 

Bob@BizPlansAndMore.com 

Cell # 678-887-1155 
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PROFIT  

TRIGGER #5  
DELIVER A “DREAM COME TRUE” 

EXPERIENCE 
 
 
 
 
 
 
 

 

 

 

 



 
 

102 
 

DRUCKER WISDOM  

 

“Business has only two functions:  
marketing and innovation.“ 

 

 

Marketing and 
innovation 
produce results.  

 

Everything else 
is an expense.  
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RESTAURANT CLIENT EXPERIENCE 

 

LAKEFRONT HOME SELLER  

CLIENT EXPERIENCE EXAMPLE:  
What are the benchmarks in the transaction? 
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The Dream-Come-True-Experience  

has two main objectives:  

1. Core Objectives  

2. Strategic Objectives 
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1. Core Objectives  

Deliver the result your client is 
expecting.  
 

CORE OBJECTIVE FOR OUR LAKEFRONT 
HOME SELLER EXAMPLE 

 
To get the house sold for top-dollar in less 

than 60 days. 
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DREAM COME TRUE EXPERIENCE 

CREATOR 
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2. Strategic Objectives  
 

Capitalize on additional opportunities to add value and 
generate additional business.  

 

STRATEGIC OBJECTIVES FOR OUR 
LAKEFRONT HOME SELLER EXAMPLE 

 Find the buyer for that lakefront house  

 Find a buyer who buys another home  

 Get the next listing in that neighborhood  

 Get the seller to refer you to friends  
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STRATEGIC OBJECTIVES 

What are the potential strategic objectives in your during 
Building Blocks experience? 

_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________ 
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STRATEGIC OBJECTIVE WORKSHEET 
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STRATEGIC OBJECTIVE WORKSHEET 

 

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________ 
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STRATEGIC OBJECTIVE WORKSHEET 

 

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________ 
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STRATEGIC OBJECTIVE WORKSHEET 

 

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________

______________________________________________ 
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DURING Building Blocks 

IMPLEMENTATION  

 

1. Define your objective.  

2. Brainstorm ideas to reach the 
objective. 

3. Outline steps to implement 
idea.  

4. Create Checklists and 
procedures.  
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PROFIT  

TRIGGER #6 
Provide After Sale Service 
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What would it take for your 

clients to fall in love with you? 

 
“I love my _________________!“ 

 
 

Just think about it... 

 

 

 

 

 

 

 

 



 
 

120 
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ECONOMIC IMPACT  
What is the economic impact of reaching 

your strategic objectives? 
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ECONOMIC IMPACT  
What is the potential economic impact for 
your during Building Blocks experience? 
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What are they going to be doing  
immediately after the transaction ends? 

 Talking about what they've done  

 Showing off what they bought  

 People will notice  

 Posting on Facebook  

 

WHAT’S NEXT?  
What will they need or want next, as a result of what 
they did with you?  

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 

_____________________________    __________________________ 
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48 HOURS  
What will happen in the first 48 hours after the 
transaction?  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

 

ONE WEEK  
What will happen in the first week after the 
transaction?  

____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
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30 DAYS  
What will happen in the first month after the 
transaction? 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 

 

90 DAYS 
What will happen in the first three months after the 
transaction? 
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________ 
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AFTER-SALE SERVICE EXPERIENCE 

CREATOR 
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AFTER-SALE SERVICE 

IMPLEMENTATION 

1. Define your strategic objective.  

2. Brainstorm ideas to reach your strategic 
objective.  

3. Outline steps to implement idea.  

4. Create checklists and procedures.  
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AFTER 
Building 
Blocks 
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PROFIT  

TRIGGER #7  
Nurture Lifetime Relationships And 

Focus On Lifetime Value 
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THE AFTER Building Blocks 

IS ABOUT 

ROR 
RETURN ON RELATIONSHIPS 
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WHO SHOULD BE IN YOUR 
RELATIONSHIP PORTFOLIO?  
 

1. Clients—Anyone who has done business 
with you  

2. People you know and would recognize by 
name  

3. Service providers—Team 100  
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LIFETIME VALUE THINKING  
 

 How much have they spent so far?  

 How much are they likely to spend in the 
next 1-5-10 years?  

 What else could you help them with?  
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STRATEGIC CLIENT PROFILES  

What would be valuable information to know 
about your clients?  

 Who are they?  

 Where do they live?  

 Email  

 Cell Phone  

 Facebook  

 How old are they?  

 Birthday  

 Anniversary  

 Client since…  

 Where do they 
work?  

 What do they do?  

 Kids  

 What have they 
done with you so 
far?  

 What's next for 
them?  

 Who have they 
referred?  

 Who referred them? 

 

* Think “keyword” tags—  
How will you search this information?  
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ANNUAL TOUCHPOINT CALENDAR IDEAS 
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PROFIT  

TRIGGER #8  
Orchestrate Referrals By Giving Your 

Clients The Opportunity To Feel Great 
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BRILLIANT BUSINESS BREAKTHROUGH REPORT: 

The Secret Psychology of why People 

Refer YOUR Business... and How To Be 

The ONLY One They Refer 

 

October 2014  

From: Flowery Branch, GA 

Clear, Crisp with leaves getting closer to peak.  

 

What you are about to read is the result of a two decade long study of why and 

how YOUR Business referrals take place, and how you can use this information to 

literally "create” referrals on demand. 

To start, the psychology of what makes people refer is simple and surprising. 

Think about the last time you “referred” something to someone...or someone 

referred something or someone to you. 

I bet there are at least 3 things that are true about that situation.  

But, before we get to those 3 things. I’ll bet that above everything else, when the 
referral happened you were involved in a CONVERSATION.  
 
Every time we refer something to someone, whether it’s a book, a movie, a 
restaurant, a service provider...it’s almost ALWAYS because we are in a 
conversation about books, movies, restaurants or service providers when the 
referral takes place.  
 
One day I was at lunch with my friend Josh, and he was mentioning how his back 
was sore because he somehow twisted it the day before.  
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I had just come from a massage appointment, and I immediately took out my cell 
phone and called my massage therapist to see if she could fit Josh in right after 
lunch, and I set up the appointment for him right there on the spot.  
 
Josh went to see Jana and the next time I saw him, he thanked me for introducing 
him and told me how much better his back felt after seeing her.  

That situation is instructive for a couple of reasons...  
 
First. I got nothing out of referring Jana. I didn't get a toaster. I didn’t get “referral 
bucks”. I didn't get my name in a hat for a drawing to win a prize for referring her.  
 
I like Jana. She's a GREAT massage therapist. She makes me feel good, and when I 
get regular massages, she keeps my back from hurting. I have Confidence in her.  
 
I also like Josh.  
 
I hate to see my friends in pain, and I like to help out whenever I can.  
 
So, when I had the opportunity to introduce Josh to the SOLUTION for his back- 
pain problem, I didn’t hesitate for a minute to make it happen.  
 
It’s exactly the same for almost every referral situation you can imagine, and it all 
starts when we are involved in a conversation.  
 
Now, the amazing psychology of why we do this is really pretty deeply rooted in 
our desire to raise our status in the herd. That sounds crazy, but it's absolutely 
true, and deep down in our DNA we're wired to seek the approval of others in our 
herd, and when we do something to help someone, we're LOOKING for that  
acknowledgement and elevated status.  
 
Think about it for a second, because it's fascinating...and it’s happening 
completely below the surface of our conscious awareness. We don’t even realize 
it's happening.  
 
When you refer something to someone as simple as a book, or a movie, or a 
restaurant.. .the next time you see them, you're actually looking for that  
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acknowledgement - “Hey we went over to that new restaurant you told me about 
and it was awesome! My wife really loved it”.  
 
If it doesn't come immediately...you may even prompt them for it: “Did you try 
out that restaurant?”  

This is an important piece of  
the puzzle of why people refer… 

 

When your friend has a great experience, enjoys themselves, or solves the 
problem they had because of something YOU introduced to them... it makes YOU 
feel good. You get a squirt of dopamine in your frontal cortex and you sort of 
beam with pride, knowing YOU brought that good thing to them.  

For that moment... your status is raised in their eyes. 

This feeling is the primary driver behind why we refer. It's not as a favor to the 
person you’re referring, because you'll get the same feeling from THEM the next 
time you see them and they THANK you for introducing them to your friend. 
That's exactly what happened the next time I saw my massage therapist.  
 
Knowing this is a big move in the right direction toward creating referrals on 
demand.  
 
The most important step is getting YOUR mindset right... and getting over the 
thought that you're asking people to do YOU a favor by introducing you to their 
friends. They're not doing it for you. They do it because it makes THEM feel good. 
They WANT to do it. They do it all the time with other things... especially when 
the conditions are all lined up.  
 
I mentioned that there were at least 3 things true about the last referral scenario 
you can remember... and every referral scenario you can imagine... but let’s focus 
on YOUR Business referrals.  
 
There are 3 things have to be present for someone to refer you:  
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1. They have to NOTICE that the conversation is about YOUR Business:  
2. They have to THINK of you;  
3. They have to INTRODUCE you into the conversation.  
 
In order for a referral to take place all three have to be true.  
 
Right now, today, someone you know is going to be involved in a conversation 
about YOUR Business.  
 
These conversations happen all the time. People talk about YOUR Business 
DIRECTLY when they're talking about prices, new home developments. getting 
their house ready to sell, being sick of renting, getting a job transfer... but they 
also talk about YOUR Business INDIRECTLY when they talk about having another 
baby, getting married, kids going to college, lots of conversations that YOU would 
recognize as opportunity.  

Now, these conversations are happening all the time... and most of the time your 
clients don't NOTICE that the conversation is about YOUR Business... and they 
don’t THINK about you.  

If they don’t THINK about you...  
they’re not going to INTRODUCE you! 

 
So, how do we raise the odds that they'll notice the conversation is about YOUR 
Business, think of you, and introduce you into the conversation?  

Imagine you could plant a secret chip in the ear of your friends, family, clients and 
sphere of influence that monitors the conversations they have, and every time it 
picks up a conversation that contains trigger words’ related to YOUR Business you 
got a Red-Alert and could somehow take over the conversation by whispering to 
your clients what to say to introduce you into the conversation.  
 
Do you think you would get more referrals that way?  
 
The reality is that for every referral you actually get, there are probably FIVE 
TIMEs as many that you COULD get it everyone you know was paying attention 
and if they knew what to say when the opportunity came up.  
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Before we talk about how to actually orchestrate this... let's take a good look at 
what’s happening when you DO get referrals.  
 
I’ve been paying attention to this dynamic for years, and have gone through an 
exercise with large audiences where I ask 10 people from the audience to tell me 
the story of the most recent referral they can remember getting. (This IS a great 
exercise to try at an office meeting.)  
 
I tell them I just want to hear the name of the person that was referred to you... 
and the brief story of how it presented itself.  
 
Do this yourself right now. Think of the most recent referral you got. Think about 
how it actually happened, and see if it fits into the pattern you're about to read. 
 
Without fail, I would hear one of two stones.  
 
First, I would hear stones that went like this: “I got a call from Sandy, who said she 
was a friend of my clients Bobby and Annette. She said she was looking to buy her 
first home, and Annette told her that she should give me a call”. 
 
That is what I call a PASSIVE referral. 
 
It comes out of the blue, like a gift, and brightens your day. It makes you feel good 
to know that your clients care enough to recommend you to their friends.  
 
Passive referral stones made up 7 or 8 of the 10 stones and it's probably true of 
the last referral YOU got  
 
Second, I would hear stories that went like this: 1 got a call from my client 
Annette... and she told me that her friend Sandy was looking to buy a home and I 
should give her a call.  
 
These, I call REACTIVE referrals. 
 
They're nice. But now YOU have to do something to make it happen. You have to 
call them, and turn that conversation into a next step.  
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The more skilled you are at this, the better you'll be at converting them. I call 
them “reactive” because you have to react to the call. It's not the same as 
someone showing up on your doorstep ready to buy.  
 
Reactive referrals made up the remaining 2 or 3 of the referral stories. It was this 
way after doing this exercise and hearing hundreds of referral stories. The pattern 
never varied.  

 

But you know the absolute  
Best kind of referral? 

 
The BIG opportunity is in a third type of referral I call an ORCHESTRATED Referral.  
 
An Orchestrated Referral is when you do something to “trigger” a referral. You 
ask for a certain type of referral, and you get it. You are in complete control of 
this type of referral... yet almost nobody does anything to predictably CREATE 
referrals.  
 
When you have a specific type of referral that you could use right now, and you 
let everyone you know in on the need... they'll line up to help.  
 
So, how do you actually ORCHESTRATE referrals?  
 
It starts with understanding the power of suggestion... and a small group of 
people who know you, like you, and trust you.  
 
Most of the time, YOUR Business agents are making some common mindset 
mistakes in their approach to communicating with their sphere of influence...  

Mistake #1: confusing a “mailing list” with relationships  
 
In many situations the idea that MORE is better may be a good thought... but in 
the world of orchestrating referrals, more is not necessarily better.  
 
In order for people to feel comfortable and confident introducing their friends 
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and family to you... they have to be CONFIDENT in your ability to deliver a great 
experience that’s going to make THEM look good, and get them that status-raising 
positive acknowledgement.  
 
The highest probability group to communicate with and launch an orchestrated 
referral program is the group of people who already know you, like you, and trust 
you. These are people you really KNOW.  
 
You don't get this level of trust with a mailing list.  
 
I was with a top-producing agent near Toronto, and he had a list of 1800 people in 
his database. He was sending a quarterly newsletter to the entire list... and 
wondering how to improve his results... and his Return on Investment.  

He had the entire mailing list printed out in a binder, with 30 or 40 names and 
addresses on a page. We went in to a conference room, I handed him a pink hi- 
lighter and said. “I want you to go down the names on this first page, and I want 
you to hi-light the people you would recognize by name if you ran into them at 
the grocery store this afternoon.”  
 
He started down the list and was laughing about half-way down because he had 
only highlighted 2 names. There were 4 on that page... and ultimately about 200 
on the entire list.  
 
THOSE are the people who you have a RELATIONSHIP with.  

 

If you wouldn't recognize someone  
by name at the grocery store... how much do you think  

they're thinking of YOU? 

 
This is not an inconsequential thought. It's a critical factor in the 3-step referral 
chain that has to take place for a referral to occur. After people NOTICE that a 
conversation is about YOUR Business... they have to THINK of you before they can 
INTRODUCE you. If you're just somebody they kind of know, or know of... you're 
not going to be on the forefront of their mind.  
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The people who really KNOW you are the gold mine when it comes to 
orchestrating referrals.  
 
Ultimately, a list of 100 to 200 people is what you're looking for.  
 
These can be friends, family, clients, neighbors... the people you would recognize 
by name and stop to have a conversation with at the grocery store. Even if you've 
never done business with them. It's more important that you have a relationship 
with them than that you've done business with them.  

These are people that you would HOPE would consider you their YOUR Business 
agent if they ever had a need themselves.  
 
For most people, this means either narrowing down their mailing list to the top 
100 to 200 relationships. or building UP their list by adding people they may not 
currently be communicating with.  
 
The trick is to avoid...  
 

Mistake #2: Underestimating the value of a small group of 
relationships 

  
As soon as someone narrows down their list of hundreds of names to a small 
group of relationships, sometimes that leads to a thought that a small group of 
people can't possibly be worth as much money as a bigger group of people.  

What if you knew that you could generate an extra $100,000 in the next 12 
months from a small group of 100 relationships? Would you be a little more 
excited about it?  
 
It’s actually not that hard to imagine it now.  
 
A great mindset is to think of this group as a “Relationship Portfolio” that you're 
managing for a 20% annual yield. Just like you would think about a financial 
portfolio.  
 
The mindset really works because these relationships are a valuable ASSET. 
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Probably your most valuable, profitable, competition-proof asset. A blue chip 
investment if managed properly.  
 

So, how do you manage this  
Relationship Portfolio  

for a 20% annual yield? 

 
Think of ONE person who would be in this group of relationships.  
 
Do you think that if you made a conscious effort to develop your relationship with 
this person that you could either do ONE transaction with them, or get ONE 
referral in the next 5 years?  
 
That's what a 20% annual yield looks like. 1 time in 5 years = 20%. 
 
Now, multiply that by 100 people, and your goal is to manage that relationship 
portfolio for 20 transactions per year. These can be repeat business, transactions 
they do on their own, AND passive, reactive and orchestrated referrals.  
 
If you make $5000 per transaction, that's easily $100,000 in the next 12 months. 
How much money are you currently making from YOUR group of 100 people?  

Not everybody is going to refer you every year. Not everybody is going to do a 
transaction with you every year... but 20% is an easily manageable goal.  
 
Now the question becomes, how do you communicate with this group of people 
to get that result?  
 
The number one obstacle to getting a 20% yield on your relationship portfolio is...  
 

Mistake #3: Confusing being “nice” to people with an 
Orchestrated referral process  

 
There is an important distinction between being nice to people and orchestrating 
referrals.  
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Most people I talk to are very good at being nice to people. They say, “I’m sending 
a newsletter every month, I send flower seeds in the spring, a pumpkin in the fall... 
and my business card says “I love referrals”... but people are not referring me.”  
 
It’s because sending a newsletter, flower seeds, pumpkins and holiday cards are a 
nice way to keep your name in front of people... but the REAL multiplier is when 
you can skillfully create situations that result in people referring you EXACTLY the 
type of clients you're looking for.  
 
It’s the difference between just being happy to not lose out on repeat business... 
and turning your small group of relationships into a highly profitable referral 
machine delivering a constant stream of new clients who are already sold on you.  
 
Most YOUR Business agents are not even doing anything to keep in touch with the 
people they've already done business with. NAR studies show again and again 
that the overwhelming majority of people say they would do business with, and 
refer, the agent they worked with... but less than half of them actually do.  
 
The number one reason they don't do business again... let alone refer anyone... is 
because the agent doesn’t stay in touch with them, and they forget about them.  
 
Even if they do stay in touch... they're often making this next mistake.  
 

Mistake #4: Asking for “referrals” instead of SPECIFIC help  

 
Close your eyes for a minute and visualize a “referral”.  
 
You can't do it can you? It's because “referral” is a fluffy word. It doesn't translate 
into anything you can wrap your mind around visually.  
 
This is important because a lot of people use the word when they're talking to 
their clients and sphere of influence. They say things like, we sure appreciate your 
referrals” or “Your referrals are important to us, so please feel comfortable 
referring your family and friends”.  

Usually, when YOUR Business agents are communicating to their clients and 
sphere of influence, they talk to them like they are a GROUP of people, and 
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they're addressing them as an audience.  
 
“We just want ALL of you to know how important your referrals are to our 
business, and if ANY of you know anyone who is going to buy or sell a home... we 
sure do appreciate your referrals.”  
 
When you speak to a group like this, you end up having to face something called 
Bystander Apathy.  
 
This bystander effect is a well-documented psychological phenomenon where the 
presence of other people dramatically REDUCES the likelihood that someone will 
help. When people realize there are other people present, they feel less 
compelled to do something than if they were the only one.  

If you have ever taken a first aid class, you know the first thing they instruct you 
to do is never just call out. “Somebody call an ambulance!” and “Somebody call 
911” to the gathering crowd. You need to make direct eye contact, point, and say 
“YOU call an ambulance” and “YOU get a blanket”... otherwise everyone will be 
thinking somebody ELSE is going to do it.  
 
Same thing is true when you're talking to your clients and sphere of influence.  
 
When you address them as a group... even with a specific request... it gets lost 
because it doesn't feel like you’re talking to THEM.  
 
The thing is they don't know they're part of a big group. They don't know the 
other people in the group. They have a one-to-one relationship with YOU... so 
when you communicate with them you want to address them like they’re the 
ONLY one reading the message you're sending.  
 
Whenever you're communicating with the intention of getting referrals, it's 
important that you are crystal clear in creating a specific description of what 
you're looking for so their “search engine” mind can get to work scanning their 
mental rolodex to see if they can find a match.  
 
Close your eyes and visualize someone who is going to buy their first home this 
year.  
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It's easy to create that visual in your mind isn't it?  
 
You probably immediately got a vision of someone you may know who is going to 
buy their first home... or someone who recently bought their first home.  
 
Our mind works like an incredible search engine. It searches for whatever we tell 
it to look for... and it likes to think in images.  

It happens even if we don’t want it to.  
 
Even if I tell you, “Don't think about a pink elephant” - your mind immediately 
creates an image of a pink elephant for you. It can't help it.  
 
It works for pink elephants, and it works for first time buyers, someone who is 
about to retire and downsize, someone who just had a baby... whatever you 
SUGGEST, the mind is happy (and forced) to imagine.  
 

Asking for SPECIFIC help  
one person at a time is a multiplier  

for your referral-getting efforts. 

 
So, now the question is how do you trigger this power of suggestion in the people 
who know you, like you, and trust you... so they can't help but NOTICE when a 
conversation is about YOUR Business?  

Here's how it works...  
 
Imagine you were having a conversation at work with someone who mentioned 
that they are planning a big trip to Disney World with their kids  
 
You were only talking to them for a few minutes... but when you got home that 
night, you open the newspaper and there's a full page article that says:  
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“Secret Disney World Travel Tips To  
Get Insider Treatment and  

Save Money at Every Disney Park!” 

 
The article is full of ways to save money, the best time to ride the most popular 
rides with the least amount of time spent in line. It lists 'websites to print 
discounts and gift cards for area restaurants and other attractions. It's a gold mine 
of information for anyone travelling to Disney World.  
 
As soon as you see the article, you NOTICE that it's about Disney World.  
 
You THINK about your friend, because it's fresh on your mind that you were just 
talking about Disney world that afternoon.  
 
You clip the article, and you bring it in to work the next day to INTRODUCE it to 
your friend.  
 
That seems like a very likely scenario, and just a simple way to illustrate how our 
minds work.  
 
The same thing is true for everyone you know.  

When you make a suggestion, and plant a seed of a specific type of person you 
would like them to be aware of, they're going to NOTICE the next time someone is 
talking about buying their first home.  

 

Here's how to orchestrate  
referrals every month... 

 
If our goal is to increase the number of referrals you get... and all referrals happen 
as a result of conversations... we need to increase the number of times the people 
you know NOTICE when a conversation is about YOUR Business.  
 
We can do this by using the power of suggestion to plant seeds of awareness in 
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their subconscious mind.  
 
When we know the types of “high probability conversations’ they are likely to be 
in, we can suggest exactly what to do when they hear a conversation about a 
specific topic.  

Also, using the time of year, the likelihood of someone talking about a specific 
topic might be higher.  
 
For instance, in the New Year, someone might be talking about their resolution to 
buy a house this year. Or, someone might be talking about getting their house 
ready to sell in the spring.  
 
If we know those conversations are likely, we can show the people we know 
exactly what to do when they hear someone talking about buying a home, or 
getting ready to sell their home.  
 
Every month we create a new Postcard Newsletter called “The World’s Most 
Engaging Postcard” - with all kinds of fun and informative facts and tips on one 
side and a targeted Referral-Getting message on a post-it note on the address 
side of the card. Here's an example of a Referral-Getting message:  

--------------------------------------------------------------------------------------------------- 

Tax Time Helps First Time Buyers  

 
Just a quick note in case you hear someone  

talking about buying their first home this month.  

 

With tax season right around the corner, many  

people getting refunds plan to use that money to  

help with their downpayment and moving.  

When you hear someone talking about buying a  

home this spring, give me a call (or text me) at  

555-123-4567 because I got a free home loan  

report that shows the loan programs with the  

lowest interest rates arid down Payments from  

Planting a seed to keep an ear out 

for conversation about someone 

buying their first home… so they 

NOTICE the conversation when 

they hear it. 

 

Telling then EXACTLY what to do 

when they hear that 

conversation… and offering them 

something THEY can give to their 

friend, so they look like a hero. 
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around the country this week. 

 

Brad 

 

PS – You’ll be amazed at how much picking the  

wrong mortgage could cost in extra interest  

payments  

 

--------------------------------------------------------------------------------------------- 

When someone reads that message, it’s just planting a seed instructing their 
subconscious to pay attention to the conversations they are having in case they 
hear someone talking about buying a home.  
 
It comes at the right time, and increases the likelihood that they'll NOTICE the 
next conversation about someone buying a home... and their subconscious will 
spur them to THINK of you... and they’ll remember to INTRODUCE you into the 
conversation.  
 
Imagine planting those seeds every month... focusing on a different “high 
probability” conversation.  
 
We've been using the format of “The world's Most Engaging Postcard"... so it’s 
something fun and informative, with all the value and benefits of a newsletter... 
without the expense and time-consuming preparation involved in sending a 
newsletter.  
 
The World’s Most Engaging Postcard will be the most exciting thing they get in 
the mail the day it arrives... and it's easy for them to engage with it right away and 
associate it with YOU very quickly.  
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Here's What You Get With  
Your Subscription to  

The World’s Most Engaging Postcard... 

Every month, you get a new issue of “The World's Most Engaging Postcard”  
packed with lots of fun, interesting tips and facts in a great looking postcard 
format.  
 
• You'll get an email reminder when each new card is posted and you’ll be able to 
log into the members area to download your card, along with an audio and 
transcript of a monthly referral-strategy audio training packed with referral-
getting tips and tactics.  
 
• On the address side of the card, you a get done-for-you Referral-Getting note 
using the power of suggestion to build awareness in your clients about specific 
conversations to listen for - and EXACTLY what to do if they hear someone talking 
about YOUR Business.  

• You can edit the card to include YOUR contact information, picture. logo and 
use the dialogue box above your picture to suggest a very specific type of referral 
you could use Right Now... something like “I’m looking for a 3 bedroom home 
with a fenced yard for a couple from Atlanta... let me know if you know someone 
who has one”. 
 
• You can use your custom template to print and mail cards on your own... or you 
can email your card to us and we'll print, address and mail them FOR you, cheaper 
than you could do it yourself.  
 
• Friendly Telephone support for customizing and getting your cards ready to 
print.  
 
• Access to the Referrals Every Month members only forum to get answers to 
your questions and share what's working with other members around the world.  
 
• You'll also get a “Referrals Every Month Audio Training” where we’ll talk about 
the specific strategies for the current month... and share new Referral-Getting 
ideas.  



 
 

152 
 

PLUS:  Every audio training is recorded, transcribed, and available to download in 
the member’s area.  
 
It doesn't take much to make this VERY profitable.  
 
If you're sending to 100 people, the total cost is less than $1200 to print, address, 
and deliver a powerful referral-getting message to the people who already know 
you, like you, and trust you for an entire year.  
 
Plus, if you let us take care of the printing and mailing... your total time 
investment is just a couple of minutes each month.  
 
How much would even ONE extra referral be worth to you?  
 
Note: This isn't a program you would use to send hundreds of cards every month 
to people you don't know. It’s designed to send to a small group of people as a 
way to set the stage for our laser-referral strategies you'll learn in our coaching 
audios.  

Here’s How To Start Getting Referrals TODAY! 

Getting referrals has never been easier.  
 
You can choose one of two options. A monthly subscription is S29/month... or you 
can save over 40% with an annual subscription for $299.  
 
Subscribe Today:  
1. Call us at 770-531-9500 
2. Check The Worlds Most Engaging Postcard online 
 
I'm looking forward to working with you... and helping you get Referrals Every 
Month!  
 

Brad Lloyd  

www.AtlantaMarketingCenter.com  
 

http://atlantamarketingcenter.com/massive-referrals/
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PS - The people who know you, like you. and trust you are having conversations 
about YOUR Business every day.  

They don't even notice.  
 
In the time it took you to read this letter, somebody probably had a conversation 
that could have been turned into a referral for you if they knew what to look for... 
and what to say and do.  
 
Strategically investing in your key relationships is the most profitable, 
competition-proof marketing activity you can do in your business.  
 
Imagine turning everyone you know into a finely tuned referral-getting machine 
looking to turn every opportunity into ready-to-go clients for you.  
 
This is going to be an exciting (and profitable) year!  
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THE WORLD’S MOST ENGAGING POSTCARD 
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THE WORLD’S MOST ENGAGING POSTCARD 

 

3-STEP REFERRAL NOTE-O-MATIC  

1. If you hear someone talking about. 

2. Call me or Text me  

3. I'll give you to give them  

 

 



 
 

156 
 

ALL REFERRALS HAPPEN AS A 

RESULT OF CONVERSATIONS 

What conversations would  
you like to be a part of? 

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________

__________________________________________________________ 
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NOTICE- THINK- INTRODUCE 

 

1 .NOTICE 
What opportunity do you have right now?  

 

2. THINK  
Who would be the perfect person to ask?  

 

3. INTRODUCE  
How can you introduce the opportunity?  
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NOTICE- THINK- INTRODUCE 

1 .NOTICE 
What opportunity do you have right now?  
I’m showing townhouse this weekend. 

2. THINK  
Who would be the perfect person to ask?  
Kim Smith 

3. INTRODUCE  
How can you introduce the opportunity?  

 

 

 

 

 

 

 

 

 
BRAD 
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NOTICE- THINK- INTRODUCE 

1 .NOTICE 
What opportunity do you have right now?  
State Farm is moving 300 people to  Winter 
Haven from Dayton- According to the 
newspaper 

2. THINK  
Who would be the perfect person to ask?  
Cindy, Susan, Niki, Keith 

3. INTRODUCE  
How can you introduce the opportunity?  

 

 

 

 

 

 

 

 BRAD 
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NOTICE- THINK- INTRODUCE 

1 .NOTICE 
What opportunity do you have right now?  
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________ 

 

2. THINK  
Who would be the perfect person to ask? 
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________ 

 

3. INTRODUCE  
How can you introduce the opportunity? 
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________ 
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PROFIT  

TRIGGER #9  
Client RETENTION 
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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 
NOTES: 

_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________ 



 
 

163 
 

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 

http://www.helpscout.net/blog/customer-retention-strategies-that-work/
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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. Learn about a few of 
the "don'ts" of a feedback system here. 
 

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 

http://www.inc.com/will-yakowicz/5-mistakes-youre-making-with-customer-feedback.html
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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 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. Check out this 
article that mentions this as a pitfall that can 
sometimes even kill your company. 
 

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. 

http://www.inc.com/john-rampton/10-leadership-techniques-that-do-not-work.html
http://www.inc.com/john-rampton/10-leadership-techniques-that-do-not-work.html
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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. 

 

Measuring Customer Retention and 

Key Metrics 

Attrition rate compliments retention rate. For example, if a company 

has a 20% attrition rate, it has an 80% retention rate. Companies’ 

attrition rates can be defined by the percentage of customers the 

company has lost over a given period. 

Specifically, companies can determine retention rate by using a simple 

customer retention rate formula: Retention rate = ((CE-CN)/CS))100. 

CE = number of customers at end of period, CN = number of new 

customers acquired during period, and CS = number of customers 

at start of period. At first glance, the formula may look complicated, 

but it’s not too difficult once you start using it. For example, if you start 

the given period with 200 customers and lose 20 customers but gained 

40 customers, at the end of the period you have 220 customers. 220-40 

= 180. 180/200 = 0.9, and 0.9 x 100 = 90. The retention rate for the 

given period was 90%. It is beneficial to track retention rates so 

companies can put their customer retention metrics into perspective 

and measure results over time. 
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PROFIT  

TRIGGER #10  
Client REACTIVATION  
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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. 

NOTES: 

_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________
_________________________________________________________ 
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Steps To Re Magnetize Old Clients 

When trying to re-establish relationships with past 

customers, some customers will be comfortable and feel 

as if they just conducted business with you yesterday 

while others will wonder why you went to the trouble of 
contacting them. 

Who is a reactivation candidate? To reactivate 

customers, you need to be attentive to the process. First, 

to determine which previous customers to reactivate and 

define what reactivation specifically means for your 

business. Most businesses define reactivation candidates 

based on their lack of response to previous marketing 

efforts. The typical sequential marketing efforts that a 

business may follow begin with acquisition, then proceed 

to resell, upsell, cross-sell, downsell, retention, 

competitive defense, selective attrition and then 
reactivation. 

How do you differentiate between customers who require 

selling and retention efforts from those who require 

reactivation efforts? First, and most obviously, if you 

know that you’ve lost your customer’s business, then 

you’ve probably exhausted your sales and retention 

efforts and can assign the customer to your reactivation 
group. 

If you don’t know whether you have lost your customer’s 

business, make inquiries. If you find that it’s too 

expensive to keep in touch with customers, then analyze 

their buying history (e.g. length of time since last 
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purchase, number of prior purchases, length of time 

between purchases and average order size) or apply 

industry averages to determine who might be a 
reactivation candidate. 

Whom do you select for reactivation? Before 

designating customers as reactivation candidates, 

determine whether you have their correct contact 

information. Exclude past customers who have outdated 

information that cannot be updated through third-party 
sources. 

Also, review any customer service or third-party data you 

have on reactivation candidates and categorize the 

reasons for lost business as “controllable” (e.g.shipped 

wrong product two weeks after promised delivery date) 

or “uncontrollable” (e.g. moved from retail area). If 

you’re to blame for the failed relationship, determine 
whether there is value in re-establishing it. 

Once you select your reactivation candidates, segment 

this group and test offers before spending money to 

reach them all at once. If possible, use lifetime value to 
determine which segments may yield a higher return. 

When do you conduct reactivation 

marketing? Reactivation is not a one-time event for 

when times are tough. Reactivation should be 

an ongoing activity prioritized among other marketing 
efforts. 

Once you have customers who meet your reactivation 

requirements, execute a reactivation campaign. With 
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response history, you can develop a reactivation 

response model to determine the optimal timing and 

frequency of your reactivation efforts. For example, a 

model developed for a health products catalogue 

business might show that it maximizes its marketing 

dollars when it tries to reactivate past customers with a 

buy-one-get-one-free offer after these customers fail to 

respond to three months of discount offers following their 
initial purchase. 

When you accumulate significant response history from 

your reactivation marketing efforts, build a model based 

on RFM analysis (recency, frequency, monetary) or data 

attributes that predict purchase propensity. A life 

insurance company might build a model based on age, 

number of children, marital status, income and interest 

rates to determine the likelihood of a previous term 
insurance customer buying a variable life policy. 

What do you say to customers you want to 

reactivate? People change over time and so does your 

business, so when you’re thinking about marketing to 

past customers, consider that your customers’ needs and 

preferences, as well as your business focus, may have 
changed. 

Profile customers to create more personalized 

communications for each segment. Use past data such as 

RFM information and, if possible, append reliable third-

party information that will enhance your customer 

understanding. For example, you might use third-party 

information to determine each customer’s age, family 

situation and income. Then you could send targeted 
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communications to various segments depending on these 
data attributes as well as results from an RFM analysis. 

In conjunction with customer profiling, make an in-depth 

determination as to why the relationship ended in the 

first place. Was it something you did? If so, you might 

have a manager or high-level executive make a personal 
call to “high-value” customers. 

When communicating with reactivation candidates, use 

the information you have about them in your marketing 

communications to show your desire to have them back 

as a customer. Also, if your communication is asking the 

reactivation candidate to call a person at your company, 

create a group of call specialists trained to handle 
reactivation customers. 

Investing in acquisition vs. reactivation. Acquisition 

and reactivation are both investments designed to yield 

profitable customer relationships. When deciding how 

much of your marketing budget should be allocated to 

each effort, calculate the ROI on reactivating old 
customers versus acquiring new customers. 

Whether reactivation involves less of an investment than 

acquisition depends on the extent of your data analysis, 

data enhancement and list rental costs. It’s generally 

true that with customer data available for analysis as well 

as past customers’ familiarity with a company’s name 

and product or service quality, reactivation efforts yield 

higher response rates and higher profitability than 
acquisition efforts do. 
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Make the first move. Most businesses focus on 

acquisition, sales to current customers and retention. 

They see little opportunity in marketing to people who 

failed to respond to their offers. These organizations, 
however, are typically not customer-focused. 

Instead of trying to understand why a prior customer is 

no longer responding, they assume that the customer is 

the problem in the relationship. The dynamics are similar 

to that of a person who refuses to talk to another person 

unless the other person reaches out first. Start looking at 

your past customers and commit to reaching out and re-
establishing a relationship that is valuable to both sides. 

8 Steps to Designing a Reactivation Campaign 

While there are many ways to run a reactivation 

campaign, the following steps will set you on a straight 
path should you decide to launch one. 

1. Who is your target? Are these people who stopped 

buying from you six months ago? Three months? 

Twelve months? If you run a subscription service, are 

they people who canceled one month ago? Two 

weeks ago? Two years ago? Decide first who you 

want to try and reactivate. If someone bought from 

you four years ago and you’re just now getting 

around to sending them an e-mail, it’s probably too 

late. It’s OK to run a few different variations of the 

campaign if you want to target several different 

groups from above. 
2. What’s your goal? I’ll take a wild stab and say your 

goal is to either have these consumers buy from you 
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again, re-subscribe to your services, or otherwise re-

engage with your company. But, are there more 

specific goals than that? Maybe you want to introduce 

a new product line, introduce a new account 

manager, or upsell them on something they already 

own (or a service they already use)? 
3. Why did these consumers leave? Unlike a normal 

marketing campaign, you need to understand why 

your consumers left. Did they not like your products? 

Were you too expensive? Did you not have enough 

content in their particular field to keep them 

interested? Knowing the reasons they probably left 

will enable you to craft a message that addresses 

those issues specifically. 
4. What segmentation or personal data do you 

have? If you can segment these consumers either by 

personal or by purchase habits, you can make your 

reactivation campaign that much more effective. The 

rules here are the same as for any direct marketing: 

don’t just send a mass “We want you back” e-mail. 

Instead, use whatever knowledge you have of the 

consumer in order to create a more relevant 

message. 
5. Split test offers. It’s fine to offer a reactivation 

discount code to these consumers. They were 

effectively “dead” anyhow, so you aren’t really losing 

a full-price purchase by offering them a discount. 

However, showing consumers that you understand 

them and have new offerings that meet their needs 

might just be enough. So, do a split test and create 

discounts for some percentage of the group, but not 

all of them. See how they do when compared to the 

group with no offer. 
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6. Focus on your content. Instead of just saying, “We 

want you back, here’s 15% off,” make a real effort. 

Show your consumers you understand them. If they 

used to buy video games, talk about all the new 

things that have happened in video games since they 

last checked your site out. If you run a content 

subscription-based site (like E-Learning), highlight 

the new content you’ve added to your site since they 

were last members. Put the relevant content first. 

Consumers can get a discount anywhere if they try. 

It’s your content and products (if they’re relevant) 

that will be more interesting to them. 
7. Make it easy for them to come back. If it has 

been a while, there’s a good chance your consumers 

don’t remember their usernames or passwords. Either 

send them this information (or at least their 

username) in the e-mail, or make it really easy for 

them to find it. If their account has “expired,” make it 

easy for them to renew without re-entering all their 

information again. If you offered a discount code, 

make it very clear where they enter it. 
8. Reach out via different channels. Are these 

consumers on Twitter (and do they follow you)? If so, 

send them a direct message, not an e-mail. E-mail 

marketing is great, but try other channels if you have 
access to them. 

Finally, realise the difference between a reactivation 

campaign and a regular campaign. While the above steps 

could be the recipe for any old marketing campaign, 

there is one important difference. Reactivation marketing 

needs to understand how long people have been gone, 

why they possibly left, what is different in your offerings 
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now that would make them come back, and what (if any) 
incentive they might need to come back. 

If you can’t answer, “What is different in our offerings 

that would make them come back,” then skip the 

reactivation campaign and focus on answering that 
question! 

 

NOTES: 
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