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DEDICATION

The book is dedicated to my wife and soul mate, Ute Strenger.

Thank you for the many growth opportunities that you have so 
elegantly and generously gifted me.

I will remain eternally grateful for your seemingly endless pa-
tience, your seriously wicked sense of humour, and your astute 
and intuitive insights.

Thank you for you. I like me better when you’re with me.

And hot damn, you’re pretty!

Kuss kuss.

Tom Poland

Chief Leadsologist

January 17th 2016
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LEADSOLOGY® RESOURCES

Here are other ways to benefit from Leadsology®

1. Go to www.GetLeadsology.com/ to find out more.
Join thousands of others who’ve benefited from my strat- 
egies by enrolling in the internationally acclaimed 
Leadsology® Program and I’ll walk with you, step- by-
step, hand-in-digital-hand, as you bring Leadsology® to 
life in YOUR business. You’ll soon be enjoying the security 
and satisfaction of having a stream of high quality, 
inbound, new client enquiries flowing into your business 
virtually every week of the year.

2. Book a time for us to have a chat and see if I can help you If 
you’re not sure if the Leadsology® Program is right for 
you, and you’d like to find out then you can go to 
www.BookAChatWithTom.com and find a time for us to 
talk online. This is NOT a sales call and it’s NOT a 
coaching call, it’s simply to see if what I have is a fit for 
your needs.
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PRAISE FOR LEADSOLOGY® 
THE SCIENCE  

OF BEING IN DEMAND

This book will be in demand too
A terrific book. With trademark clarity and honesty, Tom Poland 
shows how trainers, consultants, and other advisers can generate a 
reliable flow of high quality leads. It’s a really excellent method, and 
presented with verve and wit.

RICHARD KOCH

Author of The 80/20 Principle which sold over one million copies

One of the best books on marketing ever written 
Tom Poland is not only an expert marketer but a master teacher. Step- 
by-step instructions are easy to follow and you can build a complete 
marketing system without needing to be a genius. More practical and 
actionable than the 4-year marketing degree I completed.

RICHARD PETRIE

Speed Marketing

Fabulous!
Leadsology® gives you the science behind figuring out EXACTLY how 
to create demand and generate a flow of high quality leads. Buy this 
book and put the formula to work in your business - the results speak 
for themselves.

DR IvAN MISNER

Founder Business Network International (BNI) and 
New York Times best selling author
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Easily one of the most valuable business books I’ve read
By this point I must have read over 400 books on marketing, sales and 
business and I can honestly say I found this one of the most valuable.
So much useful stuff in Tom’s book; it’s accessible and Tom is a 
charming, down-to-earth guide, but the methodology is rigorous too. 
It’s never dumbed down or over-simplified, because there is a lot to the 
Leadsology® model.
Tom’s model gives you not only a ton of useful ideas, but the overar-
ching framework you need to fit them together. It’s a complete system, 
and it gives you clarity.

ROB TYSON

The Tyson Report

A book definitely worth buying
Business books that you don’t want to put down are very rare, but 
Tom Poland’s “Leadsology®” is one of them. Tom Poland goes right 
to the heart of lead generation this wonderful book, which is full of real 
world wisdom.
As the author of 47 books, I hate having to say that I wish I had written 
this one! It has certainly given me loads of ideas for improving my next 
book.
If I ever get chance, I will invite Tom Poland to address my MBA 
students in one of the world’s top Business Schools. They really need 
to know and understand material like this.

PROFESSOR MALCOLM MCDONALD MA(OxON) MSC PHD DLITT DSC

Emeritus Professor, Cranfield University School of Management
Author of Marketing Plans which sold over 500,000 copies
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PRAISE FOR LE ADSOLOGY®

A Must-Read Book
Brilliant! Leadsology® lays out a step-by-step process for advisors who 
want to create a cut-through marketing message and get the message 
out to the marketplace so that inbound new client enquiries flow in like 
turning on a tap.
In particular, I recommend searching the book for “The Waterfall”, 
“The Dinner Party Question”, and “The Value Slider” which are all 
original and brilliant concepts that the author has introduced. As a 
successful consultant for over a decade, I recognize marketing gold 
when I see it.

ARI GALPER

Author of Unlock The Game

Don’t think about it, grab this book now and break down the 
barriers holding your business back!
Tom Poland’s book is a great resource that lays out common entrepre-
neur pitfalls for coaches, consultants, advisors, and experts. He then 
goes on to provide solutions to these problems that slow people from 
making the progress they desire to run a successful business -- ulti-
mately enabling them to live an impactful life.
The author’s decades of experience are evident is his rich understand-
ing of the topics, along with his insightful delivery. Don’t think about 
it, grab this book now and breakdown the barriers holding your busi-
ness back!

CHARLES BYRD

Evernote Productivity Guru
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Put this book into practice then step back and watch your 
whole world change
If you’re an advisor, coach, consultant, or trainer, who’s tried a lot 
of techniques and spent a lot of time and money on marketing with 
mixed-to-awful results, I strongly urge you to open the Kindle version 
of this book and search for “Here’s why the traditional Product Funnel 
probably won’t work for you.”
In coaching business owners from start-up through $100M mark, I’ve 
seen more service-based companies waste more time, money, and en-
ergy on marketing funnels than you would even believe. In SO many 
cases, it’s all been a waste. This is particularly true for business owners 
who try to mimic info-marketing models.
The author explains not only why this doesn’t work, but also how to 
evaluate your marketing efforts, explains how to properly define your 
ideal client, step-by-step instructions for crafting an effective message, 
advises on selecting the effective media, and a number of other critical 
topics.
If you read and implement what the author suggests in this book you’ll 
have done what 95% of marketers have NOT done; you’ll have made 
your marketing as good as your service. And when that happens? Step 
back and watch your whole world change.

ROBERT MICHON

The Unstoppable CEO

Specifically For Coaches & Consultants
If you’re a coach or consultant who wants more leads, this book is a 
must read because it’s specifically for you.
I’ve been studying and using direct response marketing since 1997 and 
this is a great resource to now add to my tool chest!

KEvIN THOMPSON

Marketer, consultant, coach
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PRAISE FOR LE ADSOLOGY®

Helpful for my start up business
I am planning to start my own business and I still have some questions 
when it comes to finding the right clients for me and how my market-
ing model should be. Leadsology® has helped me to understand a lot of 
things especially on the first chapter about the revenue and the profit 
and how it should be enough for my chosen lifestyle. This is a really 
good book to read for people like me who wants to start their own busi-
ness. It is packed with resources and useful tips that you can actually 
implement.

ALExANDRA KARENINA ARABELO

Holds a mirror up to your marketing - and shows you where it’s 
ugly. (That’s a good thing)
Tom Poland is clearly gifted at creating a simple-to-understand frame-
work for what it takes to generate leads for your business. I consider 
myself a marketing professional, and reading through Tom’s book gave 
me good ideas and showed a few places I could improve.
If yu’re struggling to generate leads in your service business, this book 
will help you solve that problem.

FRANK BRIA

Author, Speaker, Strategist

Great marketing book for service professionals
This book is a tool chest of easy to use strategies to attract good num-
bers of high quality clients.
Every chapter has some nuggets of wisdom that are easy to use. Highly 
recommended.

GRAHAM MCGREGOR

Marketing and sales consultant, trainer, coach
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A highly actionable book that helps you create a strategy to 
increase leads into your business
I absolutely loved this book. Tom delivers so many practical tips for 
creating a lead machine. One of my favorites parts of the book is when 
he goes into the mistakes that we make when we set out to increase our 
leads. Mistake #12 really hit home which is lowering prices to increase 
leads. This was a good reminder that the race to the bottom is not the 
way to create a lead generating machine and in some cases raising 
prices actually helps increase lead flow. I highly recommend it to any 
business owner in need of leads!

JOSHuA MILLAGE

Entrepreneur and co-founder of Lifter LMS

Practical and Effective Lead Generation System
Leadsology® is a practical, effective and implementable system that 
helps you create a predictable flow of high quality inbound new client 
enquiries into your business. Tom’s book and system will show you 
how to stop random acts of marketing and get you back in the driver’s 
seat running your business. You can easily swipe and deploy his 10-
step lead generation model so that you can work smart not harder.
This is a great book for advisors and consultants to learn how to create 
a system that brings in a predictable flow of clients and shows you how 
best to invest your marketing time. I have had the privilege of work-
ing with the author and have been so pleased with the results and the 
practical, effective and easy to implement nature of this model which is 
all laid out in the book. I definitely recommend this book.

SuSAN KLEINSCHMIDT

Consultant, Trainer Coach
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Cool new lead generation roadmap for service and advisory 
professionals
Not to toot my own horn, but I’ve been an internationally recognized 
expert on Sales, Lead Generation and Positioning for many years now, 
so I know a thing or two about great lead generation systems.
There are tons of books out there about lead gen, but what’s different 
with this book is that it’s especially written for folks who specialize in 
service and/or advisory businesses, and NOT for those who sell physi-
cal products.
They say that specificity is power and I believe that the advisor-specific 
strategies in this book are what makes it so powerful. Tom’s book truly 
“disrupts” the status quo, and offers a road map that will lead you to 
generate a consistent flow of high quality, inbound leads.
Buy this book. Implement every suggestion. Then sit back and watch 
the new clients flow into your business.

ERIK LuHRS

GURU Selling System

An insightful resource!
In Leadsology®, Tom Poland offers advisors, coaches, consultants, and 
trainers a step-by-step Lead Generation Model – one that is beautiful-
ly tailored to this audience’s specific needs. Grounded in professional 
experience and observations, Leadsology is written with passion and 
deep knowledge.
An insightful, elegant, and practical resource – I certainly recommend 
it.

DORIE CLARK

Marketing, Branding and Management Consultant
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Paving the road to success
For coaches, trainers and consultants like me it is often challenging 
to balance delivery and marketing, to find new clients while servicing 
established ones, to have such a finely tuned business model in place 
that it creates ongoing high quality enquiries.
The comprehensive ten-step Leadsology® model outlined in this book 
helped me to get clear about the what, the where, the when and the 
how. The structure, the suggestions and guidelines, they all make 
sense.
With over 35 years of experience, Tom knows what he is talking about. 
His clarity and wisdom shine through every story, every comprehen-
sive model and concept that are clearly only so simple because Tom has 
done all the work.
I also really appreciate the honesty and candor with which he points 
out likely pitfalls, especially poignant when they are the ones I already 
fell into. If you want to grow your business and have a good life to 
boost, read this book - and then work with Tom.

ANGELA HEISE

Trainer, consultant, coach

Finally!
For anyone who like me is an advisor (or coach or consultant or train-
er) and has done the run-around trying to find a genuine specialist in 
how to message and market our types of service, this is the ultimate 
answer: Leadsology® is genuinely tailored to us, with tremendous 
insight that is completely on the mark about us, presented as a simple, 
proven, step-by-step progressive process you are walked through, hand-
in-hand, by a true expert. And it works!

ELIzABETH BROwN

Branding and Marketing Consultant 
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PRAISE FOR LE ADSOLOGY®

A treasure trove of information
Leadsology® – The Science of Being in Demand is a treasure trove of 
information not only about lead generation, but also about how to wire 
our whole business for success. Tom Poland’s 10-part model for being 
in demand is a comprehensive summary of all the elements we need to 
have optimized for our business to be coasting along like a well-oiled 
wheel.
There are so many gems of information in this book, that if we even 
take one, and implement it, it makes a difference. I know that I’ve 
already changed my marketing message because of this, and people 
are much more interested in what I do now. There is also a surprising 
departure from the normal way of structuring online marketing – spe-
cifically for what Tom calls “advisors”. This is vital information that 
could be the one thing that brings advisors the revenues and number of 
clients we are really looking for.

GLENDA NICHOLLS

Founder, Money Success System

Lead generation: now a simple and elegant science
Many of us employ a very hit and miss approach to marketing and 
lead generation – with very hit and miss results. With “Leadsology®” 
however, Tom Poland has turned lead generation into a science that is 
both simple and elegant.
In a market where we’ve all got used to the same old marketing for-
mulae, Tom brings a fresh approach that provides cut through in a 
noisy world. You’ll enjoy the easy-to-implement, step-by-step approach 
outlined in this book.
And, I havee no doubt, you’ll enjoy the results this unique system can 
generate.

DAwN RuSSELL

Founder of Heartwired, trainer and coach
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PREFACE

Why This Book

THE FIRST REASON why I wrote this book is that it simply doesn’t 
exist.

What I mean by that is that there is no single book, that I am 
aware of, that specifically lays out a proven, step-by-step Lead 
Generation Model for Coaches, Consultants, Advisors, Teachers 
and Trainers and others who offer a Service. (For the sake of sim-
plicity throughout this book I’ll refer to these professionals as 
“Advisors”).

Sure, there are plenty of books on marketing, sales and Lead Gen-
eration, but none of them addresses the subject specifically for 
Advisors.

And the reason that addressing the subject of Lead Generation 
specifically for Advisors is so important is that much of the ge-
neric marketing and sales methods which are taught simply don’t 
work for Advisors.
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For example, what works for retailers or manufacturers very of-
ten does not work for Advisors who essentially make a living 
from their ideas, rather than with a physical product.

Therefore, any book which addresses the subject of Marketing 
and Lead Generation in general terms is likely to be worse than 
useless for Advisors, because it will have them undertaking all 
sorts of marketing activity which is not specifically customised 
for those offering a service or advice, and thereby has them wast-
ing time, energy and money with little or no result to show for it.

The second reason for writing this book is that it’s in me. What 
I mean by that is this: At the time of writing, I’ve spent 35 years 
in sales and marketing. That’s 35 years of learning about Lead 
Generation, 35 years of observing Lead Generation, 35 years of 
doing Lead Generation and, for the last eight years, I’ve taught 
Lead Generation professionally and full-time.

It’s said that good teachers will faithfully teach what they have 
been taught, but that great teachers will teach what they have ob-
served. At the risk of appearing just a tad arrogant, I like to think 
that in my own modest way I’ve made some fresh observations 
about Lead Generation over those 35 years. So I guess you could 
say that, for me, writing this book is like giving birth. It’s a nat-
ural consequence of having “incubated” Lead Generation strat-
egies and tactics for the thick end of four decades. Like a new-
born baby, eventually it just had to come out, at times kicking and 
screaming.

Reason number three is that I want to leave the world a better 
place. As you’ll discover in Part One, effective Lead Generation 
transforms lives, businesses and organisations, families, commu-
nities and, indeed, whole states, territories and countries.
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Lead Generation is the number one essential skill for creating 
fresh cash flow, and thereby in turn creating lifestyle transforma-
tions including the funding of better educational opportunities, 
better medical care, more choice in housing location and quali-
ty, holidays and also the funding of philanthropic or charitable 
pursuits.

They say that nothing happens in the world until something is 
sold, but the fact is that nothing gets sold until an enquiry (a lead) 
is generated. This book reveals a step-by-step model that increas-
es demand for the services of Advisors and just as importantly, it 
also pulls back the curtain on what does not work in respect to 
ramping up demand for an Advisor.

Finally, a potentially damaging admission, but one that will ben-
efit you significantly: a well-written and well-targeted book is, in 
itself, a great lead generator. To illustrate this point, you can refer 
to the bookmark that came with this book, or indeed visit us at 
www.leadsology.guru and look for our current totally irresistible 
offer.

When you take advantage of that offer, I will have … ta daaaa … 
generated a lead. (In fact, the very fact that you bought this book 
means I’ve already generated a lead  )

So there you have it — a clearly stated and open disclosure of the 
most selfish of these four reasons: like you, I like to enjoy the ben-
efits of generating leads. You are welcome to “swipe and deploy” 
the idea of writing a book to generate leads. More on that In Part 
Three, Chapter Four.
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THE LEADSOLOGY® STORY

Following on from the subject of why I wrote this book there is ac-
tually a deeper question to be answered, which is how the Lead-
sology® concept came about in the very first place and why, in 
addition to writing a Leadsology® book, I have I created a Lead-
sology® webinar, a Leadsology® Facebook group, a Leadsology® 
program and why, at every opportunity I get, I speak about Lead-
sology® at conferences, workshops and seminars. And there are 
two main reasons.

Reason #1
I created the Leadsology® concept first and foremost because of 
the absolute transformation that occurs in the life of an Advisor 
when they create a system (keyword) that brings in a predictable 
flow of high-quality, inbound new client enquiries into their 
business.

Until such a system is embedded into a business the owner’s fu-
ture, prosperity is precarious to say the least. It’s different if you 
are an employee in a big corporation, because your paycheck is 
your security. However, for a business owner, security lies in 
your ability to bring in new clients on a regular basis, if not daily 
then at least weekly.

But I’m not just talking about the potential impact of Leadsolo-
gy® on a business owner.

Leadsology® is like throwing a stone into a pond; a ripple effect 
emanates from where the stone lands, and in our metaphor, the 
ripples include the quality of life of the business owner’s family, 
increased security for employees and suppliers, and of course the 
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positive effect on local communities when each of these groups of 
stakeholders benefit from a business that keeps growing.

In my mind, Leadsology® is about the fulfilment of my life pur-
pose because of the positive impact it has on the lives of all who 
benefit from it.

Reason #2 and the Story Of Leadsology®
This reason may surprise you, but it explains the origins of Lead-
sology® and why it was born out of feelings of underwhelm, dis-
appointment and frustration. I’ll explain.

In between owning my own businesses, I had a period of sev-
eral years working in a senior management role for a large in-
ternational corporation. It was a very satisfying period of time. 
However the day came when I knew that, in order to fulfil my 
particular destiny, I needed to jump the job track and start up my 
own business again.

And so in 1995 I launched the Entrepreneur’s Success Program, 
which went on to positively impact the lives of thousands of busi-
ness owners across Australia and New Zealand.

However, the early days were tough because I had a big obstacle to 
overcome — how to create a regular flow of new client enquiries.

I should hasten to add that most Advisors not only suffer from 
the same hurdle, but they have the additional challenge of finally 
discovering what they need to do in order to create an effective 
lead generation machine, but failing to implement.

Maybe you’ve noticed that ?
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If you are like so many of my new clients, you probably face 
the same distinct lead generation obstacles: knowledge and 
implementation.

The first of these two obstacles was not really a problem for me 
because I had been fortunate enough to have graduated from Bri-
an Tracy’s Phoenix seminar in 1989, some six years prior. It was 
a terrific experience not just in personal development, but also in 
the creation of a mindset to get things done. Brian Tracy said that 
there were four things I needed to do in order to accelerate the 
achievement of my goals:

1. Hire a proven, effective mentor.

2. Pay them as much money as I possibly c\ould, because he 
said if you get a free mentor then you won’t feel obligat-
ed to execute his/her advice, and the mentor wouldn’t feel 
committed to keep giving you advice for more than a few 
weeks.

3. Sit down with my mentor and figure out my objectives, 
strategy and actions.

4. Rinse and repeat by creating weekly accountability meet-
ings where my actions and results were reviewed and 
where I could also receive more guidance.

By following the above advice, I became a very good implementer.

But the first problem still remained, which was that of figuring 
out exactly what I needed to implement in order to create a prov-
en system for lead generation.
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As an avid consumer of information, I bought an incalculable 
number of books (and read them!), attended a similar number of 
seminars and workshops in various countries, all the while mak-
ing notes on key points and action items which I then ticked off 
my rather long list.

In short, I learned and implemented like crazy.

It was like a continual and seemingly never-ending cycle of dis-
covery, development and unfortunately, massive disappoint-
ment, because everything that I had learned from the feet of so 
many marketing masters failed to make any significant difference 
whatsoever in my results.

Hence my underwhelm, disappointment and frustration.

When I relate the above story to audiences and ask them to raise 
their hand if they have had a similar experience, almost everyone 
immediately thrusts an arm into the air.

I find this to be absolutely staggering! That so many people, prob-
ably millions the world over, have spent so much money, time and 
energy in learning from supposed gurus, only to discover that 
what was being taught was, to put it frankly, worse than useless.

It was during this time of bewilderment that I was attending a 
seminar and the speaker said something that I’ve never forgotten 
some 21 years later. I can’t remember the name of the speaker 
,but what he said was this: “good teachers teach what they have been 
taught; great teachers teach what they have observed”.

It hit me like a lightning bolt: all the teachers I had been learn-
ing from work at teaching what they had been taught without 
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actually observing reality for themselves. Doubtless they had 
been to various seminars and workshops and read various books 
like I had. But my conclusion was that they never actually con-
textualised what they had learned to specific marketplaces (e.g. 
professional services), or what they were teaching was out of date 
and no longer worked. Either way, the result was the same — they 
were wasting their clients’ time and money.

It was then that I set out on my Leadsology® journey by throw-
ing out the marketing rulebook, starting afresh and testing and 
measuring everything. And making a lot, a lot, a lot of mistakes.

And that experience is why Leadsology® exists today.

After some 21 years of continual testing, refining, experiment-
ing, trialing, and measuring, the Leadsology® system is ready 
for release so that the years of wasted time, money, and energy on 
ineffective marketing advice can finally be over.

Finally, Leadsology® is ready for the world. Hopefully you’re 
ready for it.

MY CREDENTIALS

I’ve mentioned that I’ve been involved in sales and marketing for 
over 35 years, so I guess that’s a significant part of my credentials.

However, in and of itself, that is not especially significant com-
pared with the results that I’ve personally achieved in various 
businesses of my own, as well as the results I’ve achieved in help-
ing over 2,000 business owners across 193 different industries 
from all around the world.
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I started my first business at age 24 and I have gone on to start 
and sell four others, taking two of them International. In that 
time, I’ve managed teams of over 100 people and annual revenue 
of more than $20 million. The Leadsology® model that I reveal 
in this book has generated many millions of dollars for my own 
businesses and for those of my clients.

To reference the latter claim, I invite you to go to www.leadsolo-
gy.guru and check out the “Client Results” tab.

There are probably plenty of other people who have spent the 
thick end of four decades in sales and marketing, but I haven’t 
seen many that are being credited by their clients with generating 
multiple millions in extra revenue.

That’s why I don’t regard my 35 years of experience as being 
enough to establish my credentials; it’s got to be all about results.

It may also be true that I have a gram of entrepreneurial spirit 
in me which could also further serve to enhance my credibility. 
In addition to the above-mentioned businesses, I currently have 
significant interests and active involvement in three distinctly 
separate and different businesses, and I use much, if not all, of the 
10 Step In Demand Model revealed in Part Three in each of these 
businesses. So I like to think that I’m walking the talk.

It may also give you some measure of confidence to know that my 
work has been reprinted physically in 27 countries and that I’ve 
shared international speaking platforms with the likes of Michael 
Gerber of E-Myth fame, Brian Tracy of Brian Tracy International, 
Richard Koch, who is the author of  which sold over one million 
copies, Michael Port and many others.
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Lastly, I operate a “Hype-Free” zone whereby I am 100 percent 
committed to giving you, my valued reader, only the strategies, 
tactics and  methods that have been proven in the real world to 
increase demand for your services.

Hopefully the above will reassure you that this book is worth 
reading, and even more, that it’s worth implementing.

wHO wILL BENEFIT FROM THIS BOOK

Much of the information in this book, and especially in Parts Two 
and Three, will benefit any business, organisation or solopreneur. 
However, as mentioned previously, I’ve written this book specif-
ically for Coaches, Consultants, Advisors, Teachers and Trainers, 
and anyone else who offers a Service. 

You will benefit greatly from this book if you possess a strong deter-
mination to set up Leadsology® systems that will keep your Pipeline 
full of fresh, inbound, highly qualified leads and enquiries.

If that sounds like you, then please be warned that achieving this 
objective is neither simple nor easy unless you have the know-how. 
In that regard, think of it as being a bit like trying to crack open 
a highly secure safe. It’s neither simple nor easy until you have 
the combination. Leadsology® “cracks that code” and gives you 
the precise combination for setting up Lead Generation systems 
so that you can continually and confidently grow your revenue.

Also of great importance, Leadsology® introduces you to the con-
cept of Scalability (Part Three, Chapter 9 especially covers this) 
so that you can not only grow your revenue to multiple six and 
seven figures, but also comfortably achieve the lifestyle of your 
dreams in 30-40 hours per week.
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THE SCOPE OF THIS BOOK

As mentioned previously, this book gives Advisors a proven 
step-by-step model for ramping up demand and generating a 
high-quality flow of inbound lead enquiries. I reveal absolutely 
everything you need to know to systematically and predictably 
generate those leads so that you never have to worry again about 
where your next client is coming from.

The key word in the previous paragraph is “systematically“. Gone 
will be the days of random and desperate marketing activity 
where you wish, hope and pray that a prospect will make an en-
quiry, or that an enquiry will convert into a client.

You will, perhaps for the first time, feel that you are “Master and 
Commander” of your own destiny because you’ll be able to relax 
in the confidence that you are the owner of a business that oper-
ates like a conveyor belt, predictably and systematically produc-
ing a flow of inbound lead enquiries.

As also mentioned above, this book doesn’t stop there. I further 
reveal how to deliver value to your clients in much less time, 
for much more money, and with much more enjoyment (you’ll 
achieve this by avoiding the mistakes I outline in Part Two and by 
implementing the Leadsology® Model that I reveal in Part Three).

Note that I use the terms “Lead Generation” and “Being in De-
mand” and “In Demand” interchangeably throughout this book, 
all of which come about once you implement Leadsology®. Ef-
fectively, they all refer to the same thing, which is to generate 
high-quality, inbound, fresh enquiries to your business from 
people or organisations who represent your absolute Ideal Client. 
More on the latter in Part Three, Chapter Two.
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A NOTE ON MY uSE OF TITLE CASE

In this book I display in Title Case words that describe a term or 
concept that is especially important. For example, I do this when 
I refer to your Marketing Message or your Value Proposition or 
Being In Demand. I appreciate that this may not be the technical-
ly correct use of Title Case. However, I want to flag for you those 
terms and concepts which require extra attention.
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   PART ONE  
WHY BEING IN DEMAND 

IS IN DEMAND
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BEING IN DEMAND

sam’s ProBlem – and mayBe yours Too?

SAM IS A brilliant consultant. He’s a genius at re-engineering 
software systems and providing training during a merger 
and integration process. Sam’s problem, however, is that he 
has a “10 service” trapped in “2 marketing”.

In other words, while Sam is brilliant at what he does and while 
the few clients that he’s worked with absolutely love his work, he 
has no effective Lead Generation systems in place, and therefore 
he is simply not In Demand.

Sam relies purely on Word-Of-Mouth Marketing, which means 
that he has absolutely zero control over the number of enquiries 
flowing into his business. As a result, Sam’s life is the living per-
sonification of the term “feast or famine”.

At times, Sam’s anxiety levels are extreme and that in turn results 
in dysfunctional reactions such as panic attacks, escaping into 
alcohol, other acts of overindulgence including shopping sprees, 
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eating too much, and other dysfunctions such as “going home when 
I’m tired of being nice to people”.

When work dries up, he engages in random acts of marketing 
and the prospects that he approaches are turned off by what they 
perceive as his “dance of the desperate “.

At the heart of Sam’s problem is his failure to dedicate a specific 
block of time for Lead Generation.

This means his revenue and workflow are like a rollercoaster. At 
the top of the rollercoaster ride, Sam’s got plenty of client work 
and cash flow, but no spare time to enjoy it.

And at the bottom of the rollercoaster, Sam’s got plenty of spare 
time, but no money to enjoy it.

Either way, Sam suffers from numerous “lack of demand” symp-
toms that we’ll explore below.

For Pam, on the other hand, life is good. Many years ago she ad-
opted one of my core recommendations and changed her calendar 
from the Roman Calendar system to the Poland Calendar system.

A work week in the Roman calendar looks like this: Monday, 
Tuesday, Wednesday, Thursday, Friday.

By contrast, a work week in the Poland Calendar system looks 
like this: Monday, Tuesday, Marketing Day, Thursday, Friday. 

Did you spot the difference? I’m sure you did: I recommend that, 
like Pam, you dedicate one whole day to doing nothing else but 
focusing on Lead Generation.
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And because Pam created the weekly Marketing Day habit, and 
because she implemented many of my other Leadsology® rec-
ommendations, she can relax because she’s created a predict-
able, controllable flow of high-quality, fresh, inbound new client 
enquiries almost every single week of the year, including those 
weeks when she is enjoying holidays and overseas travel.

Both of the above examples are true stories. The first is typical of Ad-
visors who rely on Word-Of-Mouth Marketing for Lead Generation.

The second example is typical of Advisors who create Leadsology® 
systems. The good news is that by reading this book you get to 
choose which of those two stories you want your life to look like.

YOuR REvENuE PROBLEM AND THE SOLuTION

To benefit from my Leadsology® model, it’s critical for you to un-
derstand the nature of the problem of lack of demand, the symp-
toms of the problem, and also the causes of the problem.

Let’s start with the problem itself.

A lack of demand results in lack of revenue, so we need to view 
the problem primarily in terms of a lack of revenue.

A problem is classically defined as the gap between what you 
have and what you want.

For example, if you have monthly sales revenue of $20,000, but 
need monthly sales revenue of $30,000 to support your desired 
lifestyle, then your problem can be identified as $10,000 — that 
number being the difference between what you’ve got and what 
you want. Your business might add a zero or two onto the above 
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example, but the principle is the same: there is a gap between 
what you have and what you want.

I invite you to identify both the size of your problem and the solu-
tion by completing the following (note that I have inserted an ex-
ample in brackets at the end of each line):

A. My current monthly sales revenue is: $ _________ ($20,000)

B. The monthly sales revenue I need to support my lifestyle: $ 
_________ ($30,000)

C. The difference (B minus A): $ _________ ($10,000)

D. Average sales revenue per month from one sale: $ _________ 
($2,000)

E. The number of new sales I need each month (C divide D): 
________ (5)

F. Conversion percentage from qualified prospect to a sale: 
________ percent (50 percent)

G. Number of new leads I need each month (E divide F): 
________ (10)

THE LAST NuMBER IS THE MOST CRITICAL NuMBER IN YOuR LIFE

It’s what I call your “#1 Number,” because it is metaphorically the 
key to unlocking the door to a highly desirable future.

Your answer for row G needs to be not only your #1 Number but 
also your #1 objective in life. The reason is probably self-evident. 
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However, at the risk of stating the bleeding obvious, if you get 
enough high-quality leads flowing into your business, then you 
generate the revenue you need to support a highly desirable per-
sonal lifestyle, which may include providing top quality educa-
tion for your children, medical care for loved ones, living daily 
in your dream home in your dream location, and funding sports, 
hobbies and charitable interests, and local or overseas holidays.

To paraphrase Neil Armstrong, the first man to walk on the moon, 
“that’s one small number for you, but one giant leap for your lifestyle “.

THE PRIMARY CAuSE OF LACK OF REvENuE 

Most people believe that there are three primary causes of lack of 
revenue; however, in the vast majority of cases, I’d suggest there’s 
really only one cause.

Mark Twain said “It’s not what we don’t know that hurts us, it’s the 
things that we think we know that just ain’t so “.

Another way of expressing this might be that if we incorrectly 
identify the cause of the problem of lack of revenue, then it’s very 
likely we will waste time, energy, and possibly money trying to 
fix something that simply isn’t broken.

The three most commonly identified causes for lack of demand 
are the following:

1. A problem with Lead Generation

2. A problem with Lead Conversion (converting leads into 
clients)
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3. A problem with Value Delivery (client work or service de-
livery that is not effective enough to generate referrals, and 
is therefore a missed opportunity in contributing to reve-
nue growth)

To correctly identify the  primary cause of lack of revenue/lack of 
demand, I need you to answer a couple of questions.

Question One: what percentage of clients have been happy with 
your work?

Question Two: what percentage of qualified prospects do you 
convert into clients once you are in front of them? Note that a 
qualified prospect is defined here as people who are aware of 
their need for what you have, have the money to pay you, and 
arrive when the timing is perfect.

If your answer to Question One was 80 percent or more, then 
clearly the primary cause of your revenue problem is not poor 
quality service or advice. So my strong recommendation is that 
you quit even thinking about messing with it.

If your clients genuinely feel that your service is more than good 
enough, then your service is more than good enough. Leave it 
alone and eliminate Value Delivery from your thoughts as a pri-
mary cause of your lack-of-demand problem.

If your answer to Question Two was 50 percent or more, then your 
problem is not Lead Conversion (otherwise known as “sales” or 
“selling”).

A marketing research association that I studied with many years 
ago stated that top salespeople will convert 50 percent of qualified 
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prospects immediately; 25 percent will be converted later and the 
remaining 25 percent will either go somewhere else or will never 
buy. Therefore, if you’re batting at 50 percent or more, then Lead 
Conversion also is not the primary cause of your problem.

We have therefore most likely eliminated both Lead Conversion 
and Value Delivery as the primary cause of your problem of lack 
of revenue, and so we are left with Lead Generation as the prima-
ry culprit.

Which is correct in approximately 97 percent of cases.

That’s not to say that both Lead Conversion and Value Delivery 
are unimportant. On the contrary, they are critical.
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But here is how I see Lead Conversion and Value Delivery relat-
ing to Lead Generation. 

Imagine a massive brick wall with a door in the middle of it. 
And imagine that on the other side of that door lies significant 
and continually increasing revenue growth, plus all the lifestyle 
transformations that the extra cash flow will bring.

Now imagine that the door has two hinges and one keyhole with 
a key in it. In this metaphor, we can label one hinge “Lead Con-
version” and the second hinge “Value Delivery”. And the key in 
the keyhole can be labelled “Lead Generation”. 

In other words, you need effective Lead Conversion and Value 
Delivery systems so that the door will smoothly swing open 
when unlocked.

However, no matter how strong those two hinges are, the door is 
never going to open without the key. The best sales process in the 
world and the highest-quality service in the world are both com-
pletely and utterly useless without a flow of new leads to convert 
and deliver value to.

In summary, so far we’ve identified the size of your revenue prob-
lem and the solution, which is the number of new leads that you 
need each week in order to meet your revenue objectives.

We’ve also identified a lack of Lead Generation as being the num-
ber one primary cause of your problem.

And that’s what this book will give you: Leadsology® is the mas-
ter key to Lead Generation, which in turn leads to a predictable, 
controllable flow of high-quality, inbound leads, which in turn 
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generate new clients and fresh revenue, which in turn gives you 
the lifestyle you desire for yourself and your loved ones.

THE SEvEN PRIMARY SYMPTOMS OF LACK OF REvENuE

Having defined the size of your problem (row C above) and iden-
tified the solution (row G above) plus the primary cause, let’s now 
look at some of the symptoms of the problem.

It’s important to do this because the symptoms can be turned into 
motivational reasons that will fuel your determination to imple-
ment Leadsology® and thereby become In Demand.

SYMPTOM #1 IS ANxIETY. Sleepless nights spent worrying about 
where the money is going to come from to pay the bills. Stress-
filled days trying to figure out how to generate some leads. Anx-
ious moments worrying about whether a prospective new client 
will go ahead. Relationship tension as your wife/husband/part-
ner/parent expresses concern about mortgage or rent payments. 
Embarrassment at the supermarket when your card payment is 
declined. Tense minutes scratching around for a dollar here and 
a dollar there in order to fill your car with a little petrol. Worry as 
you look at the ever-increasing pile of unpaid bills on your desk. 
Actually, many of my clients don’t have distress around getting 
new business or paying bills, but they do have a more positive 
form of stress called eustress (Google it!) that motivates them to 
continually strive for higher levels of performance. Whichever 
form of stress you are experiencing, you can use it to fuel your 
motivation tanks.

SYMPTOM #2 IS RESTRICTED CHOICES. This is where you experience 
significant limitations in where you live, the type of house or 
apartment you choose, compromises in medical and health care, 
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lower-quality educational opportunities for children, lower-qual-
ity holidays and fewer of them, inability to financially support a 
loved one or a charity of choice, less choice around indulging in 
your favourite hobbies or sports or pastimes, having to put up 
with inferior and less-efficient/effective technology at work, and 
pretty much everything else you can think of that requires cash.

SYMPTOM #3 IS THE LOSS OF SELF-ESTEEM. This is rarely spoken about, 
but in quiet moments people have mentioned this to me. Some-
one who is not In Demand often feels, rightly or wrongly, that 
they suffer from an erosion of respect from their wife/husband/
partner/parents because they are living at a level which is far be-
low their potential as a provider. This perception of a loss of re-
spect from others triggers a loss of self-respect. There is no doubt 
in my mind that this is a tragedy of epic proportions, because 
we’re talking about a person’s inability to fulfil their role as a pro-
vider and, indeed, were also talking about nothing less than their 
inability to fulfil their life potential.

While, the above symptoms may seem somewhat depressing, 
but the good news is that pain is fuel. In other words, the more 
you can relate to the above symptoms, the more motivated you 
are likely to be to take the creation of Lead Generation systems 
seriously.

Nothing short of a 100 percent commitment to Being In Demand 
will get you over the line.

So if revenue is not at the levels that you would like it to be, then 
rather than feeling depressed, use the pain and disappointment 
that you have felt as fuel to move forward. As someone once said, 
“reasons are the fuel in the furnace of motivation “.
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We could rightly describe the above as “pain-based” symptoms. 
The following are what I would call “desire-based” symptoms 
that can be used to equal effect as motivators for developing Lead 
Generation systems that have your services In Demand. This is 
particularly true if you’re comfortable with your revenue levels 
but you still have a burning desire to achieve more.

SYMPTOM #4 IS RESENTMENT. The symptom can probably be fairly 
described as a mixture of both pain and desire. A lot of people tell 
me that they want to do better in terms of Being In Demand be-
cause they see others with a lower-quality service doing better in 
the marketplace and that really annoys them. So they experience  
resentment because they see themselves as seemingly the world’s 
best-kept secret, and they also feel the desire to do better than oth-
ers peddling poorer-quality services.

SYMPTOM #5 IS A KNOwING. What I mean by “a knowing” is that for 
many people there is a knowledge, or a deep belief, that they can 
do better, and that indeed they feel they must do better. Howev-
er we articulate this knowledge, the fact remains that there is a 
deep-seated awareness that you can play the game of business at 
a much higher level. I use the word “can” in the sense that the ca-
pacity is in you, but you just have to figure out a way to release it. 
It’s a matter of stepping into your destiny and fulfilling your Life 
Purpose starting with Being in Demand through effective Lead 
Generation. Leadsology® will show you how to do that.

SYMPTOM #6 IS TAKING ON CLIENTS THAT ARE NOT A FIT. When revenue 
and cash flow are tight, it’s incredibly tempting to take on a client 
that is not quite the right fit for your services. We have all done it 
and we have all lived to regret it.
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For example, my forte is working with professional advisors. But 
10 years ago I was still taking on board retailers and manufac-
turers, not necessarily because I was short of cash flow, but more 
because I found it difficult to pass up an opportunity. Yes, I man-
aged to keep my clients happy and they benefited from a modi-
cum of results, but I never felt comfortable about going into client 
meetings.

And it’s not just the client-to-Advisor fit; it is also the service 
-to-Advisor fit. For example, a specialist productivity consultant 
might be tempted by a project that called for recruitment exper-
tise. While there might be some crossover, a specialist in the latter 
service is going to feel far more comfortable and have much more 
benefit then the productivity consultant.

The problem with this symptom is that it’s hard to sleep well at 
night because you have that nagging thought in the back of your 
mind that each meeting with the client is going to be a struggle. 
So you end up stressed.

The difference between working with a client that is a fit, and 
working with a client that’s not quite a fit, comes down to your 
ability to deliver value succinctly, easily/naturally, and effectively. 
And that’s stress-free.

Get your Lead Generation happening systematically and effec-
tively and this problem disappears forever.

SYMPTOM #7 IS KEEPING CLIENTS THAT ARE LESS THAN IDEAL. This problem 
naturally follows on from the previous problem but with a slight 
variation. Clearly, if we take clients on that are not a fit, then the 
problem morphs into keeping clients that are not a fit. The varia-
tion however, is that sometimes a client starts as a fit but fails to 
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implement on a consistent basis. In that case, you need to be able 
to gently inform them that they are wasting their money and that 
you’d be delighted to talk to them again when they have the time/
mental space to commit one hundred percent to the implementa-
tion of agreed actions.

Once again, establishing effective Lead Generation systems is the 
key to you being able to relax in choosing both the clients you 
want to take on board and those clients you wish to retain.

And you’re about to find out exactly how to do that.

THE PAYOFF FOR SOLvING YOuR REvENuE 
PROBLEM BY BEING IN DEMAND

Identifying the benefits or payoff for being In Demand is pretty 
much a matter of simply reversing the above symptoms. You get 
to relax, experience the sheer joy of having a greater breadth and 
depth of choices in every area of your life, feel confident in your 
abilities and satisfied knowing that you’re playing the business 
game at the highest possible level of your potential.

Do those sort of benefits sound attractive, or did you have a dif-
ferent plan in mind?  
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   PART TWO   
MAJOR MISTAKES 

ATTEMPTING TO CREATE DEMAND
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MOST ADVISORS MAKE  
THESE MISTAKES

inTroducTion

AS MORBID AS it may seem to start with mistakes that Advisors 
make in attempting Lead Generation, there’s actually quite a 
lot of wisdom in doing so. 

This morning I spoke with the previous owner of a business in 
which I’ve invested.

The 30-minute meeting I had with him was invaluable, because 
he outlined what had worked and what had not worked in 10 
years of marketing the particular service that the business offers.

I could then confidently and immediately eliminate several op-
tions I had previously been considering. In discovering his mis-
takes, I’d saved myself and the other partners in the business 
countless dollars and hours and effort.
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Additionally, I’ve seen wasted weeks, months and even years 
when Advisors follow Lead Generation advice that is simply nev-
er going to work. For example, some play around with Social Me-
dia every day for weeks, months and years on end and wonder 
why they aren’t generating any new leads. More on that later.

In addition to the waste of time, energy and money, there is also 
an increase in negative emotions such as frustration, and as men-
tioned previously, a lowering of self-esteem that is extraordinari-
ly damaging to the effectiveness of any Advisor.

I actually get a little angry when I hear marketing charlatans, or 
indeed well-intentioned but inexperienced business coaches, sug-
gesting strategies and tactics that sound good but that will never 
produce high-quality leads.

In summary, a wise person does not learn from his or her own 
mistakes; they learn from the mistakes of those who have gone 
before them. Therefore, the chapters contained in this part are 
likely to be amongst the most valuable in the entire book. I would 
urge you to study them thoroughly prior to proceeding to Part 
Three.

MISTAKE #1: PuTTING TACTICS BEFORE STRATEGY

An effective strategy articulates exactly what you need to do in 
order to create Competitive Advantage, generate enquiries from 
Ideal Clients, and then scale your Value Delivery. More on that in 
Part Three.

Tactics, on the other hand, are all about how you will execute that 
strategy and, of course, in the context of marketing, it includes 
marketing activity.
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Putting Tactics before Strategy is like putting the cart before the 
horse; in terms of Lead Generation, you simply can’t move your 
business forward.

There are a bunch of Strategic Questions that have to be answered 
before marketing activity/tactics get underway. Questions such 
as:

 � What does my Ideal Client look like?

 � What significant act of transformation can I perform that 
would be highly desirable for my Ideal Client?

 � What Marketing Message does my Ideal Client need to 
hear or read in order to make an enquiry?

 � Where does my Ideal Client hang out and what Mediums 
will be most effective in reaching out to them with my 
message?

When these and other critically important Strategic Questions 
have been answered effectively, then and only then should mar-
keting activity/tactics commence. We’ll explore more of the stra-
tegic questions in Part Three.

Let’s look at an example. Jill is a highly talented Consultant and 
Trainer. Her specialty is increasing workplace engagement. Her 
Ideal Client is the CEO of a mid-size company with perhaps 200 
to 500 employees. Jill suffers from the Classic Rollercoaster Reve-
nue Syndrome that most Consultants suffer from when they fall 
prey to the mistake of relying only on Word of Mouth Marketing.

At the bottom of one such rollercoaster ride, she wakes up in the 
middle of the night in a cold sweat because work is starting to dry 
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up and the normal referrals simply are not coming through. She 
gets out of bed, makes herself a cup of tea, and goes to a home of-
fice where she browses through various online Human Resource 
e-zines, then buys some advertising space in three of them to pro-
mote her business name, contact details, qualifications and the 
services she provides.

This is what we, in the marketing industry, referred to as “name, 
rank and serial number” advertising, and unfortunately it just 
flat out does not work.

The reason why Susan’s attempt to generate leads failed is be-
cause she hadn’t, first of all, answered the critically important 
strategic questions that need to be effectively answered prior to 
marketing activity.

Instead of name, rank and serial number advertising, I would rec-
ommend that someone like Susan first of all must figure out a Mar-
keting Message that is most likely to generate an enquiry/response.

And in alignment with the questions that appear above, she 
would then figure out the best Mediums to get that message out 
to her Market.

For example, an effective Marketing Message for Susan could be 
“we show CEOs how to increase engagement and productivity by 25% 
in just 12 weeks”. 

Think about this: if you were the CEO of a mid-sized organisation 
and you were concerned about the lack of employee productivity, 
would you want to know more once you heard that Marketing 
Message? I would bet you dollars to doughnuts that you would 
make the enquiry.
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In Part Three, Chapter Three, I’ll share more on how to create an 
effective Marketing Message, and in Chapter Four of the same 
part, I’ll reveal the best Marketing Mediums for Advisors.

SOLuTION: answer the tough Strategic Questions prior to undertak-
ing marketing activity.

MISTAKE #2: RANDOM ACTS OF MARKETING

Mistake #1 and #2 are really like two wings of the same bird in 
that they always go together.

By engaging in random acts of marketing that follow no consis-
tently themed Marketing Message and/or that use ineffective Mar-
keting Mediums, we actually create an “anti-marketing program”.

In other words, random acts of marketing are counterproduc-
tive because, at best, they damage the quality and power of your 
brand. At worst, they send mixed, inconsistent and confusing 
messages out to your marketplace. In the eyes of your Ideal Cli-
ent, you appear to be dancing the dance of the desperate, like so 
many of your competitors.

SOLuTION: once you have studied Part Three of this book, you will 
be in a position to both create an effective Marketing Message and 
identify the most effective Marketing Mediums through which to 
promote your Message. Then, you will be able to read about the 
antidote to random acts of marketing in Part Three Chapter 6, 
where I show you how to create a Marketing Calendar (critical 
concept!) so that effective marketing activity is being undertaken 
systematically week-in and week-out, giving you the joy of a full 
Pipeline of fresh, highly qualified inbound new client enquiries.
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MISTAKE #3: RELYING ON wORD-OF-MOuTH MARKETING

Word-of-Mouth Marketing is very different from Referral Mar-
keting. The former is reactive, in that you wait for a client to men-
tion you to a prospect and, more often than not, you then rely 
on that prospect to contact you, which may or may not happen. 
Either way, you are not in control of generating the lead.

Referral marketing, on the other hand, leaves you in control. Us-
ing one of many proven, effective referral approaches, you can 
choose when to generate leads and you have a lot of control over 
the type and quality of lead you generate.

Don’t get me wrong: I love Word-Of-Mouth Marketing because 
there is a great deal of satisfaction that comes when someone in-
voluntarily mentions the quality of my services to another po-
tential client. But to rely on Word-Of-Mouth Marketing solely for 
generating leads is like sitting on a stool with only one leg; sooner 
or later you’re going to fall off.

Everyone who has a gram of common sense understands that in 
the investment world it is unwise to put all of your eggs into the 
one investment basket. Diversification increases security and the 
prospect of long-term success.

And it’s the same in business. The number “one” is the scariest 
number in business: relying on  one client for the majority of your 
revenue, relying on  one supplier for the majority of your products/
services, relying on one key team member to create value, and, in 
the context of marketing, relying on  one lead source, whether that 
be Word-Of-Mouth marketing or a specific advertising medium.
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SOLuTION: develop a minimum of three Lead Generation mediums 
so that your Marketing Stool stays upright. More on this in Part 
Three Chapter Four.

MISTAKE #4: COPYING A HIGH FLOw MODEL

There are quite a few brilliant USA-based marketing gurus. They 
have built multi-million dollar revenues based on what is com-
monly referred to in the marketing world as a “Product Funnel”.

A Product Funnel is also referred to as a Marketing Funnel, and 
the essential principle is that the top of a funnel it’s very wide 
and represents a lot of prospects entering your business as sub-
scribers. The objective is to move some of those prospects down 
the funnel to the point where they start purchasing your core ser-
vice, and to potentially upsell a lesser number again into a premi-
um-priced service of some sort. 

In summary, you induce a lot of people to flow into the top of the 
funnel to receive some sort of value for free, and you slowly tempt 
them to move down the funnel to where you begin to, initially, 
charge a smaller amount of money, and then, later on, a larger 
amount of money. So this model produces a lot more people at 
the top of the funnel paying nothing, and as you move down the 
funnel, less and less people paying more and more.

To most Advisors, this model seems to make a lot of sense; 
certainly it works exceptionally well for some of the big-name 
American marketers. Many of them will teach a client how to 
create a “Lead Magnet” and offer that for free in exchange for 
the email contact details of visitors to their website. For ex-
ample, you may be encouraged to offer a series of free video 
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training, a Special Report, a Checklist or Mind Map, or some-
thing else that visitors to your website can download for free.

Once subscribed, our American marketing friends teach that you 
can set up a series of automatic emails (“auto-responders”) with 
more valuable information and the occasional offer to buy some-
thing small.

Those who have purchased a relatively less expensive item have 
theoretically identified themselves as better quality prospects to 
purchase something more expensive.

I have worked with countless clients who have put such a Prod-
uct Funnel into place only to discover, to their disappointment 
and regret, that they have no new leads flowing into the business 
whatsoever.

The idea of Product Funnel is taught by three categories of mar-
keters. There are the genuinely successful marketers referred to 
above, who generate multiple millions in revenue and for whom 
the concept of a Product Funnel, complete with “tripwires” et cet-
era, works wonderfully. I suspect that the majority of these peo-
ple teach the concept of the Product Funnel with full integrity 
and with the belief that this is what everyone should do, because 
it worked so well for them.

The second category of marketer who recommends the develop-
ment of Product Funnels contains those who have attended the 
courses and undertaken the programs of the first category men-
tioned above. Then, without successfully implementing a Product 
Funnel of their own, they go out and promote and sell the concept 
to unwary Advisors.
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Most marketers in this category are so desperate for revenue 
that they shortcut the process of validating what they have been 
taught, and in doing so perpetuate the ineffectiveness of the tra-
ditional Product Funnel concept as it applies to Advisors.

The third category of marketer knows full well that the tradition-
al Product Funnel won’t work for most Advisors, but continues 
to make money from teaching the concept because they have no 
conscience and are prepared to live knowing that they are rip-
ping people off.

Here’s why the traditional Product Funnel probably won’t work 
for you.

To make a Product Funnel work effectively in the way that I’ve 
described it above (which is exactly the way it is taught by most 
marketers), you need a High Flow website. By that I mean you 
have more than 10,000 visitors to a landing page on your website 
each week. Of the 10,000 visitors, perhaps 1,000 will opt in by 
entering their contact details on the landing page in exchange for 
some form of valuable content.

Those who have opted in will then begin to receive a series of 
emails with further content and the offer of a small purchase, 
typically less than $100. In a well-constructed funnel, we might 
expect 100 to make such a purchase.

Of the 100 people who made that small purchase, there may be five 
who go on to purchase a more expensive product. And this level of 
purchasing is the primary aim of people who create product funnels.

All of this works exceptionally well if you have the 10,000 visitors 
coming to your landing page every week. However, if you have 
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only 100 visitors coming to your website each week, then you 
simply don’t have enough visitors to make your product funnel 
effective in terms of generating a sufficient amount of high-qual-
ity new client enquiries.

This means that as an Advisor setting up a Product Funnel you’re 
likely to waste a lot of time, effort and some money, and end up 
with nothing to show for it.

Even worse, offering too much free content can actually be coun-
terproductive. The reason for this is that many people who may 
actually be interested in your core service will, instead of making 
an enquiry, simply download whatever free content you are offer-
ing, tell themselves that they will get around to reading/viewing 
it at some point, and then fail to ever do so. In the meantime, they 
have forgotten all about you and you’ve lost what could have been 
a very high quality client.

My strategy with most of my clients is to take down most, if not 
all, of their free downloadable content and offer only one item, 
which a prospect is typically asked to purchase, and drive all 
traffic to that offer. In this way, we end up with real high-quality 
prospects, rather than a larger number of “suspects”. The item 
for purchase is often a book written by my client, or some form 
of initial “Consult” to see if there is a fit between the prospect’s 
needs and the services provided by my client. “Skin in the game” 
is the best way to increase the quality of leads flowing into your 
prospect Pipeline.

I appreciate that many people think that more subscribers and 
followers must be better than fewer subscribers and followers. 
But in my experience, that is simply untrue. The quality of a pros-
pect is infinitely more important than the quantity.
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Furthermore, I’d encourage you to contemplate the following: 
most people think that the purpose of a client is to get the sale, 
whereas it’s exactly the other way around: the purpose of the sale 
is to get a client.

The reason is simple: clients, treated well, will buy again and again 
and again. Transaction-orientated Advisors are like the proverbial 
treadmill where they simply chase sales and run harder and faster 
every year without actually moving forward. It’s better to focus on 
the quality of enquiries and let the quantity look after itself.

SOLuTION: create an intention to generate the highest possible 
quality of clients even though that may sacrifice the quantity of 
new subscribers and enquiries. If you have a “Low Flow” model, 
then don’t waste your time, energy and money creating an offer 
that relies on High Flow.

MISTAKE #5: OFFERING A TRADITIONAL SERvICE

Coco Chanel once said “in order to be indispensable one must be dif-
ferent”. If your Ideal Clients perceive that the service you offer 
is traditional, as opposed to transformational, then you’ll have a 
hard time generating enquiries.

Think about it like this: if you’re after an “Acme” brand tennis 
racket, model “XYZ”, and you know that you can get that exact 
tennis racket from any number of outlets including online stores, 
then what will your final purchasing decision come down to? 
Probably the price, right? The reason is simple: your perception, 
which in this case is quite accurate, is that the product you want 
to purchase is a commodity item with all the features being iden-
tical from each potential supplier. Therefore, price is the only 
differentiator.
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The equivalent is the Advisor who offers, for example, Customer 
Service training, but who articulates their Value Proposition us-
ing the same terminology, the same training duration, the same 
training methodologies, and similar pricing structure as compet-
itors. To a potential client scouring the market for Customer Ser-
vice training, picking up brochures, visiting websites, or attend-
ing trade shows, most of the trainers look the same.

In Part Three Chapter One, “Magic” will share with you the con-
cept of The Value Slider. You’ll discover how to radically trans-
form the way you deliver value to the point where clients will ex-
perience your service as transformational rather than traditional. 
And in Chapter Three “Message” of the same section, I’ll show 
you how to transform your Marketing Message so that the mar-
ketplace’s perception of your transformational ability is aligned 
to the reality of what you deliver and how you deliver it.

To be clear, it is  very likely that you not only need to re-engineer   
how you deliver value (but not necessarily what you deliver) in or-
der to cause a greater number of clients to want to invest in your 
services, but you’ll also need to change your Marketing Message 
(Part Three, Chapter Three) so that the marketplace’s perception 
of what you do is aligned to the reality of what you do. Think of 
this as a book and a Book Cover. How do we judge a book? By 
its cover. Should we judge a book by its cover? Probably not. But 
nevertheless, we do. So think of the book as a metaphor for what 
you do, for the value you deliver to a client. And think of the 
Book Cover as your Marketing Message. We’ll dig a lot deeper 
into these concepts in the next section of this book.

SOLuTION: ensure that the services you offer can transform the per-
sonal and/or professional lives of your clients to the point where 
they say “wow!”
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MISTAKE #6: A FAILuRE TO NICHE

There’s an old saying in the marketing world that the “riches are in 
the niches” and it’s very true.

A niche is a small part of the marketplace where you wisely 
choose to focus your efforts. You have three options when select-
ing a niche:

1. You can focus on a specific industry or market segment.

2. You can focus on offering a specific service.

3. You can focus on working in a specific geographical loca-
tion or region.

And naturally you can select either one, two or three of the above.

For example, Jack is a business coach who has failed to target a 
specific niche and is out there in the marketplace offering some 
form of twelve-month engagement which will cover business 
planning, human resource issues, supply and inventory strate-
gies, marketing ideas and plans, quality control systems, and 
pretty much the whole kit and caboodle; the A to Z of business 
building.

If a business owner has the money, regardless of the industry 
they operate in, then Jack will be happy to sign them up. Jack will 
take on manufacturers, retailers, realtors, multilevel marketers, 
start-ups, mature businesses, solopreneurs, entrepreneurs, car 
sales yards, online stores, importers, exporters, and pretty much 
anyone who can make payments.
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What’s the problem with that, I hear you ask? Simple: no one has 
the experience and skill set to effectively support such a wide 
range of business types right across the board.

That means Jack will receive zero referrals because his engage-
ment with most clients will cease somewhere between the three- 
and six-month mark as they wake up to the reality that Jack is a 
generalist who was failing to deliver specialist advice for their 
particular business.

What makes things doubly difficult for Jack is that he has a 
much-diminished capability to address specific industry or sec-
tor needs when he undertakes his marketing. His messages are 
generic and many will find it difficult to resonate with his ar-
ticles, podcasts, special reports, and whatever other content he 
releases into the marketplace in an attempt to generate leads.

At the risk of appearing self-promotional (which I sincerely hope 
I am, but in a covert manner ) let’s contrast Jack’s market to my 
niches.

I target two forms of niches, one being a market niche and the 
other being a service niche.

The market niche is that I only work with coaches, consultants, 
Advisors, trainers and teachers, plus others who offer a service. 
That means I don’t work with manufacturers, retailers, realtors, 
multilevel marketers nor anyone else selling a physical product.

And in respect to my service niche, my “front end” service is all 
about leading Advisors through a simple, powerfully effective, step-
by-step system for creating a continual flow of fresh, high-quality 
leads into their enquiry Pipeline which is called Leadsology®. I 
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don’t offer to show them how to manage staff, how to improve cus-
tomer service, how to increase productivity, how to create systems 
(other than Lead Generation systems) nor do I offer any number of 
other services, even though after 35 years of marketing and man-
agement experience I am well qualified to do so.

I’m not saying this to impress you, but rather to impress upon you 
the wisdom and effectiveness of picking a niche industry/segment 
and/or a niche service. In doing so, you will dramatically improve 
the degree of desirability you create among Ideal Clients, and you’ll 
thereby generate more leads of better quality. Furthermore, your ca-
pacity to focus laser-like on the specific needs of the industry/seg-
ment that you’ve chosen will mean you are far more likely to be able 
to deliver value at the sort of transformational level that I’ve previ-
ously referred to. And that will significantly increase your Ideal Cli-
ents’ motivation level for referring you to their contemporaries.

SOLuTION: choose a niche. Here’s how. Make a list of 10 previous 
clients who you enjoyed working with and with whom you en-
joyed large profits. See if there is a common industry/segment 
across 3 to 5 people on that list. If so, you now have a big clue as to 
which industry/segment to focus your marketing efforts on. Next, 
break all of the work you can do down into a series of segments. 
See if you can get to a list of 10 segments. In other words, 10 parts 
or aspects of the sort of work you can do. Then pick the top three 
that you enjoy performing the most and this will give you a big 
clue as to the type of work you should be offering to your chosen 
industry/segment.

MISTAKE #7: A FAILuRE TO RESPECT PIPELINE PRINCIPLES

A Pipeline means different things to different marketers. For 
me, the Pipeline is a metaphor for a place where subscribers and 



LE ADSOLOGY®

66|

followers go into, and where some of them are converted into 
leads that are then in turn converted into clients.

Someone with an empty Pipeline is someone without any pros-
pects or leads. A healthy Pipeline helps you to relax and sleep 
well every night knowing that you have a constant flow of pros-
pects and enquiries flowing into your business.

If you do verbally communicate your Value Proposition through 
such efforts as publishing an effective marketing article that is 
published, or you have new subscribers to your podcast or blog, 
or new followers on Facebook, or new connections on LinkedIn, 
or new registrants for a webinar, or new purchasers of your book 
and so on, then you are filling your Pipeline with prospects who 
may in turn be converted into lead enquiries who may in turn be 
converted into clients.

But a Pipeline only works if you respect the principles that make 
it work. And there are three common violations of those princi-
ples that almost every Advisor commits.

Violation number one is that the advisor puts leads into one end 
of the Pipeline but they don’t immediately come out the other end 
of the Pipeline as clients. So they stop putting the leads into the 
first end of the Pipeline.

Here’s the thing: leads don’t always immediately convert to cli-
ents. Depending on the industry you work in and the service you 
provide, it could take weeks or even months for even a high-qual-
ity lead to convert into a client. Therefore, if you put a few leads 
in your Pipeline and the gestation period is say three months but 
you stop putting leads in after one month, one of the few leads that 
you put in may actually emerge as a client, but that happy event 
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will then be followed by at least two more months of new-client 
drought.

Violation number two is exactly the same as violation number one 
only for a different reason. Violation number two occurs when the 
Advisor diligently puts leads in the front end of the Pipeline and 
they start coming out, after a period of time, at the other end of the 
Pipeline as clients. Then the delighted Advisor stops putting new 
leads into the front end of the Pipeline because he/she has plenty of 
work — right now. As I’m sure you’ve already guessed, once that 
work is completed the Advisor is then left with an empty Pipeline.

The moral of the story in regard to both violations is that you 
must continually — ideally every week of the year — be replen-
ishing the front end of your Pipeline with new leads.
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The Three B’s of Marketing
Which brings us nicely to violation number three. Violation num-
ber three is failing to realise that every Pipeline has holes in it 
where leads will drip out, metaphorically speaking.

What this means is that some people, despite an initial interest 
in your service, will allow your brand to drop off the radar scope 
of their mind. You will lose what marketers call “share of mind”. 
This means that the prospect who was initially interested in your 
service will fail to think of you when they develop a need for 
what you offer. What we need is a drip tray that can catch these 
prospects and recirculate them back into the Pipeline. And that’s 
where things like webinars and quality Social Media posting 
come in. These platforms keep your “Brand in their Brain until 
they are ready to Buy”, hence the Three B’s of Marketing. That’s 
the purpose of recirculating via the drip tray.

SOLuTION: create a direct response marketing event every single 
week of the year whereby prospects are given a call to action, be it 
to book an initial Consult discussion with you or to purchase your 
book (which also includes the offer of a Consult). This creates a 
constant flow of new leads going into your Pipeline and therefore, 
at a later point in time, a constant flow of new clients to work with.

MISTAKE #8: LACK OF LEAD GENERATION SCALABILITY

The term scalability comes from the computer industry. It refers 
to the capacity of a server to support workstations. For example, 
if a server is powerful enough to support 100 workstations it is 
clearly much more “scalable” than a server that can support only 
10 workstations. Effectively, what we’re talking about in respect 
to scalable Lead Generation is your capability to generate more 
leads in less time.
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I’m a big fan of Dr Ivan Misner, who is now officially the found-
er of the world’s largest franchise group — Business Network 
International, or BNI as it is more commonly known. Ivan is a 
master of generating leads via networking and certainly when it 
is done right it can be very effective. But like some other people, 
I don’t enjoy attending networking meetings however I under-
stand that many Advisors find networking groups to be an effec-
tive and enjoyable way to prospect for business.

I personally have a couple of other challenges with networking, 
but before I share them with you I want to reinforce the idea that 
if you find networking in groups such as BNI (Business Network 
International) to be effective then you should by all means con-
tinue to generate leads from the medium. That said, let’s look 
at my personal reasons for not attending professional network 
meetings.

Firstly, attending networking groups means I have to get out of 
my office here at home next to the beach. I have to drive some-
where, probably a fair distance because I’m not near a major pop-
ulation centre, then I may have to endure traffic hassles and I will 
most certainly have to find a car park and then I’ll have to go and 
smile weakly with my naturally introverted facial expression and 
press the flesh with people whom I’ve never met before and with 
whom I have no idea whether or not they wash the hands after 
going to the loo. I’m aware that this might all sound a bit weird 
to you however I am a little weird and to me this is definitely not 
something I would look forward to.

Secondly, I love the concept of scalability and that’s why I will 
speak to groups of people, present webinars to groups of people, 
and sell my book to groups of people. Did you spot the common 
word denominator? Groups! 
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Sure, it means I’ve had to develop new skills and, indeed, I encour-
age my clients to do the same and I enjoy showing them how. While 
these new skills represent hurdles that must be overcome, every 
time one of my clients develops the skill, for example, of generat-
ing leads from webinars, or the skill of generating leads through 
a seminar/workshop, or generating leads through the marketing 
of their book, then they have just left behind a whole host of com-
petitors who refuse to move their life through those same hurdles.

It’s the business world’s equivalent of Darwin’s theory of natural 
selection. Adapt or die. Develop or wither. To paraphrase Stewart 
Brand “once a new marketing opportunity appears it’s like a steamroller 
and you get to choose whether you’re on-board the steamroller or you’re 
part of the road”.

SOLuTION: find someone, me or someone else, pay them some mon-
ey, and get them to show you how to develop scalable Lead Gen-
eration so that you can generate more fresh, high-quality leads in 
less time and with less money and with less effort.

MISTAKE #9: FAILuRE TO ESTABLISH KNOw, LIKE, AND TRuST



MOST ADVISORS MAKE THESE MISTAKES 

| 71   

I first saw my wife across the other side of a crowded room. Corny 
but true. For me, it was literally love at first sight. I was gone, smit-
ten, game over.

I managed to find a way to introduce myself and we had a coffee, 
then later we met for lunch and then a bush walk and then … and 
then … and then … I proposed.

I’m not saying that my Value Proposition was weak, but it took 
her 869 days to say “yes”. But she did say “yes”. (I call it “Dripping 
Tap” marketing!)

But imagine what would have happened if immediately after first 
seeing her I’d gone up to her and said “Hi there, I’m Tom; can we get 
married? Unless you prefer to go to bed first?”

As attractive as either of those two Value Propositions may have 
been to me at the time of meeting, I was the “seller” and my fu-
ture wife needed to get to know me before being presented with 
such a major “purchasing decision”.

I have little doubt that you’d consider me nuts if I’d proposed to 
her the first time I spoke with her. That being the case, ask your-
self how many times you hope that a prospect will buy the first 
time they come into contact with you or your brand?” Most peo-
ple would answer “Pretty much always!”

The key is to get what I call “relationship tension” down by 
establishing rapport (“I know you, like you, and trust you”) and 
respect (“I believe you can help me”) prior to increasing “task 
tension,” which is what you create when you introduce a Value 
Proposition that asks the prospect to make a buying decision.
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It’s very difficult … make that “extremely difficult”, to have a 
prospect buy anything without first having some positive experi-
ence with your brand.

Get relationship tension down before you crank task tension up. 
Avoid joining the ranks of millions of Advisors who suffer from 
“Premature Solicitation” syndrome.

To illustrate this concept further, don’t expect anyone to make an 
enquiry, and certainly don’t expect them to buy anything, simply 
because they visited your website, or they liked the look of your 
LinkedIn profile, or they fancied one of your tweets. And don’t 
expect anyone to make an enquiry or order anything simply be-
cause you’ve sent an email to them unsolicited with what you 
think is a really cool offer. It is extremely rare to generate any 
leads, let alone high-quality ones, before you first establish a rela-
tionship of know, like, trust, and respect. Like my beautiful wife 
needed to get to know me before marrying, people need to get to 
know you, to like you, to trust you, and to respect you prior to 
making an enquiry or buying any of your services.

SOLuTION: create added-value marketing events/campaigns that 
add significant value to prospective clients and that impress the 
socks off them in regard to your expertise and ability to help solve   
their problems and to maximize  their opportunities.

MISTAKE #10: THE ONE-STEP DISCONNECT

The One Step Disconnect refers to a lack of alignment between 
your Marketing Message and your Value Proposition. It’s a killer 
of new business. Allow me to illustrate.
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A respected colleague of mine, we’ll call her Pam, presented 
a webinar to my network. I can’t recall the exact title of the 
webinar, which had something to do with time management 
efficiencies and strategies. Pam absolutely knocked it out of the 
ballpark with her presentation. People loved it. At the end of 
the presentation, we signalled to attendees that they should 
stay on the webinar until after the Q&A session if they wanted 
to know how Pam worked with clients. From memory, well in 
excess of 90 percent stayed around to hear the details of Pam’s 
program.

What happened next was a shock, albeit of minor proportions. 
Having got everyone super juiced about the benefits of more-ef-
fective time management, Pam then presented details of a broad-
er program on office efficiencies. Now, you and I both know that 
there is a crossover of common benefits between the subject of 
time management and office efficiency. For example, if your office 
is better organised, then you can be wasting less time trying to 
find things, your follow-up with clients or prospects or suppliers 
will be more effective and efficient, and so on.

The problem was this: Pam got everyone all hot and sweaty about 
the super-rich benefits of time management, but the value propo-
sition was couched in different terminology — “office efficiency”.

Pam did not get one buyer. Based on my experience, if she had 
offered a program on time management she would have had at 
least 10 new clients.

That One Step Disconnect between Pam’s Marketing Message as 
contained in the webinar presentation about the benefits of time 
management, and the Value Proposition that was articulated as 
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office efficiencies was unfortunately enough to lose her entire au-
dience. Ouch! Pam left a lot of money on the table that day.

Another example.

A client of mine, who we’ll call Steve, is one of the smartest guys 
I know. Steve has developed proprietary methodology for gener-
ating greater revenues in large corporate organisations by having 
the Sales and Marketing divisions collaborate with each other as 
opposed to what normally happens which is that they fight each 
other. Steve is tall, good-looking, articulate, and oozes a compe-
tent persona and natural charm. All of which will become rele-
vant when I tell you a story.

Early in our engagement of working together, we sharpened up 
Steve’s Marketing Message and created a strategy to run live 
breakfast events and use his book and other mediums to drive 
CEOs to the event. If you ever tried to get CEOs to an event, then 
you’ll know that this is not an easy thing to do.

But Steve did a great job with the marketing and ran a few of 
these events full of CEOs, but the response from the events 
was dismal. For a while I was stumped. I’ve run literally hun-
dreds of such events and I’d estimate that more than 90 percent 
of those events produced a significant quantity of high-quality 
leads.

So I quizzed Steve about the quality of attendees and that checked 
out. And so I quizzed him about the venues and that checked out 
too. And I quizzed about whether or not he remembered to use a 
feedback form like I had taught him and that checked out too. He 
seemed to be doing everything that I had taught.
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Then, on a hunch, I asked them to send me a copy of the invita-
tion that he was sending to the CEOs that was enticing them to 
attend the breakfast events. What I discovered is the dreaded One 
Step Disconnect had crept its way into his process.

While I can’t remember the exact details, but it was something 
like this: Steve would get his most excellent book in front of 
the CEOs along with a written invitation to attend a breakfast 
event. However, the invitation’s Value Proposition offered the 
opportunity to network with other CEOs and discuss chal-
lenges and opportunities with other like-minded, growth-ori-
entated CEOs so that they could share their solutions and 
experiences.

Can you spot the One Step Disconnect? Steve’s Marketing Mes-
sage contained in the invitation to attend the breakfast event was 
based around networking with other CEOs.

However, when he presented his Value Proposition at the end of 
the breakfast, it was all about creating collaboration between each 
CEO’s Sales and Marketing divisions. That’s a big disconnect be-
tween the Marketing Message and the Value Proposition.

SOLuTION: ensure that whatever Marketing Message you create 
(more on that In Part Three Chapter Three) is completely and 100 
percent aligned with your Value Proposition (the description of 
your service including its features and benefits) so that there are 
zero surprises for your prospects.
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MISTAKE #11: NO BAIT TRAIL

I first developed the Bait Trail Principle back in 2008 when I no-
ticed too many Advisors were confusing high-quality prospects 
by providing them with too much information all at once.

I erroneously based my theory of the Bait Trail on the story of 
Hansel and Gretel whom I thought had followed a trail of lol-
lies laid out along a forest track leading to the rather improbable 
house made of lollies and owned by a wicked witch with a very 
large cauldron.

(How on earth the Brothers Grimm thought that boiling children 
alive in a cauldron was a suitable fairy tale for young kiddies is 
beyond me).

As it turns out, there was no such trail of lollies on the path but 
rather simply two little kids getting lost in a forest and stum-
bling upon a child’s culinary delight in the form of several tons 
of sugar and chocolate moulded into the shape of walls and 
roof.

So I was wrong about Hansel and Gretel, but I was right about the 
Bait Trail Principle.

Here’s how it works. We vastly over estimate the amount of in-
formation that otherwise incredible brains can process at any one 
given point in time.

What the Bait Trail Principle recognises is that people are far more 
likely to take action if they are presented with one clear call to 
action and an absolute minimum of information communicated 
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around their options other than a clear articulation of the benefits 
that will result from taking action.

Allow me to illustrate with an example. For many years now I 
have regularly interviewed people I regard as having something 
special to offer to my network. This keeps my network of sub-
scribers and followers well nurtured with high-quality fresh con-
tent, which means they are more likely to stay followers and to 
stay subscribed.

When I first started approaching people to interview them, I 
didn’t know about the Bait Trail Principle. I’d invite them to be 
interviewed and then tell them about how we would publish it, 
then tell them about the possible joint-venture opportunity if ev-
erything went well and tell them about how we could cross-mar-
ket to each other’s networks and so on. In short, my approach was 
so comprehensive that the size of the Value Proposition resem-
bled the phone book of a small African nation.

The result was that we failed to generate a response from the vast 
majority of the people we approached. This was around about the 
time I started to learn about copywriting.

So I took a fresh look at the copy that I was writing and using 
in my approach for potential interviewees. Fortunately, I saw my 
mistake. I was showing my prospects every step along the path 
toward the witch’s house.

I then changed my approach to showing my prospective inter-
viewees only the next step that I wanted them to say yes to, sim-
ilar to laying out a series of sweets on a path to tempt people to 
take another step and yet another step and yet another step until 
they have arrived at the place that you want them to be.



LE ADSOLOGY®

78|

By way of another example, imagine for a moment that you are 
a senior executive in a multinational and you are speaking to a 
corporate Trainer because you are interested in their services. 
The Trainer explains how she works with clients: she conducts an 
initial consult which runs for 60 minutes where she will diagnose 
your business needs and see if you have a fit between your needs 
and her service. She then goes on to explain that, if you have a fit, 
there is an initial six-week period of analysis at the end of which 
she would present a report. This is followed by a 12-week train-
ing program and then the opportunity to filter down the protein 
program from the senior managers into each division, and then 
the opportunity to go from one state to another and from one 
country to another. And, finally, she also can provide consulting 
services and so on and so forth. She continues to itemise pricing 
at each stage.

Now just take a quick look at the size of the above paragraph 
and you’ll see why even smart executives get frozen like a deer 
in the headlights when presented with such a complex Value 
Proposition.

Using the Bait Trail Principle, all that the corporate Trainer would 
communicate to the executive is that she has 60 minutes available 
to sit down with you and that will reveal how much productivity 
upside your organisation has, and what you should do to take 
advantage of that potential.

Using the Bait Trail Principle, there would be no mention of six-
week diagnostic analysis exercises or anything else that may (or 
may not) happen after the initial consult. All you need to hear 
as the executive is the next step and some compelling reasons to 
take that step (identifying productivity upside and what needs to 
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be done to make it happen) and then you are exponentially more 
likely to take action.

SOLuTION: I am frequently asked about how long a webpage should 
be or how long a sales letter should be and so forth and so on. My 
answer is this “as long as it needs to be in order to get the job done and 
then as short as possible”. The “job” is generally to elicit an enquiry. 
That being the case, when you phone a prospect, or when you 
email a prospect, or when you close out a webinar, or when you 
do anything where you want to move a prospect closer to a pur-
chasing decision, only give them the next step and a good reason 
to take it.

MISTAKE #12: THINKING THAT CHEAPER 
PRICES wILL INCREASE DEMAND

The person in the marketplace who is most sensitive about your 
prices is you. I found this to be true time and time again: the 
person selling a service is the person most concerned about the 
perception of its expense.

Today I met with a client and suggested that he undertake some 
mystery shopping with his competitors. In other words, I sug-
gested that he call his competitors and make enquiries, not lying 
at all about who he was or where he was from but simply asking 
for information packs to be sent out and about pricing and about 
other features of his competitors’ services. I clearly instructed 
him that, if he was asked who he was, then he should respond 
honestly and openly and offer a full exchange of information.

He told me that the first phone call he made to a business he per-
ceived to be his most direct competitor revealed something of a 
chink in that competitor’s armour.
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He got hold of someone and asked about the features of their ser-
vice and about pricing. The person at the other end of the phone 
stated the price and then added “the reason we are so expensive is 
…” and then proceeded to defend the pricing which, in my view 
at least, was not expensive at all, and in fact was some 50 percent 
cheaper than my client’s pricing for a comparable service. Like I 
said, the people who are selling service are the ones who are most 
sensitive about its price.

I have lost count of the number of clients I have convinced to in-
crease their prices significantly despite the obstacle presented by 
their fears around failing to bring new clients on board. Of all 
the clients who proceed with club price increases, of which there 
must surely be dozens, every single one said they wished they 
had done this years ago and rued the fact that they had been leav-
ing so much money on the table, so to speak.

My clients tend to offer premium-style services. Top of the shelf 
stuff. No compromises, only the most effective and best quality 
services. If you are similar, then here is your wake-up call: a fail-
ure to charge premium prices for a premium service will repel 
prospects, not attract them.

Furthermore, premium-priced services attract better-quality cli-
ents who are more motivated to implement your advice, who will 
therefore gain immensely more value than other people, and who 
will consequently refer more people back to you.

This, even apart from the fact that you will make more money 
and have more cash in your bank account as a result of even 
one client engagement, is an extraordinarily powerful reason to 
ensure that you are one of the most expensive suppliers in the 
marketplace.
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Premium-quality clients just flat out do not respect cheap.

Lastly, on the subject of premium pricing, having premium priced 
your main service, you should then additionally create what you 
perceive to be a super expensive, super-duper offering.

I was in discussion with another client of mine, Mark, who is a 
brilliant corporate trainer and I suggested that he create a more 
fully featured program and charge twice his usual fee of $25,000. 
So that’s a $50,000 program. He asked me why I thought he should 
do that. I replied with a question: “Mark, how many $50,000 pro-
grams will you sell if you don’t have the $50,000 program?”.

Now, Mark is a highly intelligent person, so it only took another 
second to respond with the obvious answer that he would sell 
absolutely zero $50,000 programs if he did not have a $50,000 pro-
gram on offer.

“But who would buy it?”, Mark asked.

I said to Mark that I would guarantee that at least once a year or at 
the very least once every two years he would sit in front of a CEO 
who simply had to have the most expensive program on offer. If 
it’s in the budget, then he/she will always want the best. 

Personally, I would prefer to buy half as often and spend twice as 
much and hopefully get three times the quality.

Apple recently launched a new range of the iWatch. The range 
consisted of three options. There was $399 iWatch. There was a 
$599 iWatch. And there was a $14,000 iWatch. Why would Ap-
ple produce such an expensive iWatch? The reason is simple: as 
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previously stated, some people just have to have the most expen-
sive product on offer. Go figure.

SOLuTION: if you offer a premium product, then match it with pre-
mium pricing. Cheap will do exactly the opposite of attracting 
new clients and it will also most certainly repel premium-quali-
ty clients. Additionally, create a service that is twice the price or 
whatever your poor service currently is.

MISTAKE #13: THE MARKETING MESSAGE 
DOESN’T GET CuT THROuGH

Because creating Marketing Messages that generate high-quality 
leads is my specialty, I’m going to delve into this in considerable 
detail in Part Three Chapter Three. Therefore, I’ll not spend too 
much time on it right here.

I’ve mentioned “name, rank and serial number” Marketing Mes-
sages before, but just to reiterate: we need to have a Marketing Mes-
sage articulated in such a way that, when an Ideal Client reads it or 
hears it, they are compelled to ask for more information.

To illustrate this point simply and quickly, just to whet your appe-
tite for later, imagine that you are committed to grow your busi-
ness (which given that you have bought this book you probably 
are) and that I was a business coach (which I’m not) and that you 
and I were talking at a dinner party and that you asked me what 
I did for a living. And let’s say I responded with “I’m a business 
coach”.

At this point there is a high likelihood that you will mumble 
something like “that’s nice” and slowly walk away.
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Whereas if my response was “I show Advisors how to generate one 
new, premium-quality client every single week — oh, and I guarantee 
that”. At this point, there is also a very high likelihood of some-
thing — but this time it’s the likelihood that you would ask me 
how I did that. That is a living example of how an effective Mar-
keting Message gets cut through and elicits an enquiry. More on 
that in Part Three Chapter Three.

SOLuTION: create a Marketing Message that compels your Ideal Cli-
ents to request more information.

MISTAKE #14: THINKING IT’S ABOuT A BETTER MOuSETRAP

I covered this briefly in Part One under the section entitled “Your 
Revenue Problem And The Solution,” but such an important con-
cept is worth expanding on.

Someone once said that if you build a better mousetrap the world 
will beat path to your door. But as Harvey McKay responded “the 
hell it will, it’s the marketing that makes the difference”. Never a truer 
sentence was spoken.

As I mentioned previously, if your clients think that your service 
is better than good, then it’s better than good and you should quit 
messing with it and simply rinse and repeat what you’re doing. 
But most human beings get bored relatively easily. That means 
that, even when we have a thing that works incredibly well, we 
want to mess with it. There is some truth in the old adage “if it 
ain’t broke, don’t fix it” but of course we also need to recognise 
the need for continual innovation. But not continuous changes. 
There’s a big difference.
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When you create an effective Marketing Message and when you 
get that effective Marketing Message out through effective Mar-
keting Mediums (more on this in Part Three Chapter Four) and 
thereby get in front of Ideal Clients, you  will generate enquiries.

And because you’ve done such a good job of creating a highly de-
sirable Value Proposition, when a prospective new client enquires 
as to how you work with your clients they don’t really care too 
much about the answer.

To illustrate the point, if I have a toothache and I go to the dentist 
because I’m in pain and the dentist looks at my tooth and tells me 
that he/she needs to inject into my gum and extract the tooth and 
will take an hour, then I’ll tell him or her okay let’s do it.

However, if I have a toothache and I go to the dentist because I’m in 
pain and the dentist looks at my tooth and tells me to take a tablet 
and that the pain will go away, then I’ll tell him or her okay let’s 
do it.

And if I have a toothache and I go the dentist because I am in 
pain and the dentist looks at my tooth and tells me that if I stand 
on my head and wiggle the little pinky on my left foot three 
times in a counter clockwise direction then, if I’m in enough 
pain and if I trust my dentist, then I’m sure as hell going to try 
it at least once.

What’s my point? My point is this: to a large extent, people don’t 
care how you do what you do so long as they get the benefit that 
was embedded in your Marketing Message that attracted them to 
find out more in the first place.
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Too many trainers, consultants, coaches, teachers and other Advi-
sors try to impress their clients by dazzling them with complexity 
and telling how much time they’ll be spending with the client. 
Big mistake. The vast majority of clients want you to keep things 
as simple as possible, for you to take up as little of their time as 
possible, and to deliver the results as fast as possible — and in 
the easiest consumable form possible. More on this in Part Three 
Chapter One under The Value Slider.

SOLuTION: create a transformational service and then quit messing 
with it and focus instead on marketing and scaling your Value 
Delivery.

MISTAKE #15: CONFuSING MARKETING wITH SELLING

As a young man, I cut my teeth on selling one of the toughest 
products in the world to sell: life insurance.

The reason that the life insurance industry spent so much money 
on sales training was that they were such lousy marketers (and 
they still are).

But even though I was pretty darn good at selling, I was always, al-
ways, always fascinated by the idea of marketing, so much so that I 
even applied for a position, any position, in the marketing depart-
ment of the life insurance company whose products I was selling.

So what’s the difference between marketing and selling and why 
is it so important?

Think of it like this: if bees were a metaphor for clients and you 
wanted more bees, then you have a couple of options. Firstly, you 
can go and buy yourself a net, find a garden that’s full of flowers 
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and go running through the garden chasing the bees trying to 
capture them in your net.

That’s very stressful for you and, even though the bees have the tini-
est of all brains, it can get kinda stressful for them as well, I’m sure.

Or you can go and get yourself a jar of honey and take the lid off 
of it and set it on your back doorstep and watch as the bees come 
flying in. Which is not stressful at all. On the contrary, it is rela-
tively simple and relatively easy and completely stress free. Even 
the bees like the idea.

Here is the reality of sales: people love to buy and they hate to be 
sold. That being the case, any overt form of selling is a form of 
an anti-marketing, in that it will actually repel premium-quality 
prospects. Almost without exception, my clients are marketing to 
intelligent and sophisticated buyers who can smell a sales tech-
nique from a mile off. So quit selling and start marketing.

SOLuTION: create the equivalent of the metaphorical honey pot to 
attract premium-quality enquiries. Find someone who can show 
you how to create honey pots in the form of webinars, seminars, 
books and other lead generators which are extraordinarily effec-
tive when done well.

MISTAKE #16: THINKING SOCIAL MEDIA wILL GENERATE LEADS

There’s a whole lot of hooey going around the marketing 
world about Social Media. Perhaps you’ve even tried to in-
crease your subscribers or attract new leads by Blogging or 
Podcasting or Article Marketing or Facebooking or Tweeting 
or Instagraming or using whatever mixture within the Social 
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Media universe of options touted by mistaken but well-mean-
ing people.

Is it possible to generate high-quality leads from Social Media? 
Yes. But it takes years of almost daily effort. And there are so 
many other ways to generate high-quality leads almost instantly 
that for the life of me I cannot understand why anyone would 
want to start the Lead Generation effort with Social Media. This 
is like wanting an apple but, instead of picking the “low-lying 
fruit,” you end up hiring a hoist and going straight to the top of 
the tree to pick your apple.

Social Media is a great Drip Tray (see Mistake #7 above) and is 
ideal for “keeping the Brand in the Brain until they are ready to 
Buy”. But in the short term, it’s completely lousy at generating 
high-quality lead enquiries from people who are ready to buy.

I’m amazed at the vanity of some people who think if they write 
a blog about what they had for breakfast that people would actu-
ally be interested in reading it. And even when we go to a higher 
level of content-style marketing, it is still extraordinarily difficult 
to create content that is of sufficient quality to capture a prospect’s 
attention, keep them engaged, and then generate an enquiry.

I’m an avid supporter of Social Media as a Marketing Medium to 
keep the brand in the brain until ready to buy. But don’t start with 
it. Instead, start with direct response, call-to-action style market-
ing where you can actually generate real leads of high quality.

Solution: develop a direct response, call-to-action marketing 
event of some description every week of the year. Once you have 
that well-established, then and only then develop Social Media 
marketing to keep the brand in the brain until ready to buy. 
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   PART THREE  
THE MODEL
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 THE 10-STEP IN DEMAND 
LEAD GENERATION MODEL

inTroducTion

LEADSOLOGY® IS LIKE any other highly advanced skill set in that 
there are a lot of sub- skills, or component parts, that, when 
mastered, lead to a professional performance and highly de-
sirable result.

For example, if you look at a Serena Williams or a Roger Federer 
playing tennis, there are literally more than 100 subtle nuances 
about their stance, grip changes, place on the court, backswing, 
follow-through, posture, timing in hitting the ball, where they 
hit the ball to, the amount of topspin, and much more. Each of 
these subtle sub-skills has been honed from the moment they 
could first toddle around and hold a little mini-tennis racket. 
When we watch such sports stars perform, they often make it 
look sublimely easy when, in fact, it’s certainly anything but for 
a beginner.
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So how does someone become a great tennis player, or a great 
golfer, or a great musician, or a great artist, or a great orator, or a 
great Leadsologist?

The answer is the same: you find someone who has figured out 
the techniques, you pay them some money, and you ask them to 
Mentor/Coach/Teach/Train you as you develop the skills. Because 
just like learning a sport or a musical instrument, practice does 
not make perfect.

Perfect practice makes perfect.

In other words, unless you are practising the right techniques (as 
illustrated in this book), and unless you have a Mentor/Coach/
Teacher/Trainer who can study the technique you are learning 
and point out improvement opportunities as you execute them, it 
is fairly likely that you will simply embed poor-quality habits into 
your practice, and thereby perpetuate poor-quality performances.

Which brings us to the Leadsology® Model.

Leadsology® lays out the 10 component parts that, when embed-
ded into your business, create a systematic, controllable and pre-
dictable flow of high-quality, fresh inbound leads coming into 
your business.

Getting good at Leadsology® is just like getting good at a sport, 
or getting good at singing or playing an instrument well, or any 
other skill set in the world. You need to have the right component 
parts to practice and implement so that you can continually in-
crease the effectiveness of your Leadsology® skill set.
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So let’s have a look at the 10 Leadsology® component parts that 
will have you Being In Demand. Here’s an overview of the model 
to start with:

Now we’ll dive into each part of the model one part/chapter at a 
time.
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CHAPTER ONE:  
THE MAGIC

MAGIC IS ALL about the transformation you bring into a client’s 
life or business.

And one of the big Strategic Questions that needs to be answered 
is how you will deliver that Magic to a client in a way that it is 
both differentiated from that of your competitors and more de-
sirable. They are the two key words when it comes to marketing 
strategy: Differentiated and Desirable.

In the previous section of this book, I noted that having a tradi-
tional service (or being perceived as having a traditional service) 
is akin to trying to sell the same tennis racket that 100 or more of 
your competitors also try to sell. An accountant/CPA who pres-
ents themselves as a traditional accountant has tens of thousands 
of competitors. If you include offshore options such as India, East-
ern Europe and parts of Asia, then that accountant/CPA has liter-
ally hundreds of thousands, if not millions of competitors.
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However, if that accountant/CPA changes their Marketing 
Message and Value Proposition from talking about “doing the 
books,” tax returns, profit-losses, and balance sheets to some-
thing like “we increase the amount of cash in a qualifying cli-
ent’s bank account by $25,000 or more every single month,” 
then that creates some Magic that is both differentiated and 
highly desirable indeed.

I’m sure that you’ll agree that in the above contrasting examples 
the transformational Marketing Message and Value Proposition 
eliminate virtually all direct competitors, and therefore provide 
the basis for extraordinarily effective Lead Generation that results 
in Being In Demand.

I also mentioned previously that we have to deal with both the 
“Book” as well as the “Book Cover”. In other words, it’s not just 
the perception (Book Cover) that we need to re-engineer, but 
it’s also the actual service/advice/Magic that you deliver. In this 
chapter, I’m only going to deal with the Magic/Book. When we 
get to Chapter 3 of this part, then I’ll deal with the Message/
Book Cover.

There are two main concepts that I’ll present in this chapter: the 
first is The Value Slider and the second The Desirability Rating. 
The first concept deals with the issue of Differentiation and the 
second deals with the issue of Desirability. 

Once you tick all boxes in both of these concepts, you’ve got your-
self some significantly attractive Magic that you can then begin 
to Market.
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THE vALuE SLIDER

This concept alone has done more to generate demand than any 
other single concept I’ve developed or taught over the past 35 
years. So listen up!

There are seven characteristics that your Ideal Clients will be 
looking for in your service. The name of the game is to maximise 
the level of Desirability for as many of the seven characteristics 
as you can.

The seven characteristics are as follows:

1. A measureable transformation

2. A significantly better transformation

3. A transformation that’s delivered faster 

4. A better return on investment (NOT cheaper!)

5. The transformation that’s simpler to implement 

6. A transformation that’s easier to achieve

7. A transformation that’s relevant to the client’s needs

(Keywords above are in italics)

I’m sure you’ll agree that if your Value Proposition offers a mea-
surable and significantly better transformation that’s delivered 
faster, simpler and easier and is more relevant to your client’s 
needs and can also demonstrate a significantly better return on 
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investment than your competitors, then you’ve just got yourself 
a new client.

When it comes to your existing services, there are no sacred 
cows. Some of what you currently do you may be able to keep, 
but some of it you may have to discard. As one famous author 
said when asked what the secret was to creating a tight plot: “kill 
your darlings”.

Let’s have a quick look at these characteristics one by one.

A measureable transformation
You’ll either be providing a service to a business or to an individ-
ual. The former is referred to as B2B, or business to business, and 
the latter is referred to as B2C, or business to consumer.

If small business owners are your B2B target market, then the 
primary motivations in respect to the measurable transformation 
you offer will probably be more clients and more revenue/cash in 
the bank.

If corporate executives are your B2B target market, then the prima-
ry motivations will be more about revenue, profit, market share, 
customer satisfaction, career advancement, and productivity.

If you’re in the B2C (business to consumer) segment, then health/
energy improvements or healthier relationships will be big 
motivators.

But regardless of which B2B market you are in, or which B2C mar-
ket you are in, it is fundamentally important that you provide 
your clients with a measure of transformation. Preferably, this is a 
transformation that is measurable in metrics i.e. numbers of some 
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description, be that dollars or percentages. If that’s not possible, 
then we revert to subjective measures which may include how a 
person is feeling on a scale of 1 to 10, or some other feeling-based 
measure.

A significantly better transformation
This one is pretty easy to figure out. Your Value Proposition 
and Value Delivery can’t be about incremental improvements. It 
can’t be about little tiny improvements for the screamingly ob-
vious reason that no one is going to get excited about this idea. 
The measurable improvement on offer won’t be desirable if it’s 
measured in one dollar or one percent; it’s got to be measured 
in terms that are exciting for the Ideal Client relative to the size 
of their business (B2B) or to the size of their challenge/problem/
opportunity (B2C).

For example, no CEO in his/her right mind is going to hire you if 
you’re talking about a 1 percent increase. But if you talk about a 
25 percent increase — in practically any result area they are tar-
geting — then they probably will want to know more.

A word of caution: if you are in a sophisticated market, then the 
articulation of your significantly better transformation needs to 
not only evoke interest/mild excitement, but also be believable. 
The same CEO who failed to get excited about a 1 percent in-
crease is also not going to get excited about a 100 percent increase 
in results because they will find that sort of value proposition 
unbelievable.

(I’ll give you some specific examples that will bring the seven 
characteristics to life in the last part of this section.)
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A transformation that’s delivered faster 
As an example of delivering a transformation faster, imagine that 
you’re in the market to hire a new trainer, or consultant, or coach 
to increase revenue by 25 percent. You have two highly recom-
mended Advisors to choose from. One guarantees to show you 
how to achieve that over a 12-month period, and the other guar-
antees to show you how to achieve that over 12-week period. 
Which one would you choose?

At this stage, you need to put out of your mind, especially if you 
are a trainer or a consultant or a coach, how that objective can be 
achieved in such a short space of time. Never confuse promise with 
delivery. We need to first of all figure out, not what you can cur-
rently do/achieve, but what your Ideal Client needs to hear/read in 
order to want to know more — that is, to initiate an enquiry.

We then work backwards from that thing they need to hear or 
read, and figure out how the heck we can deliver it. Of course, it 
is critically important that we deliver, if not over-deliver, on the 
promise. However, it is equally important to understand that go-
ing into the marketplace with a Value Proposition and Value De-
livery that fails to generate enquiries is an exercise in prolonged 
futility and frustration.

To further illustrate the point, let’s go back to my dentist analogy. 
Imagine that I’m at the dentist with my toothache and she tells 
me that she can take the pain away for $300. I then ask the dentist 
how long it will take and the dentist thinks for a moment and 
says “about 10 minutes”. I instinctively react with surprise, saying 
“10 minutes?”. The dentist thinks again for a moment and says “yes 
it does sound like quite a lot for only 10 minutes, but I tell you what I can 
do if you like, I’ll make it last an hour. Would you prefer that?” I then 
think for a moment and tell her that 10 minutes sounds just fine.
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A better return on investment (NOT cheaper!)
I’ve discussed the mistake of thinking that lowering prices will 
increase demand and I’ve pointed out proven reasons why in a 
premium market cheaper prices will actually have the opposite 
effect and will reduce demand.

So I’m pretty sure we’ll both be on the same wavelength when 
I point out that, provided you are in front of a prospective Ideal 
Client (they are aware of their need for what you have, they have 
the money, and the timing is perfect), then getting a return on their 
investment is a gazillion times more important than the price.

Allow me to illustrate.

Once again, imagine you are in the market to hire a coach/mentor.

Let me introduce you to Jack. He is a kindly old soul who is now 
retired but is prepared to mentor you and pass on the experience 
he’s gleaned over his many years as a bank manager. He is going 
to charge you $100 for the engagement.

However, things don’t go so well. It turns out that Jack likes the 
odd nip of whiskey starting fairly early in the day. He also is very 
fond of reminiscing over old times to the point where you’re sub-
jected to the same long-winded stories time and again. But Jack’s 
a nice bloke with a good heart and so you persist.

But after three months, you finally summon up the courage to email 
Jack and say something like: “hey, it’s been great and I really appreciate 
your help but I need to put our engagement on hold for a little while because 
I’m kind of tied up with a whole lot of stuff right now”. Yes, that’s right: you 
write the Dear John letter to Jack — “I hate to leave, but is not you, it’s 
me” — you give Jack the oldest break-up line in the book.
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You then meet Jill. Jill is a professional business coach with a 
proven track record, but she charges $3,000 a month. Ouch. But 
she comes highly recommended and so you start working with 
her and after three months she has transformed your business. 
Revenue has increased $30,000 a month and you’re working few-
er hours than you ever have before. Very cool. A transformation!

Okay, so let’s conclude. Out of Jack and Jill, who turned out to be 
the most expensive?

My answer would be Jack because, even though he only charged 
$100, you wasted a whole lot of time and energy and achieved 
exactly nothing.

Jill on the other hand delivered a far superior return on invest-
ment. You invested a total of $9,000 and you got to enjoy an addi-
tional $30,000 every month in your bank account. That’s a return 
on investment that is probably incalculable, but which would cer-
tainly run into the many thousands of percent.

When you can demonstrate a return on investment that’s signifi-
cant, and preferably guaranteed, the world will beat a path to your 
door and you will Be in Demand

A transformation that’s simpler to implement 
“If you want to make a lot of money

and build a great big reputation

take something that’s actually quite simple

and add a really big complication”

I wrote the above ditty after reviewing a proposal from a consul-
tant who was pitching for business with one of my clients. The 
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proposal was full of references to diversified stakeholder interest, 
six-sigma strategies, 360-degree thinking, stacked variances and 
pre-planned forward advancement and so on.

Seriously? Give me a break.

Now I appreciate this was only the consultant’s Book Cover, but it 
is fair to assume that anyone reading that proposal would at the 
very least unconsciously conclude that the implementation of the 
proposal would be equally complex.

I advised my client to look for another consultant, which he did.

Your job as an advisor is not to impress a potential client or in-
deed an actual client, with the breadth and span of your knowl-
edge. Rather, it is to make everything, as Einstein said, “as sim-
ple as possible, but no simpler”. That means make a thing as simple 
as possible but not to the point of degrading the effectiveness of 
what you’re doing.

A transformation that is easier to achieve
This follows on from the above point. If you could transform 
someone’s body from fat and unhealthy to slim, toned, beautiful, 
and energetic with one capsule, then there is no doubt whatsoev-
er that the world would beat a path to your door. Unfortunately, 
it doesn’t work like that. 

But the point remains the same: the easier you can make it for a 
client to receive the Value Delivery then the more In Demand you 
will become.
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A transformation that’s relevant to the client’s needs
A colleague of mine developed special swimming pools for Little 
People. Just to clarify for those who may not be up with the lat-
est terminology, these wonderful souls were previously referred 
to most inappropriately as dwarves. Like you, I’m sure, political 
correctness has gone too far in certain areas, but this is not one 
of them. Because these people don’t hang out with Snow White; 
they hang out with people like you and me.

Back to the point of my story. The backstory to the above was that 
Michael was teaching a regular swimming class one day for a 
child when the mother of a Little Person approached and asked 
if he would teach her son how to swim. Now naturally, as the 
son was not yet an adult, he was a very Little Person indeed. So 
much so that he was unable to stand up in the shallow end of the 
swimming pool.

Michael so regretted having to turn down this mother’s request 
simply because he didn’t have an adequate facility to train Little 
People, that he decided to modify the training pool to accommo-
date Little People and their families.

Today, Michael runs a seven-figure swim training business across 
the country teaching Little People and their families the joy of 
swimming. That is a perfect example of being In Demand by cre-
ating a transformation that carefully targeted, and therefore was 
100 percent relevant, to the Ideal Client’s needs.

The more specific your solutions target clients’ needs, the more In 
Demand you will become.
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THE vALuE SLIDER – AN ExAMPLE

Let’s look at how this plays out with a specific client. You’ll see in 
the chart below that our seven characteristics are listed on the 
right-hand side and their opposites are listed on the left-hand 
side.

The client’s name is Adam. And Adam is the Profits Leak Detec-
tive. I won’t state all the following details with hundred percent 
accuracy because I want to protect Adam’s intellectual property 
to some degree. However, the example serves well to illustrate the 
power of The Value Slider in creating Being In Demand.

Prior to working The Value Slider and his Marketing Message, Ad-
am’s Value Proposition was articulated around the idea of plugging 
the profit leaks in a business owner’s operation. The concept was 
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that the owner of the business didn’t need to get any more clients 
on board, and didn’t need to work any longer or harder. They sim-
ply needed to work with Adam for six months or so and he’d show 
them how to plug the “profit leaks” by stopping financial wastage, 
increasing the success rate of client proposals, and so on.

Adam’s Value Delivery involved gaining access to the accounts, 
having the business owner request information from his/her ac-
countant, and a crunching and analysing of some pretty signifi-
cant and varying streams of data.

So the fundamental Value Proposition was pretty powerful: more 
cash in your bank account without having to do any marketing 
and without having to work any longer or any harder. But Adam 
was finding it difficult to create Demand. When we put his Val-
ue Proposition on The Value Slider prior to reengineering, this is 
what it looked like.
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(The Value Slider images are taken from a presentation on the 
subject, so please excuse the branding.)

Adam rated a 5 on a scale of 10 for being able to deliver a measur-
able difference, although in this example, which is the “before” 
scenario, he had not specified the amount of extra revenue a busi-
ness owner might enjoy in the bank account at the end of every 
month.

He scored 7/10 for being able to make a significant difference, but 
only 2/10 for getting results faster because this was a six-month 
deal.

In respect to a Return On Investment, he scored a 10 out of 10. He 
charged just $15,000 for the six-month assignment and very often 
he was able to leave his clients with at least $15,000 shaven off 
every single month for the rest of their business career.

One of the downfalls of Adam’s original Value Proposition was 
that it was quite a complex operation, so we graded him 1/10 for 
that. In tandem with the complexity of analysing multiple streams 
of data, there was the added difficulty of actually obtaining accu-
rate data.

The process involved a number of roadblocks, most notably getting 
the client’s accountant to respond to various information requests. 
So in respect to making it easier, the score was also only a 1/10.

Adam recorded a 7/10 for being relevant to the client’s needs, 
which in hindsight may be just a tad harsh. I scored 7/10 for that 
aspect of the Value slider simply because a lot of his Ideal Cli-
ents weren’t even aware that they might have profit leaks, so they 
weren’t looking for his specific service.
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Adam’s total score out of a potential 70 was 34. When we convert 
that into a percentage, his In Demand score was 48 percent.

So having measured his original Value Proposition on the Value 
slider, we then set to re-engineering.

I suggested to Adam that we apply the 80/20 principle to his work 
and also figure out the 10 things that made the biggest difference 
in a short space of time. Instead of asking the business owner to 
get all the data, we simply hired a virtual assistant offshore and 
gave them permission to talk to the accountant and access, on a 
read-only basis, the books and bank accounts.

I suggested that we also do the whole thing in six weeks instead 
of six months, and that we Message the Magic more sharply by 
telling the business owner that will guarantee another $10,000 in 
their bank account by the third month.

Naturally, that meant we had to pre-qualify who to take on as a 
client, but we have to do that anyway.

We still charge the same $15,000 fee, but we don’t insist on all of 
it up front. Instead, we cash flow the payments over three months 
and offer a guarantee that if, at the end of the first month, the cli-
ent wasn’t 100 percent confident that the work Adam was doing 
was more than on track to fulfil our value proposition (another 
$10,000 in their bank account each month) then they could have 
their money back.

In doing so, we reduced the feeling of risk in the mind of the Ideal 
Client. We also created a degree of reverse psychology, because 
we were telling the marketplace that this minor miracle could 
only be achieved “for qualifying clients”.
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As an added bonus for Adam, we were reducing the duration 
of the engagement for the client, and Adam’s time input also 
dropped dramatically. He’s managed to scale Value Delivery by 
applying the 80/20 principle, and financially and time-wise he’s a 
whole lot better off than before.

Here’s what Adam’s Value Slider looked like after our little re-
engineering work:

You’ll note we’ve moved to 10/10 for measurability because a Val-
ue Proposition now contains a specific dollar figure per month 
that the client will realize.

Similarly, because we’ve been much more specific in terms of our 
Value Proposition, the significance of the benefits is much greater 
in the mind of the client, so we can score ourselves 10/10 for this 
part as well.

Faster results is scored 7/10 because it still is not an overnight transfor-
mation; it’s still a whole lot better than the 2/10 we scored previously.
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Post transformation, we kept the Return On Investment score the 
same at 10/10.

The introduction of our offshore VA together with gaining us-
er-only access to all existing data and account information made 
the whole process infinitely simpler and easier for both the busi-
ness owner client as well as Adam. Hence, the maximum score of 
10/10 is awarded for both of these characteristics.

And the score for relevance remains at 7/10 for the same reasons 
I’ve outlined previously. But let’s look at the In Demand score. Af-
ter our transformation, our score is a total of 64 out of a possible 70 
which converts to a 91 percent In Demand score compared to the 
previous score of 48 percent.

Now naturally, this is a subjective analysis of the differences in 
marketplace demand and it is therefore not research-proven. 
However, even Blind Ned sitting in his “common sense corner” 
could see that, post transformation, the Value Proposition will 
create more demand than the original Value Proposition.

In conclusion, I recommend that you run the Value slider over 
your own Value Proposition and see where and how you can in-
crease the score for as many of the seven characteristics as pos-
sible. The results truly can be nothing short of transformational, 
provided you start with what a client would want, rather than 
with what you’ve already got. “Kill your darlings”.

THE DESIRABILITY RATING

As mentioned before the Desirability Rating is a tool you can use 
to confirm and/or improve your competitive advantage against 
competitors.
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Step one is to create a list of your Ideal Clients’ most important 
Values/Needs/Motivators. I regard each of those three words as 
being interchangeable in this context.

By way of example, here is a list of my Ideal Client’s Values/Needs/
Motivators:

1. Effectiveness: what I deliver  will produce results.

2. 80/20 Simplicity: clients want minimum effort to produce 
maximum results.

3. Ease of implementation: clients really like the step-by-step 
nature of my work.

4. Peace of mind: clients love the fact that I guarantee my work.

5. A significant return on investment.

6. Zero hype — only the stuff that actually works.

7. Collaboration — working  together so we get a better result 
synergistically.

8. Rational, logical, zero fluff or BS.

9. A shorter, faster path to the result.

10. A high level of competence that comes from working with 
a reputable brand.

Step two is to rate how important each Value/Need/Motivator is 
in the mind of your Ideal Client.

Step three is to rate your ability to meet each of those needs/wants/
values on a scale of 1 to 10, one being that you completely suck at 
it, and 10 being that you are knocking it out of the ballpark.
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And in step four, you rate your major competitors, and any indi-
rect but significant competitors, in terms of their ability to meet 
each of the Needs/Wants/Values.

Here’s a screenshot example from one of my clients who is a cor-
porate trainer/coach/consultant specialising in increasing the 
productivity of teams (I ghosted out the names of the individual 
essences to preserve anonymity):

My client’s Desirability Rating Score is 85 out of a potential 92, 
which converts to a percentage of 92 percent. That explains why 
she is so successful in gaining new business, as well as referrals 
from extremely satisfied clients.



CHAPTER ONE : THE MAGIC 

| 113   

The idea of course is not to simply shower yourself in glory, but 
rather to perhaps demonstrate a slightly conservative estimate of 
your own ability to meet your Ideal Clients Values/Needs/Moti-
vators, and to perhaps be a little generous in respect to your com-
petitors’ abilities.

Very often, having applied The Value Slider which confirms Dif-
ferentiation, we can then confirm Desirability through the Desir-
ability Rating Score. If, however, I find that my client lacks com-
petitive advantage, then we have to go back to The Value Slider 
and/or re-engineer our ability to meet the Ideal Client’s Values/
Needs/Motivators.

One of the first mistakes we looked at in the previous section of 
this book was putting tactics before strategy. I’m hopeful that 
both The Value Slider and The Desirability Rating will bring to 
life what I mean by having you ask and answer some of the tough 
Strategic Questions prior to launching marketing activity.
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CHAPTER #2:  
THE MARKET

inTroducTion

WE ARE REALLY going to drill down on the concept of your Ideal 
Client, but I will give you three primary characteristics of an 
Ideal Client before we get into the detail. You can think of this 
as being like a strategic heads-up before we delve into the 
tactics of how to put an Ideal Client Profile together.

In bigger picture terms, an Ideal Client has three characteristics:

1. They are already aware of their need for your service.

2. They have the money to pay for your service.

3. The timing in terms of working with you is perfect.

The first characteristic above makes all of your marketing efforts 
so much easier and more effective. That’s because you don’t have 
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to go and persuade anyone that what you’ve got is very cool. This 
is not to say, necessarily, that an Ideal Client is actively seeking 
your service, but rather that when they see your service they 
know they want it.

For example, an Accountant/CPA client of mine has a specialised 
program that manages and maximises cash flow in a small busi-
ness. Time and again, research indicates that cash flow is one of 
the primary concerns of a small business owner. So a business 
owner may not even be aware that my client’s program exists, but 
when they hear about Scott’s program they register an enquiry to 
find out more because it’s a “top of mind” subject.

Another client creates websites in niche industries and selected 
geographical markets for retailers and tradespeople, then drives 
traffic to those websites on behalf of the business owner. He 
sells each website by postcode thereby guaranteeing exclusivi-
ty because there is only one website available for each industry 
per postcode. Essentially, Bruce guarantees to get the phone of 
the business owner ringing with new customer enquiries. Once 
again, the owner of the business might be concerned about how 
he/she will attract new customers, but may not be actively seeking 
Bruce’s solution. But once they hear about Bruce’s Value Proposi-
tion, they ask for more information and many will go on to buy.

LET’S DELvE INTO MORE DETAIL

The basis of all effective marketing is covered in this chapter: fig-
uring out who you are going to market to, what they need, and 
where they hang out.

If you’re just starting out, then you’re best advised to figure out 
what’s needed and then profile who needs it. However, if you 
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are already established in a specific market, it can work just 
fine to begin with identifying your Ideal Client Profile first, 
provided your target market has the ability and willingness to 
buy your products/service (see the three characteristics above).

For example, a home-based masseur is unlikely to have the ability 
to invest in a new luxury car, and a male solicitor is unlikely to 
invest in a course of aromatherapy. This may sound like an obvi-
ous point, but I’m still surprised by the number of people who are 
trying to “milk mice” as I call it by trying to sell to people who 
can’t afford a thing, or simply have no interest in that thing. Better 
to find a cow. Otherwise, it’s painful for the mouse (prospect) and 
frustrating for you (the milker).

I refer to these two steps as: finding a Specific Unmet Need (SUN) 
and creating an Ideal Client Profile (ICP); they go together like 
two wings on the same bird. After we’ve dealt with these two 
issues, we’ll make sure your marketing focus is crystal clear by 
identifying what I refer to as your Beachhead.

IDEAL CLIENT PROFILE

In my native country of New Zealand, there once existed a bird 
called the Moa. Standing up to 2.5 meters tall, the Moa was the 
world’s largest flightless bird. Having no natural predators, it 
roamed the country in massive numbers, but was eaten to extinc-
tion with the arrival of man.

When Europeans arrived, expeditions tried to find any remain-
ing Moas, but failed to do so. Their efforts were said to be ham-
pered by not knowing what a Moa looked like.
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What’s my point here? If you’re going to hunt for a Moa you need 
to know what a Moa looks like. And it’s the same with marketing. 
If you are going to put a lot of time and effort into your Market-
ing, make sure that you know exactly what your target prospect 
looks like, what they like to consume, and where they hang out.

This first part of your Ideal Client Profile is call “demographics” 
and it’s about stating facts that describe your Ideal Client. Anoth-
er word for demographics in this context might be “who”. This 
is opposed to psychographics which describes the “why” of an 
Ideal Client’s motivators, which we’ll deal with a little later.

For example, my Ideal Client Profile is “English speaking busi-
ness owners who offer a service or advise for a living”. 

By way of further example, one of my clients who is an execu-
tive coach has this Ideal Client Profile: “Top performing manag-
ers with problematic social skills”. Here’s another example that’s 
even more specific: “Women, 40+ years who are renovating their 
bathroom or kitchen”.

When you complete your Ideal Client Profile (ICP), be as specific 
as you need to be in order to be crystal clear what your Ideal Cli-
ent looks like. Once you figure out who you are going to target, 
then you can add their Specific Unmet Need (examples below).

SPECIFIC uNMET NEED (SuN)

Getting this right is the foundation for effective marketing. Once 
you’ve identified a need that’s not being met, you have a win-
dow of opportunity to dominate that market until competitors 
get wind of your success. In all likelihood, this means you’ll have 
no direct competition for a number of years. Note that the only 
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sustainable competitive advantage is your ability to continually 
identify unmet needs, and to reinvent your products and services 
to stay one step ahead of competitors.

Once you’ve got your first ICP together, then it’s time to identify their 
needs. Questions to ask in relation to your products/services include:

 � What do they lie awake worrying about?

 � What do they hate having to do?

 � What do they hate happening?

 � What have they tried, and why didn’t it work?

 � If they had a magic wand, what would they wish for?

For example, my prospects may lie awake at night worrying about 
how to get new clients in the door. They hate having to work 
through complicated planning processes, and they hate spending 
money on marketing that ends up as wasted money. They may 
have tried free mentors, or mastermind groups, or business coach-
es, but none of these things significantly improved their results, 
probably because the advice they received was ineffective, perhaps 
because the person they were working with was not a specialist 
in marketing for the Advisor industry. If they had a magic wand, 
they’d create a machine that brought new clients into their busi-
ness every week of the year, including when they were on holiday 
or at the beach, without them having to cold-call to market or sell.

Can you see how much clarity you will possess, once you’ve com-
pleted that exercise?

Once I have a picture of who my Ideal Clients are and what they 
need, the marketing campaigns that I put together to attract more 
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of them are infinitely more powerful than any marketing I could 
do with information that didn’t take into account the answers to 
the above questions.

My web pages, public talks, sales letters, special offers and ad-
vertisements all use words which speak to their experiences. 
Many times after a talk, I’ve been approached by an audience 
member who says that my description of them in their business 
was so accurate that I must have been a fly on the wall of their 
office.

To reference that further, feel free to refer back to Part One, 
which is where I established relatability with you by describ-
ing your problems and the symptoms of those problems, then 
painted a picture of what your life would look like when we got 
your problem to disappear. Again, feel free to refer to Part Two, 
where I described some of the marketing efforts you have un-
doubtedly undertaken and why they failed. I could only estab-
lish a significant level of credibility, relatability and trust with 
you because I had clear answers to the above questions prior to 
writing this book.

And, when you can do the same, you’ll discover that many of 
your prospects are eager to find what you recommend to solve 
their problems or meet their needs.

In order to get the answers to those questions for your business, 
the first place to find is “your common sense corner,” where you 
will write down the answers to the above questions based on 
your own experience.

Go to your favourite café and start to brainstorm the answers 
to the questions, but don’t complicate this! It’s often quite 
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straightforward and simple. So if you get answers quickly, don’t 
think that you’ve necessarily got it wrong.

Other places to find the answers include:

 � Frequently expressed frustrations (FEFs) that you’ve heard 
from Ideal Clients

 � Frequently Asked Questions (FAQs) 

And if you don’t have enough experience to figure out the an-
swers on your own, or if you want confirmation of your thoughts, 
then you can dig deeper at these places:

 � www.Amazon.com — search for top-selling books that 
relate to your industry and note their titles (this will tell 
you what’s in demand) and customer reviews (this will tell 
what they liked and sometimes what they thought could 
be improved)

 � www.Groups.Google.com — here you’ll find a list of on-
line forums for almost every subject imaginable. Do some 
searches for products/services in your industry and note 
the FEFs and FAQs (see above)

 � Industry Association courses and publications — search 
online for relevant websites and find out what’s hot and 
what’s not in regard to ‘in demand’ courses and articles, 
and on any online discussions.

 � Visit competitors’ websites — but a word of caution here: 
don’t assume that they are having any success with what 
they are doing! A flashy-looking website does not mean 
new clients are banging down the doors. 
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 � Interview “lost quotes”. Get someone to interview people 
who you thought would become clients but who did not 
start. Tell the interviewer to assure the people of confiden-
tiality and have them ask, “Why did you choose not to pro-
ceed?” and, “What would have had to happen in order for 
you to proceed”. My prediction is that this will prove to be 
one of the most valuable exercises you’ll ever undertake.

 � Buy the magazines that your Ideal Clients buy, that are 
related to your industry, and see what’s been advertised; 
read the letters to the editor and note Frequently Expressed 
Frustrations and FAQs. 

ESTABLISHING YOuR BEACHHEAD

Lastly, decide where you’ll concentrate your focus.

The metaphor I use for this is the concept of a “Beachhead”. By 
way of illustration, when the Allies invaded France to liberate 
Western Europe from the Nazis, they selected five beaches on the 
coast of Normandy France to establish their initial Beachheads. 
They dominated those places prior to pushing further inland.

It can be very difficult when starting out, and sometimes impos-
sible to succeed, without first picking some form of niche to focus 
on. For your first Beachhead, you get to choose from one or more 
of three aspects:

1. A product/service niche

2. An industry niche

3. A regional niche
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Establishing a Beachhead is a metaphor for focusing your re-
sources on a small part of a large market. The idea is to dominate 
that niche prior to expansion. That means getting your Lead Gen-
eration systems working well, getting the Lead Conversion sys-
tem working well, and getting Value Delivery systems working 
well — and doing all of that in a highly profitable manner.

The Beachhead concept is sometimes a very difficult one for my 
new clients to buy into, because I’m asking them to initially limit 
their vision and focus to a small area. By contrast, an entrepreneur’s 
vision for invading Western Europe would have been something 
like this: “Okay, let’s take France on Sunday, Belgium and Holland, 
Monday, and Germany, Tuesday … or maybe Wednesday”!

Remember, in respect to the time for expansion, an army would 
not attempt to break out of the beachhead until it knew that sup-
ply lines and other logistical systems were functioning and could 
support the expansion. Ditto with your business; you must ensure 
that any systems that you need in place to grow your business are 
functioning well, prior to breaking out of your Beachhead.

Key point: any weakness in marketing or support systems will be 
magnified when you expand, so make sure your “supply lines” (in-
cluding marketing and product/service supply) are up to the task 
prior to expanding. The cracks only get bigger when you expand!

As mentioned above, you can choose from one or two of three 
niches to start with. Either a Service niche and/or an Industry 
Sector niche and/or a Regional niche.

But let’s debunk a major myth, which is that in order to succeed 
you must niche in a specific industry or sector, which is not al-
ways the case.
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For example, in 1995 I launched the Entrepreneur’s Success Pro-
gram, which was a three-year, curriculum-based program for 
business owners. It plugged a gap in the market (SUN) for the 
education of entrepreneurs. It was holistic (work/life balance and 
more) and free of irrelevant assignments and mumbo-jumbo 
(think “MBA”).

I took the business international and in the first seven years we 
not only had clients from multiple regions, but also from some 97 
different industries. As you can see, we niched the service and 
region (we started in one city only) but we had no industry niche. 
Once we were established as the dominant player in the first city, 
we expanded to others and then overseas.

Similarly, my colleague Mike O’Hagan started “Mini-Movers” 
with a spare pick-up truck and $200. He hired a driver to move 
small lots — e.g. a kitchen table — from one side of the city to 
another. After growing the business and dominating the small 
lot removal business in his city, he then expanded to other cit-
ies and expanded his range of services to include household lots. 
That’s the metaphorical equivalent of an army breaking out from 
a beachhead.

So, do you  need to niche? Well, yes. But not necessarily in an in-
dustry or sector. You may niche in a specific service. But either 
way, remember the Beachhead principle: focus resources on a 
small part of a large market, dominate it and then expand. You 
can expand either your target market and/or your Service range 
and/or your region.

The “small part” referred to above has to be large enough to sat-
isfy your short-term revenue objectives (at least), but allow for 
expansion once established. So while the colleague I referred to 
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previously was successful in starting swimming schools for “Lit-
tle People”, he would have struggled if he had targeted “Little 
People who were blind in their left eye and had a bad lisp” .

The last word on niching in an industry is this: while it’s not nec-
essary to target an industry niche, but it is generally easier and 
more effective. So if you have experience in an industry niche 
(e.g. you were a chiropractor or a vehicle designer or professional 
sailor) and that industry is large enough for you to become estab-
lished in, then by all means target a specific industry. Just don’t 
assume that an industry niche will automatically make marketing 
more successful. It’s always “test and measure”.

Case Study
To illustrate the focus that the Beachhead concept brings to a 
business owner, I’ll share a conversation I recently had with two 
new clients. And this is typical of many new clients.

Their business is run by two people and has three service 
offerings:

Face-to-face clinic visits for counselling

Group courses offering advanced Kinesiology training for 
Kinesiologists

Online relationships training courses

My clients are highly intelligent people and the main service 
provider is probably a genius. However, even he was struggling 
with the complexity of attempting to grow these three different 
business areas simultaneously. Not enough time and not enough 
mental space (the latter being more important than the former).
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And so I asked which of the three areas offered the  best opportu-
nity for fast and profitable growth.

After he answered that it was the clinic work, we agreed that 
whatever was going to happen with the other two areas would 
have to happen organically until we had clinic visits to the point 
where the cash flow was such that he could breathe easy and 
could afford to begin to bring in contractors to take over some of 
the workload.

Next, I asked about the types of clients who came into the clinic, 
and we isolated three separate markets:

1. Counselling services to individuals and couples who want 
to shift from emotional pain to freedom.

2. Educational services for 8- to10-year-old school children 
with learning difficulties.

3. Relief from back and other body pain.

Again, the complexity of developing three different Marketing 
Messages and multiple campaigns for each group is something 
that would daunt even a marketing Einstein.

And so after more chatting, we picked #2 above, because that 
market has proved to be the most responsive and easiest to access 
and also was very profitable.

What a difference! We went from the equivalent of recapturing 
Europe, Asia and Africa before lunchtime to securing just the one 
beach!
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PuTTING IT ALL TOGETHER

Your next step is to combine your Ideal Client Profile, their Specif-
ic Unmet Need, and your Beachhead into one succinct statement. 
Tip: You are better to sacrifice completeness for memorability. In 
other words: keep it short.

By way of example, here’s some Product/Service niche examples 
that include some Regional niches and some Industry niches, 
along with ICP and SUNs (all real businesses):

 � Fly fishing therapy for breast cancer victims in Montana 
who appreciate that nature offers a gentle and enjoyable 
way of recovery.

 � Ten-minute haircuts for busy female executives in Hong 
Kong who need a good cut cheap and fast.

 � Small-lot removals from one side of town to another in Bris-
bane for people who want someone else to take the hassle 
out of shifting stuff.

 � Asian bamboo varieties on the Sunshine Coast for garden-
ers who want something different.

 � Organic medicinal honey for health-conscious females in 
Japan who care about health and who appreciate beautiful 
packaging.

 � Three-way suspension seats for military attack boats and 
other high-speed craft for sailors who want to stay inju-
ry-free on the high seas.

 � Vintage beach shack furniture for laid back surfing families 
in Noosa who appreciate fashion from the 50s and 60s.Solar 
power installation in Dakota for large-scale manufacturers.
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 � Out-of-court divorce settlement services in Australia for 
parents who want a low cost and amicable settlement that 
puts the children first.

 � Fair trade, organic Ecuadorian Coffee beans in the United 
Kingdom for sustainably minded metrosexuals and other 
ecologically hip dudes.

 � Organic (Free Range ) Cherry tomatoes for cooks who 
want the sweetest, freshest and most nutritious tomatoes.

 � Scottish landlords with multiple properties who want eco-
nomical and hassle-free property management.

 � Australian business owners with revenue of 1 million or 
more who want simple but proven ways to get more clients.

 � Stay-at-home mothers in California who want to generate 
a five-figure income annually while investing less than 25 
hours per week.

 � Fast-food restaurant owners in Hong Kong who want to in-
crease profit without working harder.

 � Pet owners who appreciate super friendly service as well as 
professional animal health care.

If you want to further refine your statement, then use the chart 
on the right, from one of my training courses. The more of these 
characteristics you can tick, the more likely your success when 
you start marketing.
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CHAPTER #3:  
THE MESSAGE

ALMOST uNIvERSALLY, THE clients I work with tell me that creating 
a Marketing Message that generates enquiries is the toughest 
thing that they have ever tried to do.

I like that. And the reason is simple: Many clients have told me 
that I’m pretty darned good at it so it helps me to Be In Demand. I 
may be lousy at a lot of things, but words are my forte.

Having blown my own trumpet (probably just a tad too loudly) 
I’ll now attempt to justify my claim to fame.

This chapter will reveal what I believe to be the most concise, 
yet comprehensive guide to creating a Marketing Message that 
generates fresh, inbound, highly qualified enquiries from po-
tential new Ideal Clients.

Big call! Let’s see if I can deliver.
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LE ADSOLOGY™

Just as in the previous chapter, I’m going to start with a big-pic-
ture look at the characteristics in this case of an effective Mar-
keting Message. Then I’ll go on to share more detail with you, 
including breakthrough methods and concepts such as The Din-
ner Party Question, The Intersection and The Waterfall. Hold 
onto your hat!

Three primary characteristics of an effective Marketing Message 
are as follows:

1. It’s benefit-rich

2. It’s differentiated

3. It contains specifics

Being Benefit-Rich is the most important of these three characteristics.

Differentiation is not enough on its own, but it’s super important 
because it adds more power to the stated Benefit. That’s because 
differentiation is the thing that most creates “cut through” in the 
marketplaces and makes the Marketing Message highly noticeable.

Unlike differentiation, the inclusion of specifics is not super im-
portant. However, when it can be added it further enhances the 
power of the stated Benefit. Note that “specifics” will normally 
include some form of number such as a dollar amount or a per-
centage and quite often a duration. You’ll see this come to life 
when we look at the Dinner Party Question below.

By the way, what I refer to as a Marketing Message you may have 
heard described as a unique selling proposition or an elevator 
pitch. Regardless of the label we give it, its objective is the same: 
to elicit an enquiry. And as you’ll see shortly, my concept of a 
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Marketing Message goes way beyond unique selling propositions 
or elevator pitches.

A big mistake that people make in crafting a Marketing Message 
is to describe what they do or their service. It’s the cart before the 
horse. Most people could not give a dime (or “one brass razoo” as 
we say here Australia) about what you do, how you do it, whether 
you are passionate about it, how long you been doing it for, who 
you’ve done it with, where you do it, how much it costs, or what 
your website looks like. That is, not until they know what’s in it 
for them. Then they care about that other stuff, but not before.

THE DINNER PARTY QuESTION

This concept is not only the perfect way to illustrate how an ef-
fective Marketing Message is constructed using the three char-
acteristics mentioned above, it also serves as my litmus test for 
whether or not we’ve got the Marketing Message right.

I’ll now introduce Max, who is a client of mine. Max’s company 
develops Point of Sale (POS) software for fast food restaurants, 
the latter being known in the industry as “Quick Service Restau-
rants” or “QSRs”.

Let’s imagine that Max is fortuitously sitting at a dinner party 
next to someone who owns eight McDonald’s restaurant outlets 
and we’ll call that someone Pam. So Pam’s had a glass or two of 
red wine and she’s telling Max all about her eight restaurants and 
how she keeps buying more restaurants. But she adds that she is 
incredibly frustrated because she can’t figure out how to increase 
the sales within each restaurant, let alone how to increase profit 
margins, which is why she keeps buying new outlets.
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Pam goes on for some time about her problems of lack of revenue 
and profit growth before she realises she is potentially being a bit of 
a bore (not true in this case because Max is set to pounce) and so she 
turns to Max and says “I’m sorry Max. I’ve been so rude, I’ve been 
telling you all about my problems at work … what is it that you do?” 

Now, prior to working on his Marketing Message, Max would 
have responded with something like “well it’s funny that you ask 
because I develop POS software for QSRs”.

At this point Pam’s eyes would glaze over and she’d mumble 
something like “that’s nice ” and proceed to reach for the bottle 
of red wine, all along thinking to herself “OMG this guy is about to 
try and flog me some software”.”.

Contrast that to Max’s response after we worked on Max’s Mar-
keting Message.

After being asked what he does for a living, Max would respond 
with “it’s funny that you ask because I increase the sales and profits in 
QSRs by 25% or more within 90 days”.

Now if you were the owner of those eight restaurants and you 
were stressed about flat-lining revenue and profitability, what 
would   your response be? I’d bet you dollars to doughnuts that 
you would put your glass of wine down and lean in a little closer 
to Max and ask “how do you do that?”. And that being the case, we 
would have just generated a lead.

Now let’s run our marketing slide rule over Max’s Marketing 
Message and see to what extent it contained the three characteris-
tics identified at the start of this chapter.
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Is Max’s Marketing Message benefit-rich? Absolutely!

Is his Marketing Message differentiated from that of his compet-
itors? You betcha! Because his competitors blather on about soft-
ware, not about the benefits of this software.

Does this Marketing Message contains specifics? Bingo! 25 per-
cent within 90 days is very specific.

Furthermore, following my recommendation, Max also was pre-
pared to offer a guarantee of results. Now that’s what I call an 
irresistible offer.

This is very similar to another client of mine, Wayne. A brilliant 
physiotherapist who discovered that the cause of many work-
place injuries stemmed from people performing a repetitive task 
using the same muscle set over and over. Wayne developed a 
re-training method to eliminate that cause. He can now promote 
his methodology through the Marketing Message: “we guarantee 
to eliminate 75% of workplace injuries within 90 days”. 

You’ll note again that Wayne’s Marketing Message is benefit-rich, 
is differentiated, and it contains specifics. If Wayne was sitting at 
a dinner party with the CEO of a large manufacturing company 
and he/she asked Wayne what he did for a living and he respond-
ed with “we guarantee to eliminate 75% of workplace injuries within 90 
days” then that CEO would have to be brain-dead not to ask him 
more about his service.
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THE INTERSECTION

This concept is extremely powerful because it shows you very 
simply and yet incredibly accurately exactly what good market-
ing is all about.

In the previous chapter I mentioned that at a strategic level there 
were three primary characteristics of an Ideal Client which were:

1. They are already aware of their need for your service.

2. They have the money to pay for your service.

3. The timing in terms of working with you is perfect.

And I’m sure it will be fresh in your memory that the three pri-
mary characteristics of an effective Marketing Message are

1. It’s benefit rich

2. It’s differentiated

3. It contains specifics

Now that we’ve established those characteristics we can set them 
together on a collision course and reveal The Intersection:
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Effective marketing is summed up in the above image. You will 
generate fresh, high-quality, inbound new client enquiries when 
you intersect your potential Ideal Client with your effective Mar-
keting Message.

In respect to “Specifics”, bear in mind that it’s not  always possible 
to include specifics in a Marketing Message and it is also not criti-
cal to do so. But if you are able to include specifics then it will cer-
tainly add the power of believability to your Marketing Message.

Unfortunately, Ideal Clients don’t walk around with a sign on the 
forehead. So what that means is we often have to get our Market-
ing Message in front of a group of potential Ideal Clients. We’ll 
cover more on that in Chapter 4 of this part when we look at the 
most effective Marketing Mediums to push your Marketing Mes-
sage through.

THE wATERFALL

An effective Marketing Message doesn’t stop with the benefit rich, 
differentiated statement that contains specifics. It starts there.

Your Marketing Message is everything that the marketplace and 
your Ideal Clients see or hear prior to buying, and also during the 
Value Delivery process.

This therefore includes but is not limited to testimonials/case 
studies, guarantees, trademarks, lead magnets such as special 
reports, your book, your webinar, a talk that you give, a pre-cli-
ent engagement consult, your core service (which is also a part of 
your marketing arsenal because it can generate more sales to the 
same client or gain referrals to new clients) any back-end services 
you offer (more on that in chapter 5 to follow), your business card, 
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your tradeshow banner, your LinkedIn profile, your blog, your 
podcasts, your articles, your business Facebook page and abso-
lutely everything else that engage your target market and Ideal 
Clients.

If you change your Marketing Message between the dinner par-
ty conversation and the follow-up pre-engagement meeting with 
the prospective client you met at your dinner party then you will 
be in danger of losing that prospect.

A short story to illustrate my point.

For decades now I’ve been a big fan of Bob Dylan. In the unlikely 
event that you’ve been living under a rock for the last 50 years, I’ll 
explain who he is. Bob Dylan started out as a folk singer, singing 
protest songs about the Vietnam War in the 1960s. His repertoire 
of protest songs was a hallmark of the flower power generation.

His first tour to Great Britain and Europe sold out months ahead 
of the gigs. The media were swarming all over young Bobby and 
tens of thousands of excited fans greeted him whenever and 
wherever his plane touched down.

But the tour was anything but a success.

The reason was simple: Bob Dylan had moved on from singing 
folk/protest songs and had chosen his first overseas tour to intro-
duce a new repertoire of rock songs.

His fans hated this so much and felt such a sense of betrayal that 
at some concerts they took tomatoes and rotten eggs and used 
them and Bob Dylan for target practice.
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Why did so many previously besotted and idolising fans sudden-
ly turn their back on Bob Dylan?

The answer is that they wanted to keep hearing the same mes-
sage from Bob.

The moral of the story is this, and you would benefit greatly to 
take note:

So don’t have one message at the dinner party, another on your 
business card, another embedded in the title of your webinar, 
a different one again in the title of your book, or indeed fail to 
embed the message somewhere in your pre-engagement client 
Consult.

Effective politicians do this repetition of the message during elec-
tion campaigns. They’ll repeat the same message — typically two 
or three points, no more — over and over again ad nauseam. In 
the last election here in Australia, the successful candidate for the 
Prime Minister’s job was like a broken record saying over and 
again “We’ll scrap the carbon tax, end the waste, stop the boats and 
build the infrastructure of the 21st century”. If he had failed to repeat 
the message continually throughout his election campaign, I have 
no doubt whatsoever that his party would have received fewer 
votes.

The Waterfall is a metaphor that I created to remind you of the crit-
ical need to align the message that’s embedded in your Marketing 
Message through all marketing elements, including the services 
that you provide, which clearly must deliver on the promise con-
tained in your Marketing Message. Here is a visual from one of 
my courses to further reinforce the point of alignment:
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And here’s what most business owners do with their waterfall:
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The above image represents the inconsistency of the Marketing 
Message promoted by 99.9 percent of Advisors and explains why 
even those who have a semi-effective Marketing Message failed 
to cut through in the marketplace.

THE BOOK COvER

In Chapter 1 of this part, I wrote about the Book Cover versus the 
Book, the former being the perception of what you do and the 
latter being the reality of what you do.

The concept of the Book Cover is integral to your Marketing Mes-
sage because people will judge your Book/Service by its cover.

So as part of exploring your Marketing Message, we also need to 
look at what’s on your book cover.

There are five methods to enhance your Book Cover. Note that a 
failure to include each of these five methods will dilute your capa-
bility for Being In Demand.

Book Cover Enhancement #1: Professional Image
Because we know that people will 
judge a Book by its Cover, it’s essen-
tial that the book cover is a fair re-
flection of the content of the book.

While is not exactly a Book Cover, 
the sign on the right illustrates the 
point. When you look at the sign, 
what do you automatically assume 
about the quality of the meat sold by 
Strongs? Most probably you would 
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go somewhere else for your meat despite the fact that the words 
on the sign declare boldly that Strongs has “best quality” meat.

What this tells us is that the image portrayed is more important 
than the words spoken. Therefore — assuming that you want to 
attract high-quality, premium priced clients — it’s clearly of crit-
ical importance that the image you project is highly professional.

This applies to the image portrayed by your website (please, 
please, please resist the temptation to ask your 14-year-old who is 
doing a school project on websites to build you one), your Linke-
dIn profile (make sure it doesn’t resemble an abandoned house 
and that it has a professional photo of yourself displayed rather 
than a selfie), whether or not your shoes are shined, how clean 
your offices are, how you set up a room for a training or coaching 
session, the clarity and crispness and visual appeal of your logo, 
how clean your car is, how well-dressed you are and so on.

With offshoring, professional-looking websites, logos and other 
graphics can be created for a matter of hundreds of dollars, so 
there really isn’t any excuse these days to have anything less than 
a professional image. See websites such as www.upwork.com, 
www.guru.com, www.freelancer.com and more.

Book Cover Enhancement #2: Proprietary Terminology
When you trademark a certain term, you immediately eliminate 
all direct competitors. For example, only my client Tess has regis-
tered “Cohesive Conversations” as a trademark. 

Tess is a giant and a genius in the world of effective communica-
tion. The problem was that her Book Cover — the perception the 
marketplace had of her work — was similar to many of her com-
petitors. I know that the clients she brought on board absolutely 
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loved her, because on many occasions they would fly her around 
the country repeatedly, paying premium-priced fees, to have her 
engage with an organization’s most important senior executives.

So because she is a genius at what she does, once she gets a client 
on board she is away laughing. The problem, like many of my 
other new clients have, was not what happened once she was in 
front of a prospective Ideal Client. Rather, it was  getting in front of 
the prospective Ideal Client..

Naturally, we worked on differentiating her Marketing Message, 
and as a part of that I recommended that she coin the phrase Co-
hesive Communication and register a trademark for that phrase.

Now, when someone reads a book or attends one of her presen-
tations, and they get hot and frothy about the benefit of Cohesive 
Communication in their workplace and enjoying all of the en-
gagement and productivity benefits that come out of that, who 
are they going to call? Tess, of course! Because she’s the only one 
who has Cohesive Communication.

Previously, when Tess was pitching for business she was, meta-
phorically speaking, standing in the middle of the country among 
hundreds, if not thousands, of other communication experts, all 
with a hand up saying “Pick Me!”.

Now when Tess presents a proposal to a prospective client, it’s 
like she’s standing on her own little island with all of her compet-
itors still standing back on the mainland begging to be chosen. If 
someone wants what Tess has, then they are going to have to go 
to her island because she is the only one on it.
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So, create a cool name that describes your program/course/service and 
register it with the government so that only you can use that term.

Now, I’m not a trademark specialist so I can’t advise you about 
what you can and cannot register as a trademark, other than to 
say that, if you use words that are in common daily usage, you 
are unlikely to be able to register that as a trademark unless you 
present it in a unique form with a unique image.

For example, here’s a term I registered for my Lead Generation 
Planning And Implementation tool called Command+Control:

While I can’t register the words Command+Control as a trade-
mark, but I can register the words and logo together in the form 
of an image.

You can overdo this, but I’ve rarely seen it done. Most Advisors 
have zero registered intellectual property, and that means their 
Book Cover appears to be undifferentiated from competitors.

Book Cover Enhancement #3: Pricing
I covered the subject of premium pricing in Chapter 12, Part Two 
so I won’t go into detail here, other than to say that if you ensure 
that you are at the top end of the pricing range you will be far 
more likely to be perceived (Book Cover) as having a premium 
service.

However, premium pricing isn’t all there is to the subject of pric-
ing. You can also segment the payment of your fee so it becomes 
far easier for prospective Ideal Clients to say yes.
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Let’s say you have a service that involved consulting and training 
and the price tag was $50,000. You can break down the whole 
service into a few series of phases, price each one individually, 
and make sure each phase was self-contained in regard to value. 
Then if a client decided to stop after the first phase they could 
do so and still have received full value from the service for that 
phase.

Furthermore, you can provide a guarantee, of either performance 
or satisfaction, to further differentiate yourself from competitors 
and also mitigate the risk in the mind of your prospect.

You’ll find that even most corporate clients will care about how 
they cash flow your fee, that is how much they have to pay you 
each month, more than they care about the total size of the fee 
itself. I learned this from the vehicle industry decades ago: most 
people only want to know how much the deposit is and how 
much they pay each month. Most people (sure, not all of them) 
don’t even add up the total they are paying on a finance deal; 
they just look at the monthly payment and figure out if they can 
afford it.

Finally, on the subject of pricing as it applies to premium priced 
services: never, ever, ever…discount. You destroy the perception 
of having a premium service if you stoop to discounting and you 
also destroy the psychology that I’m going to share with you in 
the next enhancement. Note that there is a place for discounting, 
but not when it comes to services that you want to be thought of 
as premium quality.

Book Cover Enhancement #4: Reverse Psychology
Maxwell Maltz (1889–1975) was an American cosmetic surgeon 
and author of the best-selling book Psycho-Cybernetics, which 
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contained a series of concepts and techniques for improving a 
person’s self-image and self-esteem. Maltz was probably  the fa-
ther of the modern day self-help movement and his books also 
made a major contribution to our understanding of how the un-
conscious mind works.

Psycho-Cybernetics is a classic and can still be bought on www.
amazon.com today, more than 50 years after it was first pub-
lished. Suffice it to say that Maltz knew a thing or two about hu-
man psychology.

Maltz tells the story of when he opened his first surgery. He’d 
rented an office, bought furniture and expensive surgical equip-
ment, installed a phone line and hired a receptionist. When ev-
erything was set up and ready to go, he proudly hung out his 
bronze plaque: “Dr. M. Maltz. M.D. F.C.I.S.”

Then he and his receptionist sat and waited for the phone to ring. 
And they waited, and waited, and waited … for weeks. All the 
time Maltz was watching his meager bank balance diminish even 
further with every passing week.

When the first prospect finally called and asked for an appoint-
ment, Maltz had his exceedingly bored receptionist fully trained 
and ready to leap into action.

As per instructions, she firstly let the phone ring seven times. 
When she finally answered it she made sure that her voice sound-
ed professional but brisk, as if she were in a hurry. Then when 
the caller asked for an appointment with Maltz, the reception-
ist made a point of ensuring that the caller could hear the pages 
turning in her diary. The caller was then informed that Dr. Maltz 
would see him/her in two weeks’ time.
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This, despite the fact that, at that point, the diary was completely 
empty and Maltz was next to broke.

The reason that Maltz always booked clients two weeks out was 
three-fold.

Firstly, it gave the client the impression that Maltz was so much in 
demand that it took two weeks to get in to see him. Clearly this 
was an erroneous impression to give at the time of launching his 
business; I presume that his strategy was “fake it until you make 
it”.

Secondly, the client kept the appointment because they thought 
that if they cancelled, it was going to take at least another two 
weeks to get back in.

Finally, Maltz knew that a client would value and desire his ser-
vices far more if he was just a shade more unobtainable than oth-
er specialists, and that meant he could also charge higher prices.

What Maltz was exploiting was what I can only describe as a 
somewhat bizarre characteristic of humankind: the thing we 
want more than anything else is the thing that we may not be able to 
have. And often, even if we don’t really need it.

Reverse Psychology is defined as motivating a person to do what 
you want them to do by asking them to do the opposite. For ex-
ample, if you have a young child playing inside and you want 
them to go outside, you tell them that they are not allowed to go 
outside. In the majority of cases, the child will protest and then 
you can “relent” and allow them to go outside to play. Mission 
accomplished, via Reverse Psychology.
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On a similar note, if you appear to be easy to get, then prospective 
clients will develop apathy towards you. Likewise, if you appear 
to be able to start at any time, clients will develop an apathy to-
wards you. Which leads us nicely into the next enhancement.

Book Cover Enhancement #5: Scarcity
One of the most oft-utilized forms of increasing demand is limit-
ing supply, and this of course immediately increases any pre-ex-
isting desire for the product.

Scarcity is easy for most business owners to utilize and yet it’s 
also very powerful. However, to be clear: scarcity on its own will 
have zero effect on a buyer unless there is a pre-existing want or 
need.

For example: having just fitted a new set of tyres to my car, no 
amount of “limited-time-special” offers will have the slightest ef-
fect in terms of increasing my desire to buy more tyres because 
that need has already been satisfied.

If, however, I was in need of new tyres, then an advertisement 
offering a savings of 20 percent for a limited time would great-
ly influence me. If you’ve been paying attention, as I’m sure you 
have, then you’ll note that I’ve previously discouraged you from 
offering discounts for premium products; I’m simply illustrating 
the point that limited time offers increase demand.

Scarcity is mostly manipulated by the seller. For example, USA 
motorcycle manufacturer Harley Davidson has a deliberate poli-
cy of underproduction. At the risk of oversimplifying their strat-
egy, they estimate how many motorcycles will be in demand for 
any given year and then produce less than that number, thus 
maintaining an extraordinarily high level of brand desirability. 
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Not to mention premium prices compared to most other motor-
cycle manufacturers. (At time of this writing, they have other is-
sues which are adversely affecting their market share. But that 
has more to do with their failure to realign the Harley brand out-
side of post-menopausal baby boomer men who, on the weekend, 
swap their suit and tie for leather and studs and become bad ass 
pretenders.)

Here’s a list of some ways that scarcity can be employed:

 � Regular limited availability (e.g. the Harley Davidson ex-
ample above)

 � Ad Hoc limited availability (“only while stocks last”)

 � Special price for a limited time (“this weekend only”)

 � Bonus offered for the first [x number] ordered

 � Bonus offered for a limited time (“hurry and order now to 
claim your free [xyz]”

 � Limited edition offers (“100 copies only, personally signed 
by the author”)

 � Collector’s edition e.g. 12 editions, one sent each month 
(“get the complete set”)

 � Auctions (“going … going … gone!”)

 � Advertising, event or publication deadlines

 � “Early Bird” discounts or bonuses

 � End of financial year sale (effective on business items to 
quickly claim tax deductibility)
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Many years ago, I experimented with an offer at the end of a we-
binar that I had previously run regularly.

Over the first series of webinars, I presented the offer, which was 
for my Killer Referrals Machine program at a very special price. I 
told attendees they had 48 hours to order at the special price and 
that the offer would then expire. The take-up rate was positive 
and I was moderately happy with the results.

Then I ran exactly the same webinar, but inserted a bonus for all 
those who bought within 20 minutes. After I explained the spe-
cial offer price for the Killer Referrals Machine program, I then 
displayed the following slide:

I then also displayed a countdown timer which started at 20 min-
utes and ticked away at the top of the screen while I took 
questions.
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I further explained that the reason I was creating this limited 
time offer was that I knew that many people would benefit great-
ly from my program and I wanted to encourage them to make 
a decision now rather than leave it to later and possibly get dis-
tracted and forget about it. In other words I gave them what they 
needed to make a decision now: a valid reason.

The introduction of a scarcity-based bonus increased my sales 
on average by 27 percent. The inclusion of the countdown timer 
brought a sense of urgency to the offer, and it worked well be-
cause I also explained in rational and logical terms why I was 
doing it.

By way of further example, I’ve noticed that if I hold a four-day 
sale for a specific product, the last day of the sale produces an 
additional 50 percent of the sales over and above the total of the 
first three days. In other words, over a four-day sale period, if I 
sell 100 items on the first three days then I can normally expect to 
sell another 50 on the last day.

And it’s the same with event registrations. If I send out three 
email invitations to attend a webinar, I always send the last one 
on the day prior to the event. Registrations on that day are always 
roughly an additional 50 percent of the total from the previous 
two invites. The fact that a deadline is about to expire motivates 
some people to make a decision that they were not prepared to 
make earlier.

Here’s the bottom line: you will be more in demand when you lim-
it supply or when you give the perception that supply is limited.
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CHAPTER #4:  
THE MEDIUMS

MARKETING MEDIuMS HAS nothing to do with hiring a psychic or 
consulting Ouija boards to see where you should direct your 
marketing efforts. If only it were that simple.

Think of a Marketing Medium as a channel through which you 
can be pushing your Marketing Message.

I’ve previously commented on the fact that some mediums are 
better suited to specific products/services than others. For exam-
ple, smart retailers can do very well by advertising physical prod-
ucts through newspapers, magazines, radio and television.

wHY PRINT, RADIO AND TELEvISION MEDIuMS ARE 
MOSTLY A wASTE OF MONEY FOR ADvISORS

Last year I had the head of a national association of professional 
Advisors ask me to consult with them on how they should spend 
their $120,000 marketing budget. Their draft marketing plan was 
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put together by the national committee, which consisted of re-
gionally elected representatives from each state and territory. 
Therefore the committee consisted of a group of highly qualified, 
highly skilled and highly professional Advisors. As impressive as 
this committee was, it naturally contained no professional mar-
keters. Being the smart people that they were, they recognised 
this and asked for my opinion.

When I reviewed their draft marketing plan, it wasn’t surprising 
to discover that they were planning to invest their $120,000 in 
print and radio media. My initial reaction was to suggest to them 
that, if they wish to proceed with the plan’s current form, they 
would be better off if they took $60,000 and flushed it down the 
toilet and kept the other $60,000 in the bank. I explained that this 
approach would leave them much better off than if they invested 
the $120,000 in print and radio media.

There are a couple of reasons for this. Firstly, if a larger organisa-
tion is going to undertake print and radio media, it needs to be 
a very long-term commitment to get the brand embedded in the 
brains of the buyers. The likes of McDonald’s and Coca-Cola have 
what is referred to as “Share of Mind” because of their relentless 
advertising campaigns.

Share of Mind means that their brand is the first one that comes to 
mind when the products they sell are mentioned in generic terms. 
For example, if I say “fast food” most people immediately think of 
McDonald’s. If I say “soft drink,” most people immediately think 
of Coca-Cola. And this one may change now, but those in my 
generation would respond to “safe car” with Volvo.

So the first reason why print, radio and television are ineffective 
and a waste of money for professional services and Advisors to 
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push their Marketing Message through is that we simply don’t 
have the budgets of some of the large corporate brands I’ve just 
mentioned. We can’t sustain marketing campaigns that transcend 
years, let alone decades and that is what you need to do if you 
want to be effective in gaining Share of Mind.

The second reason is that when people are looking for profession-
al advice or a professional service, they prefer to find an Advisor 
through a referral from a trusted colleague or friend. If that’s not 
possible, then they need to have some form of sample experience 
with the Advisor prior to hiring.

The reason is that when I buy a car or smartphone or a computer, 
I’m not entering into a human relationship with that thing. But 
when I hire an Advisor, it’s a little bit like getting married.

We start a relationship and there is often a honeymoon period 
filled with excitement and anticipation, and then that dissipates 
and we have to learn to work with each other, navigating the mil-
lion subtle variables in our personalities, expectations, beliefs, 
values, vision and so on.

And if we can’t get a referral to an Advisor, then we want to expe-
rience that person prior to engagement. We can gain that “getting 
to know you” experience by reading their book, by attending an 
event where they present, or listening to them being interviewed. 
Without that experience, hiring an Advisor from a phone book 
would be like getting married before the first date.

The chances of having a successful relationship with an Advisor 
based on an advertisement are about the same as a blind squirrel 
finding an acorn in a forest. It does happen, but it’s pretty rare.
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It’s worth noting an exception to the above, which is when market-
ing an event through radio or print media, as opposed to market-
ing your services, can be very worthwhile and highly profitable.

THE MARKETING STOOL

There are four Marketing Mediums that I recommend to Advisors 
for pushing their Marketing Message through so that it reaches 
their Ideal Client (see The Intersection in Chapter 3 above) and 
each of these four represents a leg on a four-legged stool. The seat 
on the stool represents my OPN strategy, which creates an inex-
haustible supply of leads to each of the legs. More on OPN later.

Before we delve into the four recommended Marketing Mediums, 
it’s worthwhile first to reflect on the characteristics of the ideal 
Marketing Medium/Lead Generator/Lead Source.

By way of introduction to the subject I have two quick questions 
to ask you.

Question one is: “What have you been told that you should be doing 
for your marketing?”
Chances are that the answers will be many and varied. Article 
marketing, interviews, podcasts, Facebook, Twitter, LinkedIn, 
Instagram, Pinterest, free e-books, blogging, telemarketing, cold 
calling, referral campaigns, search engine optimisation, pay-per-
click and probably much more.

If you are typical of the thousands of people that I’ve asked this 
question when I’m speaking to conferences or other groups, then 
several things may have happened in respect to your marketing 
attempts.
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Because you receive such varied advice from many people who 
confidently proclaim that their particular specialty (blogging 
or podcasting or LinkedIn or article marketing and so on) is 
the answer, and then ask you to invest in their course/pro-
gram, you’re probably very confused and simply don’t know 
where to start.

In multiple surveys that I’ve run over the years, more than 97 
percent of business owners state that they want a higher flow 
of new clients than they are currently getting. Add to that fact 
that more than 80 percent of Advisors spend less than one hour 
a week on marketing and you end up with a real head scratcher: 
if such an overwhelming number of Advisors want new clients, 
then why the heck are they undertaking little or no marketing 
activity?

The answer is certainly not that they are stupid or lazy. The ma-
jority of Advisors that I’ve met are smart and hard-working. It’s 
simply that they are a specialist at whatever it is they do as op-
posed to being a specialist at marketing whatever it is they do.

My conclusion is that Advisors are failing to undertake marketing 
activity either because they are completely confused by so much 
conflicting and diversified advice in respect to how and where to 
do the marketing, or that they have actually followed the advice 
of all the people selling programs and courses but have very little, 
if anything, to show for it.

Can you relate to one of those reasons? If so, then I strongly rec-
ommend you pay particular attention to Chapter 6 in this part of 
the book with special reference to The First Domino, The Gold 
Standard and revisit The Poland Weekly Calendar.
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Question two is: “on a scale of 1 to 10, with 1 being “sucks” and 10 
being “I’m knocking it out of the ballpark”, how is that working for you 
so far?”
If you answered somewhere between one and three then you are 
again typical of the thousands of people that have responded to 
that question during one of my presentations on Lead Generation.

I’ve touched on a couple of reasons already why Advisors are 
failing to persist in their attempts to generate leads proactively: 
most people aren’t actively marketing either because they are fro-
zen like a deer in front of a car’s headlights by the overwhelming 
diversity and sometimes contradictory advice of self-proclaimed 
marketing gurus, or they implemented the latter’s advice and it 
didn’t work so the Advisor gives up.

However, there is a third reason why Advisors who want a reg-
ular flow of more clients failed to undertake marketing activi-
ty. Sometimes the advice they receive is so comprehensive and 
complicated that it’s difficult to implement, and rather than work 
through that particular headache, it’s far easier to find something 
simpler such as clearing emails.

Therefore, whatever Marketing Mediums you choose, you must 
be able to undertake them by following a simple, proven, step-by-
step process that you can be walked through, hand-in-hand, by 
an experienced, successful guide/mentor.

It just happens to be a fact that when developing a new skill we 
need a teacher of some description.
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 Having got that out of the way, let’s have a look at…

TEN CHARACTERISTICS OF THE PERFECT MARKETING MEDIuM

1. Produces high-quality , well-qualified leads

2. Highly  affordable

3. Relatively easy

4. Relatively simple

5. Scalable (one to many)

6. Feels natural, organic, no “selling” required

7. National and  global potential

To overcome the unlikely but possible idea in your mind that I’m rec-
ommending you find a marketing teacher simply out of self-promotional 
interest, I’d invite you to reflect for a moment on what would happen if 
one of your potential Ideal Clients read a book that you wrote about your 
specialty and then attempted to implement your advice on their own.

I suspect that you’ll agree with me that they would most likely mess it 
up simply because they don’t have your years and possibly decades of 
experience.

It would be a bit like taking someone who’s lived in a remote Amazonian 
tribe all their life, putting him in a car parked on the side of the freeway 
with a manual on how to drive and asking him to head off down the free-
way. Despite the fact that our Amazonian friend has read the “how-to 
manual” on driving, the exercise will end in tears, and possibly worse.
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8. Automated (can generate leads when you’re asleep or on 
holiday)

9. Provides an exceptionally high ROI (return on investment)

10. “Rinse and repeat”

I have presented the above list to audiences many times and to 
date I don’t think I’ve had anyone suggest another characteristic, 
so my conclusion is that it’s a fairly comprehensive list.

And I think that you’ll agree that if you had a Marketing Medium 
that generated leads and ticked all the above boxes, then you’d be 
pretty happy about that, right?

By contrast, Marketing Mediums that suck include anything that 
relies on a High Flow Model (see Marketing Mistake #4 from Part 
Two of this book), expensive advertising, a broad approach to 
Social Media (not targeted enough to generate leads), cold calling 
(soul destroying and ineffective) and anything that takes too long 
and/or too much time to generate the leads. The latter includes 
article marketing, blogging, podcasts and the like. That’s not to 
say they have no place in our Marketing Stool, but it’s not where I 
recommend you start. (More on that later) 

MARKETING LEG #1: wEBINARS

One Marketing Medium that ticks all 10 ideal characteristics is a 
webinar and we’ll look at the reasons why in a moment. But first 
of all, a caveat: like all Marketing Mediums, webinars can be ef-
fective or ineffective lead generators depending on whether you 
know what you’re doing or not.
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A big mistake a lot of trainers and other presenters make is think-
ing they can construct a webinar that’s being run for the pur-
pose of generating leads (what I call a “marketing webinar”) in 
the same fashion as a webinar that’s being run for the purpose of 
training.

If you run a marketing webinar like you run a training webinar, 
you have a bunch of people who are happy to have attended, but 
think they can successfully implement the information you have 
given them on their own.

And of course, 95 percent of them will get distracted with something 
else and will therefore never get around to implementing. And the 
5 percent that do attempt to implement will most likely mess it up 
because they simply don’t have your experience and expertise.

Another big mistake that’s made is presenting a webinar in the 
same way that someone 

Presents a seminar or workshop. The reason why this is a big 
mistake is that with a seminar or workshop, people can see your 
body movements and facial expressions and it is much easier to 
create audience engagement in those situations.

Prior to television being invented, people were used to hearing 
a radio and the people delivering the radio program sat or stood 
behind microphones and talked or sang.

When television first came along, guess what presenters did? 
They sat or stood behind microphones and talked or sang. That’s 
right: they failed to capitalize on the extra dimension of sight that 
was now available to the audience. With webinars, it’s exactly the 
opposite: you lose a dimension and it’s therefore a little trickier 



LE ADSOLOGY®

162|

to create the audience engagement you enjoy at a physical event, 
especially when your attendees have access to email and all sorts 
of other distractions on their computer. Therefore, that missing 
dimension must be compensated for in order to gain the same 
level of engagement that’s possible in a seminar or workshop.

That said, let’s look at why webinars tick the boxes of all 10 ide-
al Marketing Medium characteristics. Done right, they produce 
very high-quality leads and they can be run for as little as $100 a 
month (with some platforms, even less).

Webinars are also quite simple and easy to run (more on that in 
a moment), are highly scalable, can reach a global audience and 
once practised will feel completely natural.

Once you have created an effective marketing webinar, you can 
then automate them, drive traffic to them, and generate leads 
while you’re asleep or on holiday, quite literally.

And given the relatively small budget that you need to run a we-
binar, they deliver an exceptionally high ROI and can be “rinse 
and repeated” time and again to different audiences using my 
OPN strategy (see later in this chapter).

I’m aware that there may be some readers who freak out because 
webinars are technology-based (a colleague of mine refers to such 
a person most unkindly as an “e-tard”). So if you fall into that cat-
egory, then I would urge you to refrain from freaking out before 
you answer the following questions.

Can you drive a car?
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If you answered yes, then there is no doubt in my mind whatsoever 
that you can, with a little training, drive a webinar and generate 
leads from it.

Even my most technologically challenged clients, having under-
taken my training, grow to love the efficiency and effectiveness of 
generating leads through webinars.

Here’s another slide from one of my presentations on the subject 
of generating leads through webinars:

The image on the left shows the dashboard of a car and the image 
on the right shows the dashboard of the webinar. If you think of 
all of the things that you do without thinking when driving a car 
in order to get from A to B safely, there’s a heck of a lot going on.

You’re accelerating with one foot, breaking with another, steer-
ing with your hands, using indicators, changing radio stations, 
adjusting the air-conditioning, reading the dashboard and poten-
tially a whole lot more. All this while probably thinking about 
something else.
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Contrast those options to your options on the webinar dashboard 
and I think you’ll agree that with a little training even the most 
technologically challenged “e-tard” can be up and running with 
webinars in a matter of weeks.

One benefit of running webinars that I should briefly touch on is 
this: when I exited my last business, I did so almost simultane-
ously with falling in love with the woman who is now my wife.

This brought about a “tree change” because we started to live 
together in a small town located in the hinterland. So I went from 
running seminars and workshops in conference centres across 
multiple cities and countries to living in a relatively isolated area.

And because I had just exited my previous business, I had some time 
on my hands to sit down and think about what I was doing next.

I decided that I’d had enough of commuting and flying and so I 
looked for a business that I could get up and running from the 
peaceful sanctuary which was our new home.

As synchronicity would have it, that was 2008 which is when Ci-
trix launched “Go To Webinar”. I immediately signed up and was 
one of the early adopters of using webinars to not only generate 
leads, but to also deliver value.

Today I live in a place widely regarded as heaven on earth. I walk 
out the back gate of our house through hundred meters of park-
land and down a few steps onto the beach.

My daily commute is spent traversing the 10 meters between the 
espresso machine in our kitchen and my home office. Further-
more, because my wife is German and holds a European passport, 
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we could just as easily operate my business in Europe or the Unit-
ed Kingdom should we choose to do so.

Using webinars to generate leads and deliver value opens up a 
whole new vista of lifestyle and wealth-generation opportunities.

Also, attendees of webinars demonstrate many attributes that 
make for a great client: the ability to turn up, the ability to persist 
(through to the end of the webinar), the desire to be informed, re-
spect for a credible authority, and thoughtful rather than reactive 
decision-making.

It’s a big mistake to make your content/Marketing Message too 
easily consumable by prospects because it tends to attract more 
lazy and naive prospects as opposed to when they need to sit 
still for an hour in order to consume your content/Marketing 
Message.

Consider this also: when an advertisement comes on the radio or 
TV, most people will reach for the mute button or go on to some-
thing else until the advertisement is over. However, with a highly 
engaging webinar, they are actually sitting through an extended 
version of your Marketing Message. If you are engaging enough, 
then they are carefully paying attention to every word.

This special ability of webinars to attract these higher-quality 
prospects is also evident in the next Marketing Leg.

MARKETING LEG #2: IN-PERSON SEMINARS AND wORKSHOPS

My second favourite Lead Generation Marketing Medium are 
seminars and workshops.
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They are still scalable in that you’re working “one to many” and 
again, done right, are tremendously effectively generators — in 
fact they are more effective generators than webinars. It’s just that 
they are not as efficient and they are also a lot more trouble to 
organise and more expensive to run.

But, if you know how to get bums on seats, then there is no ques-
tion that running live, face-to-face, seminars and workshops is 
without peer in respect to generating high-quality, inbound new 
client enquiries.

Just so there is no confusion, I’ll restate why webinars are still 
my number one favourite for Lead Generation: while face-to-face 
seminar/workshops are more effective generators, webinars are 
more cost effective (by a long shot) and therefore offer a much 
higher return on investment, while at the same time being glob-
ally scalable as well as potentially automated.

The trick to generating inbound leads from running your own 
seminar/workshops is the use of a feedback form at the end of the 
event with an offer on it for an initial Consult of some description, 
or a similar follow-up request.

The feedback form must be physically handed to attendees and 
needs to include the opportunity for them to rate your presenta-
tion as well as an offer mentioned above. The critical mistake that 
most people make in this process is asking attendees to hand in 
their feedback prior to leaving at some point, and thereby failing 
to remain in control of the feedback form process.

You must stay in control of the process of completing the feedback 
forms and having them handed back in. This can be achieved by 
offering a prize draw for your book or something else, which will 
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induce people to fill out the feedback form. In my experience, 
people to love the idea of winning something, so it might even 
work for simply offered chocolate fish!

So you should inform everyone that they need to complete the 
feedback form in order to be in the prize draw, and that it’s fine if 
they only put their name on the top and hand that in. The reason 
for giving them those instructions is simple: you find that once 
people start writing their name, many continue on to complete 
the rest of the form. You just have to get them to start writing.

You then have the forms collected and pick someone from the 
audience to draw one out. You give the winner your prize and ask 
everyone to applaud their success and in one fell swoop you have 
just collected a whole bunch of fresh, high-quality, inbound leads.

A question I get quite often from Advisors is whether they should 
do webinars or seminar/workshops. My answer is to do both. 
One-legged stools have a habit of falling over and even three leg 
stools fall over exponentially more often than four-legged stools.

In addition to running your own seminar/workshops as a lead 
generator, getting booked as a professional speaker is also a 
tremendously effective strategy for generating high-quality, in-
bound new client enquiries.

MARKETING LEG #3: A Physical BOOK

Recommended Marketing Medium number three is to write a 
book and publish it physically.
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Why a high-quality book is a high-quality Marketing Medium
In light of my first three recommendations which are to run 
webinars, run seminar/workshops and to write a book, you’ve 
probably noticed that I favour those Marketing Mediums that re-
quire people to invest time. This singles them out as open-mind-
ed, growth-orientated, willing to seek out respected authority 
figures, displaying a significant degree of intelligence, and will-
ing to invest time, if not money.

What most marketers fail to understand is that the more time a 
prospect invests in exploring both your content/Marketing Mes-
sage and/or sales information, the more likely it is that they will 
buy from you rather than someone else, and be less price-sensitive.

The other critically important benefit of pushing your Market-
ing Message through mediums that require a prospect to commit 
a degree of time and also requires them to persist (attending a 
webinar or viewing the replay, going to the time and trouble of 
attending your seminar/workshop, going to the trouble of order-
ing a book and at the very least partially consuming some of the 
content) is that those people who do so are infinitely more likely 
to complete the full length of whatever program, course or en-
gagement period you offer.

To be clear: it should not be enough to satisfy you that someone 
has simply paid you money to work with you. For a whole bunch 
of reasons, not least of which have to do with karma and filling 
your Life Purpose and sleeping well at night, you need to get peo-
ple to consume your Value Delivery and implement your recom-
mendations. Otherwise they are not going to receive any benefit 
from what you do and you will not have changed the world one 
iota and they will not be referring anyone to you.
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For you to achieve fulfilment of your Life Purpose and for you to 
receive referrals from your clients, they have to gain value and 
they don’t gain value unless they consume and implement your 
recommendations. Therefore we want to attract people who are 
more likely to persist through the entire consumption of your 
program/course/engagement as well as implementing, and some-
one who invests the time to consume your Marketing Message 
contained in the webinar/seminar/workshop/book is exponen-
tially more likely to do the same when they choose to work with 
you.

The length of your book
Before I delve into what your book should contain, I’ll answer one 
commonly asked question, which is how long a book should be. 
My advice is the book should be as long as it takes to get the job 
done and then as short as possible, with one caveat.

I’ll explain.

In Leadsology®, webinars, seminars/workshops and books all 
have similar objectives, the ultimate objective being to generate 
high-quality, inbound new client enquiries.

Breaking that objective down into a series of sub goals looks 
something like this:

1. To establish yourself as an expert

2. To establish the idea that you can relate to your audience’s 
current situation (I call this establishing relatability)
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3. To establish believability by demonstrating that you know 
exactly what they have tried previously and informing 
them of why it didn’t work

4. To reveal to your audience what their life will be like after 
they have implemented your advice

5. To ensure that your audience understands that attempting 
to implement your advice on their own without specialist 
help (yours) would be folly

6. To act as an asset/key that unlocks the doors to Other Peo-
ples’ Networks (more on this later in the section on OPN)

By way of example, take a look at the structure of this book and 
see where I tick the first five of the above boxes.

The very fact that I am a published author together with my short   
biography on the back cover of this book, together with the quite 
extraordinary  client results outlined in the last part of this book 
are more than sufficient to establish myself as a credible expert 
with all but the most sceptical and cynical of people, whom I 
would not want as clients anyway.

In Part One of this book I revealed the “before” picture of your 
life prior to implementing my recommendations and I also 
revealed the “after” picture of what your life would look like 
once you are In Demand.

In Part Two, I established both relatability and believability by out-
lining a whole bunch of things that you’ve tried that didn’t work, 
and I explained to you why they didn’t work. I’m pretty confident 
that you are able to relate to at least several of these mistakes.
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The beautiful thing about this particular book is that you gain 
value on two levels.

The first level is the same as any other well-written book in that 
you will gain valuable insights and information in regard to its 
subject matter.

The second level is that now that I’ve revealed my reasons for the 
structure and content of this book, you gain further value because 
I’ve pulled back the curtain on those reasons and on my motivations.

I do this, of course, in the interests of giving you, my valued 
reader, as much value as possible, thereby encouraging you to 
engage in our online community at www.facebook.com/groups/
leadsology/ 

So that gives you an excellent overview on how to structure your 
book, webinar, and seminars/workshops.

Warning: Avoid the SLB
I mentioned that your book should be long enough to get the 
(above) job done and then as short as possible.

However, I also mentioned one caveat and that is that you must 
avoid producing an SLB.

I’m going to apologise at this point for swearing, but I feel com-
pelled to do so in order to underline what I consider to be a grave 
mistake made by many self-published authors.

Over the last several years, there’s been a rise in the number of 
SLB’s out there. The initials SLB stand for Shabby Little Book 
which is a label I use to describe books of less than 40,000 words.
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The latter is the widely accepted minimum length that a publish-
er would accept. I have no idea what the publisher’s reasons are 
for this, but I do know what my reasons are for refusing to put a 
book out into the marketplace with my name on it with even one 
word less than 40,000. Here’s why…

If I can put my name on the cover of the book, then I want the 
thing to not only be impressive but to look impressive.

We explored the concept of the Book Cover earlier and how im-
portant it was for that Book Cover to reflect the quality of what was 
inside - this being a metaphor for the value/service that you deliver.

Getting back to the actual book, as opposed to the metaphor: a 
book’s cover is measured by its width, length, and depth. If that’s 
unimpressive, then it suggests equally unimpressive content.

As an extension of that reason, consider also the implications of a 
lot of books being purchased online these days.

Because the books are being marketed online, the actual size of 
the book is difficult to ascertain, especially with super-enhanced 
3D graphic images.

The last thing I want is for someone to see my book online, to get 
(hopefully) mildly excited about its content and then to receive 
the physical book only to find it so thin you could slide it under 
a door.

Regardless of the quality of the content, the law of first impres-
sions applies in that, if the book size is underwhelming, then it 
will automatically trigger an unconscious association that the 
content will be similarly disappointing.
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In summary, in publishing an SLB, an author risks being per-
ceived as both unimpressive and underwhelming, thereby cre-
ating a result that is completely and totally the opposite of the 
result we were setting out to achieve — to establish massive cred-
ibility, believability and relatability.

Books can be used in so many different ways and I will outline a 
few of the best ones right here.

Why your book should be in a physical format
A lot of people make the mistake of publishing an e-book and 
doing only that.

The first reason why physical books are so much better is that 
they don’t drop off the radar scope of the mind quite as quickly or 
easily. Think about the last time you downloaded an e-book. Did 
you read it? You know where it is sitting right now? Or did it get 
buried amongst hundreds of other digital files and is now com-
pletely lost somewhere on your computer? Probably even worse, 
you may not even remember what it was about.

Contrast that to a physical book that sits on someone’s desk or cof-
fee table potentially for weeks and months. That’s your Marketing 
Message on the cover of the book, it’s your name on the cover of 
the book and that means  you’ve got “share of mind” in your pros-
pect’s life for a significant period of time.

The second reason deals with credibility and competitive 
advantage.

Virtually anyone can pump out any book quickly and cheaply. 
Heck, there are even people online who will write one for you 
literally for five dollars!
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With the barriers to entry for e-books set so low, it means there 
are an awful lot of e-book authors out there. But there are, rela-
tively speaking, very few authors of physically published books 
out there.

I’ve been fortunate to have my writings published in 27 countries 
and this was before the advent of e-books. That gives me a massive 
credibility edge over anyone who simply publishes an e-book.

Another caveat
A very low percentage of books, e-books or physical books actu-
ally get read in their entirety. Just yesterday a publisher told me 
that it was estimated that for every 10 books that are purchased, 
seven are only partially read or never even get opened.

That said, you may be wondering why I’m still hot and frothy 
about getting you to write a book.

The reason is that even though much of your book won’t get read, 
your Marketing Message, embedded in the title of your book, and 
your name on the cover of the book, and your biography on the 
back of the book, will likely get read and frankly that’s enough 
for the book to have done its job for the type of person who is not 
going to read the whole book. For the others who do actually read 
either a significant portion, or all of your book, it will be even 
more effective.

How to use your book to generate leads
You book is essentially a brochure/business card/advertisement 
all rolled into one. It can be sent to a potential client or Joint Ven-
ture partner ahead of meetings, or indeed after a meeting in or-
der to further enhance your credibility. It also can invoke the law 
of psychological reciprocity (more on that in the section on OPN 
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below) thereby increasing the likelihood that the recipient will 
work with you rather than someone else.

Given that your book is a brochure/business card/advertisement 
all rolled into one, it should contain a call to action/and offer. 

Typically I recommend to a client that they nominate a website 
address on the back cover so the traffic can be driven to a specif-
ic landing page where an offer can be articulated in more detail 
than can be accommodated on the back cover of the book. Some 
clients choose to offer an initial consult to see if the reader’s needs 
fit with their skill set.

Others choose to directly promote a program or course or series 
of free training videos and so on. By nominating a specific land-
ing page, you can easily change the offer if you choose to do so. 
Whereas if you have all the details of the offer in the book and 
you then want to change the offer at a later point in time, you’ve 
got to have the book reprinted. And trust me, you will  change the 
offer at some point.

Another great idea for generating leads is to include a bookmark 
with the book on which you promote your offer and the benefits 
of the offer. It’s a whole lot easier to print a new bookmark if you 
change the offer than it is to change the book.

It’s quite important to remember that your book is not just an or-
dinary book and that’s because it includes an offer/call to action 
and, therefore, anyone who buys it potentially is someone who 
will make an enquiry.
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Books can be offered to the registrants of your webinars and sem-
inars/workshops, which is another way to generate even more 
leads from these events.

And you can also create exclusive offers so that anyone you know 
who has a network of your Ideal Clients can be seen to be doing 
the members of that network a huge favour by arranging to make 
your book available for free with buyers only paying for a modest 
postage/packaging/handling fee. That ensures an automatic in-
crease in the quality of the leads which are generated from the 
book. This effectively means that the marketing of your services 
is being joyfully undertaken by others.

Your book can also generate leads from Pay-Per-Click advertising 
such as what is offered by Facebook and Google.

You also generate leads from your book through clients and other 
purchasers who recommend or give a copy of your book to their 
friends and/or colleagues.

And if you are targeting CEOs, then you know how hard it is 
to get in front of them. Sending a professionally produced book 
with a well-written cover letter is one of the very best ways to get 
a CEO’s attention. Suddenly, in the mind of your prospect, you no 
longer are just another salesperson with a pitch to deliver. You are 
an author and a specialist in your particular subject.

Another way of generating leads from the book is by publishing 
press releases at the time of launch. There are any number of ex-
cellent public relation Advisors who can help you to do this.

In the previous section, I wrote about how to generate leads from 
seminar/workshops that you put together yourself, and how to 
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generate leads from professional speaking engagements. I also 
mentioned that you can promote your book, including the offer 
that’s included in it, at these events. But the beautiful thing about 
this particular marketing leg is it works both ways: a book will 
also get you speaking gigs and becomes a virtuous cycle…the 
book gets you the gigs and the gigs sell the book…rinse and re-
peat. Now that’s a beautiful thing.

Self-publishing versus being published
I’d recommend that you self-publish your book unless a publisher 
gives you full and unconditional rights to reprint the book, and to 
promote personally as opposed to purely through the publishers 
outlets. The reason for this is that the primary purpose of the 
book is not to generate direct cash flow, but rather to generate 
high-quality, inbound new client enquiries which will in turn 
generate far more cash flow than 99 percent of authors could ever 
hope for through the payment of any royalties.

The first book that I wrote was picked up by a North American 
publishing house and I was so overjoyed to be a published author 
that I didn’t really care about the level of royalties. It was just 
as well, because the amount of royalties relative to the number 
of books sold was nothing short of pathetic. Fortunately I had 
followed my own advice and gained permission from the pub-
lisher to continue self-publishing and self-promoting the book, 
and I generated far more revenue from speaking engagements 
and new clients than the royalties could ever have delivered.

In summary, because the purpose of the book is Lead Genera-
tion, be prepared to give the book away for free so long as peo-
ple are prepared to pay a modest amount for postage/handling/
packaging.
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Don’t feel that you have to make a profit from selling the book. 
If you can break even, then that’s ideal, and this is what we call 
a self-liquidating offer. The offer pays for itself so your costs are 
covered but you generate leads.

I found that if you can get a high quality but lower cost printer, 
and you charge $10 postage/packaging/handling, then you set the 
bar just about right to cover your costs. This charge will make 
it more likely that you will attract buyers who are a benefit for 
your services than if you simply offered the book for free with no 
charge for postage/packaging/handling.

Ironically, the worst way to generate revenue from your book is 
by selling it.

The Interplay between the four legs of your marketing stool
I’ve already mentioned the fact that a book can generate speaking 
gigs and the speaking gigs can generate book sales — I referred 
to that as a virtuous cycle.

The same applies to webinars, but in a slightly different way. 
Note that I don’t normally mention the fact that I have written a 
book during webinars. That’s because I’m normally promoting 
something else — either an initial consult or course/program — 
and I don’t want people mistakenly believing that if they pur-
chase the book then they can get the inside scoop and go ahead 
and implement on their own. Instead, I’ll make my normal offer 
(initial consult or course/program) and bank the results from that 
offer, then wait two weeks before we offer the book to those who 
registered.

Note that any offer you make during a webinar or seminar/work-
shop should come after you presented content that’s incredibly 
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engaging and valuable. I feel compelled (as you should too) to 
deliver high-quality, valuable content in order to earn the right to 
make an offer. As the old Scottish Presbyterian Minister advised 
his junior apprentice who had just delivered a fire-and-brimstone 
sermon “sonny, if you canna feed the sheep, dinna shear them”.

MARKETING LEG #4: SOCIAL MEDIA

You will discover in the next chapter that I have a high standard 
for my clients in that I ask them to commit to one direct response 
marketing campaign each week. That means that there is an oc-
casion or event each week where multiple numbers of prospects 
are being asked to respond to a call-to-action.

You’ll also note that each of the first three marketing legs con-
tained an offer/call-to-action of some description.

The fourth Marketing Medium has no call-to-action or offer be-
cause its purpose is simply to keep your Brand in their Brain until 
they are ready to Buy (refer to The Drip Tray and The Three D’s of 
Marketing mentioned in Part Two of this book).

This is where Social Media including Facebook, Twitter, LinkedIn, 
Instagram, Pinterest, podcasting, blogging and any others 
amongst the plethora of available platforms may be relevant to 
your target market.

When I publish a blog or anything similar such as a video blog inter-
view, then our online email platform (www.iContact.com) allows us 
to post it to our business Facebook page, to Tweet it and post it to our 
nominated LinkedIn group, with the click of just a few buttons. And 
most other online email platforms will allow you to do the same.
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This is fantastic because it means you get to repurpose your 
content across multiple platforms. But remember the purpose of 
these mediums is to simply keep the Brand in the Brain until they 
are ready to Buy. Those following your tweets or following your 
Facebook posts will be able to access your content. And provid-
ed you offer valuable content, many followers will pay attention 
when you publish the subject and date of your next webinar or 
seminar/workshop, or indeed when your new book is launched.

BONuS MARKETING LEG: ONLINE FuNNEL

There is a LOT of buzz around the power of Pay-Per-Click ad-
vertising, the primary sources being Facebook adverts (arguably 
the best online lead source currently available), Google Ad Words 
and banner advertisements on various websites.

There is no doubt in my mind whatsoever that online marketing 
should be a part of most Advisors’ marketing mix. The brevity of 
this particular part should in no way convey any form of aver-
sion to generating leads using the above mediums, despite the 
fact that the overall quality of lead is going to be lower because of 
their “cold” nature.

My cautionary caveat is simply that source matters. If you can 
generate hot (ex-clients, word-of-mouth referrals, other referrals) 
and warm (read your book, attended your webinar/talk) leads, 
then I would start with those Marketing Mediums, get some runs 
on the board, cash in the bank, and then turn your marketing 
guns to the world of online funnels.
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OTHER PEOPLES’ NETwORKS (OPN)

I’ve generated millions of dollars in revenue for myself and my 
clients since I discovered the concept of OPN in 1995.

I’ve developed specific proprietary strategies that will open the 
door and allow me and my clients to ethically push their Mar-
keting Messages into Other Peoples Networks in a content/val-
ue-rich manner.

What follows are the critically important key principles that 
demonstrate what you need to get right in order to open the door 
to Other Peoples Networks.

Running webinars and seminars/workshops are all very well and 
good, but where are you going to draw the attendees from?

Even if you have a large and hungry list of subscribers, they will 
become less and less responsive if they are simply hearing from 
you all the time with the same Marketing Message.

By contrast, OPN gives you an inexhaustible flow of new subscrib-
ers, new prospects, new attendees and ultimately new clients.

OPN is the fastest way to grow a list and it, metaphorically speak-
ing, is the seat on a four-legged stool that holds the legs together 
because it feeds each of those legs fresh prospects/followers.

There are four steps to developing your OPN network. An OPN 
network is a network of people who are prepared to push your 
Marketing Message by way of webinar, seminar/workshop, and 
your book; into their network.
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OPN Step One: ID your target
You’re looking for the head of a network with the same Ideal Cli-
ent as you, or a person of influence in your target market.

Another important characteristic of these people is that they 
don’t perceive you as a threat because they are offering a compli-
mentary service to the same target market, or they are offering a 
similar service but are mature enough to understand that it’s a 
very large market and some people on their list will never buy 
from them, but will buy from you and vice versa.

The final and critical characteristic of these people is that they 
are a good self-promoter (if you target executives in the corporate 
market), which you can tell from their LinkedIn profile and gen-
eral web presence, or they are actively marketing (if they are in 
the business-owner market).

OPN Step Two: Invoke the Law of Psychological Reciprocity
I know that sounds like a heck of a mouthful so let me explain.

In 1964, a very clever psychologist by the name of Eric Berne pub-
lished a book called  Games People Play. The book did okay. In fact 
the book is still available today some 50 years later and so far 
it’s sold over 5 million copies. So it’s fair to say that a few people 
thought it contained an important message.

Dr. Berne used the word “strokes” to describe interactions be-
tween people. For example, if I say “hello”  to Sam then I’ve given 
him one stroke. But if I say “hello, Sam” then I’ve given him two 
strokes. And if I give Sam two strokes, then he will feel compelled 
to give me two strokes back and possibly even to add a third by 
adding “how are you”. In which case, I will feel obligated to give 
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Sam the third stroke back by responding by saying “I’m well 
thanks, and how are you?” .

Back in the 1960s, this was called Transactional Analysis and at 
the risk of doing the great Doctor a grave disservice, I would sim-
ply say that we like to keep the score even.

For example, if we get invited for dinner to a friend’s home, we 
will take wine and possibly flowers because we like to keep the 
score even; and even though the host has insisted that we bring 
nothing, we just simply don’t feel comfortable with that.

In summary, when you do something totally cool for someone 
else without any (overtly obvious) strings attached, they will want 
to keep the score even. This does not mean they will necessarily 
agree to whatever proposal you follow up with. But if you’ve se-
lected your target right and the proposal is beneficial to them, 
then it’s a lot more likely they will say yes to what you suggest if 
you’ve done something cool for them first.

Another way of saying this is that you are creating not only a 
relationship of know, like and trust, but also a measure of uncon-
scious indebtedness.

Here are a few examples of how some people invoke the law of 
psychological reciprocity.

 � Repost someone’s blog

 � Retweet someone’s Tweet

 � Publish someone’s article

 � Invite them to present to your network
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Remember, it’s very important that you practice going into these 
transactions with zero expectation, even though it will be hard 
to get it out of the back of your mind that you want something in 
return for the cool thing you’re doing for this person. You’ll get 
better at this if you simply create a “no strings attached” intention 
by repeating an affirmation such as “I clear my mind of all expecta-
tion in this venture”. As you practice with this sort of affirmation, 
you will slowly reprogram your mind to the point where you just 
do a bunch of cool things to key people of influence, and build 
a network of such people with whom you have a relationship of 
know, like and trust.

The Pick Up Test
One question I receive quite often is about how to tell when you’ve es-
tablished a relationship of know, like and trust. That’s a great question 
because we need some form of litmus test to know the right time to 
approach your key person with a Joint Venture proposal, or cross-mar-
keting proposal, or whatever value exchange you have in mind.

I can answer this question with another question: if you called 
this person’s mobile phone and your name appeared on their 
phone, would they happily take the call? If so, then you’ve estab-
lished a relationship of know, like and trust and you can proceed 
with your proposal.

OPN Step Three: Use the Prius Factor to create even more “know, like 
and trust”
Japanese car manufacturers Honda and Toyota launched their 
new hybrid vehicle models at approximately the same time. As 
you probably know, a hybrid vehicle has two sources of power, a 
standard fossil-fuel-burning petrol engine and electricity. When 
the electricity is not powerful enough to propel the car forward 
at an acceptable speed, then the petrol engine kicks in and it 
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recharges the battery in the car as it runs. So it’s a more environ-
mentally friendly vehicle.

What happened after the worldwide launch in 2000 puzzled mar-
keters for quite some time. Although both vehicles were similarly 
priced with similar specifications and were produced by manu-
facturers with brands that represented similar quality, the Toyota 
Prius went on to outsell the Honda equivalent by a ratio some-
thing like 7 to 1.

After some research, the reason for Toyota’s phenomenal success 
became clear. When Honda launched its hybrid, it simply took the 
chassis/body of its bestselling Honda Civic, put in a hybrid engine 
and a small badge on the boot/trunk of the car next to the word 
“Civic”. Toyota, on the other hand, created a whole new vehicle 
shape, which some would say was ugly but which was undeni-
ably a totally different shape from literally every other vehicle 
on the road. And so it stood out and was instantly recognised by 
anyone who knew anything about this new and exciting concept 
called hybrid cars.

The reason why Toyota slaughtered Honda in the sale of hybrids 
became clear: even more than wanting to be environmentally 
friendly, the owners of the Toyota Prius wanted to be seen to be 
environmentally friendly, and the distinctive shape of the Prius 
achieved that. Honda finally woke up to the research, but not un-
til 2013 when the Honda Fit was launched with a distinctive new 
shape. They soon began to beat Toyota for market share in the 
hybrid car sector.

The morale of The Pius Factor story is this: you can build on the 
power of Psychological Reciprocity by adding yet another layer 
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of know, like and trust that is achieved when you make your key 
person of influence look amazingly good in front of their network.

OPN Step Four: The Godfather Strategy
There is a scene in the 1972 movie The Godfather where the char-
acter Johnny Fontaine is trying to buy is way out of a singing 
contract. He asks the head of a major mafia crime family, Vito 
Corleone, his Godfather, for help in persuading the bandleader to 
sign an agreement allowing him to be released from the contract. 
Fontaine complains to the Godfather who responds with the im-
mortal words “we are just going to have to make him an offer he can’t 
refuse”.

The mafia boss orders his personal assassin to place a gun to 
the bandleader’s forehead and tell him that either his signature 
would be on the agreement or his brains. That’s certainly what I’d 
call an offer that is hard to turn down!

Now at the risk of stating the bleeding obvious, I am not suggest-
ing that you buy yourself a gun and start waving it in the face 
of a key person of influence. What I am suggesting is that, once 
you have invoked the Law of Psychological Reciprocity and The 
Prius Factor, you then get creative in coming up with a win-win 
proposal for potential Joint Venture or cross marketing opportu-
nities. Possibilities include, but are not limited to, some form of 
exposure to each other’s networks, be that releasing an interview 
of each other to each network, or reciprocal presentations to each 
other’s networks, or some form of direct response offer to each 
other’s networks.
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CHAPTER #5:  
THE MODEL

GETTING YOuR BuSINESS Model right is critically important to en-
sure that your capacity to scale Value Delivery, and there-
by help more people and make more money in less time, is 
maximised.

The term “Business Model” refers to a big picture view of your 
business and will answer more of the Strategic Questions that 
we covered earlier in this book. Additional questions will include 
the range of services that you offer and how you lead people from 
one service to another.

(BTW: the reason why a business plan is almost always worse 
than useless for Advisors and other small business owners is 
well-documented in my previous book, The Million-Dollar Ceil-
ing which can be purchased from www.million-dollarceiling.
com/book/ Note that in that book I also outline an alternative to 
the traditional business plan.)
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By way of example, let’s have a look at the traditional coaching 
model and see how we can re-engineer the Business Model to dra-
matically scale revenue and Value Delivery, and how to achieve 
that with a lot less time. If you are a consultant or a trainer or 
CPA/accountant or anyone else offering advice or a service then 
you can apply the exact same principles to transform your busi-
ness model from one that generates relatively low revenue, but 
demands high hours, to exactly the opposite.

Most business coaches have one offering that is usually a 12-month 
coaching engagement whereby they meet with the client perhaps 
twice a month to create and implement a business plan. The cli-
ent pays a set monthly fee, but approximately 87 percent of such 
engagements fail to endure beyond the six-month mark, occasion-
ally because the business coach is not delivering results, but more 
often because the client is not implementing.

This traditional business model for business coaches is a recipe 
for stress and very often a business coach who operates this way 
suffers from the classic Roller Coaster symptoms mentioned ear-
lier in Part One, whereby at the top of the rollercoaster there is 
plenty of client work but no time to enjoy the cash generated, and 
at the bottom of the rollercoaster there is plenty of time but not 
enough client work to generate cash to enjoy it.

Many of my consultant, coaching and training clients have come 
on board because they liked the sound of re-engineering the busi-
ness model into what I call “Front End” and “Back End” services. 
Some of these can be quite elaborate, but below I’ll illustrate the 
principle with a simple version.
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Firstly though, let’s have a look at some of the questions that I like 
to sign off on prior to giving a new client the green light on their 
new Business Model.

1. What is the “wow” that I will deliver?

2. Who will I deliver it too?

3. How can I reach them? (we answered this in the previous 
chapter)

4. How fast can I get into “wow”?

5. In what format do I want to deliver the value?

6. How will I segment my Value Delivery into Front End and 
Back End

7. How much money will they pay for it? (I call this “Doing 
The Maths”)

8. How much time will it take me to deliver it? (I call this “Do-
ing The Time”)

9. How many leads do I need to generate in order to hit my 
revenue targets?

Once these questions are answered effectively, we’ve then got a 
shot at generating more than $1 million of revenue per year in 
roughly 3 to 5 days per week, depending on what stage of imple-
menting the model you’re at (more time is needed at the start and 
less time is needed once you’re up and running).
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It’s always surprised me how few owners of business start-ups 
actually sit down to “Do The Maths” and “Do The Time”. For 
example, a mobile dog washing service can probably handle five 
dogs a day for five days a week at $80 a dog. That adds up to 
$2,000 a week, minus business operating expenses including ve-
hicle, depreciation, shampoos and so on. That means the operator 
is going to take home around about $1,000 a week on which he/
she will have to pay tax. So let’s say they net $700 a week, which 
means they are batting at $17.50 an hour. Which sucks.

Fortunately, most Advisors make a whole lot more than that, but 
nevertheless they are often still severely limited in generating 
more significant revenue flows simply because they are operating 
primarily on the “time equals money” formula.

Having established that, let’s look at a simple way to re-engineer 
the traditional business coaching model.

There are a whole bunch of problems/opportunities/challenges 
that the vast majority of a business coaches’ clients will have. For 
example, how to use their time more productively, how to recruit 
top performers, how to set each of the team members up with 
clear goals, how to develop the team members and keep them 
inspired and motivated and focused, how to get new clients in 
the door, how to develop and run quality control systems, and a 
whole lot more.

Once you’ve identified the problem/opportunity/challenges that 
are common to the vast majority of your target market, then you 
find common, generic solutions and create training, templates, 
guides, checklists and action assignments for each one of those 
problem/opportunity/challenges.
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You break each of these issues down into a series of small steps 
and you record webinars which, once they’ve been perfected, can 
be consumed by a group of clients simultaneously while you are 
on holiday or asleep.

And instead of trying to sign up a client for 12 months, you give 
them an eight-week value proposition. The reason you do this 
is that’s a much easier duration of value proposition to market, 
especially when you guarantee your program, which you most 
certainly should in some form or another.

By running a group program, you automatically scale your rev-
enue dramatically, and by pre-recording the Value Delivery/
training, you equally dramatically decrease the amount of time 
required of you to deliver value.

The trick here is to still charge a premium price for your ser-
vice. Remember that clients don’t care how you deliver the value 
so long as you deliver. Sure, there will be the odd person who 
doesn’t want to be part of the group program. There’s a simple 
answer you can give them when they ask if they can work with 
you one-on-one. Just tell them that if they want to work with you 
one-on-one, all they need to do is add a zero onto the end of the 
price of your group program and then you’ll work with them one 
on one.

So let’s say we put 12 clients into your program — and please note 
that I’ve had as many as 140 on the same program at the same 
time, so I think the number 12 is more than realistic.

Once a week they sit down and do the training on their computer 
and download their action assignment and complete it using the 
templates, guides, transcripts, checklists et cetera that you provide.
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When they complete their assignment, they upload it to a closed 
Facebook group where others can view their results and learn 
from their work and vice versa. You receive a notification when 
someone posts to the group and you put aside an hour each day 
over four days a week to review their assignments. You also host a 
live Coaching Q&A webinar once a week to answer the questions.

You offer graduates of this Front End/Initial Program a Back End/
Graduate program that runs for 12 months.

Here’s what Doing The Maths looks like for this new model:

INITIAL PROGRAM

 � 12 clients / program @ $7,500 each = $90,000 / program

 � Each program runs for 2 months

 � 5 programs per year = 60 clients

 � Subtotal $450,000 revenue per year (average $37,500 per 
month) 

GRADuATE PROGRAM

 � 25 percent of graduates = 15 graduate clients @ $25,000 each

 � Program runs for 12 months

 � 1 program per year

 � Subtotal = $375,000 per year (average $31,250 per month)
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Total after 12 months = $450,000 + $375,000 = $825,000 

This is an average of $68,750 per month

Now let’s have a look at what Doing The Time looks like:

Running this model would generate $68,750 per month for work-
ing no more than an average of two days a week absolute max-
imum, including all preparation and delivery time (remember 
however you still need to develop the actual content). Add on to 
that a week for marketing your program and you’ve got three 
days a week or 24 hours a week, which adds up to 960 hours over 
a 40-week year or $859.73 per hour. I think you’ll agree that’s a lit-
tle better than the $80 an hour most business coaches earn using 
the traditional model.

Is it possible? 

Absolutely!

I’ve done it and I’m doing it again, plus I know of others who are 
earning many tens of thousands every month with this model 
and some who are generating well over $100,000 a month.

As mentioned before, there are many variations on this Front End/
Back End style model. With an open mind and a bit of creativity, 
it’s simply quite extraordinary the transformation that you can 
witness when you commit to developing a Business Model along 
the lines that I’ve just outlined. 
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CHAPTER #6:  
THE MARKETING

GIvEN THE PLETHORA of different ways we can get a message into 
the market, especially in these days of diversified Social Me-
dia platforms, it’s not surprising that I’m sometimes asked 
what the most important thing is in respect to being success-
ful at marketing.

My answer is “do some”. People often smile at this, but it’s very 
true; even marketing done poorly is better than no marketing 
activity at all.

Having said that, we can get a whole lot more sophisticated than 
that in terms of setting up a structure for your marketing that will 
produce a lot of high-quality, inbound new client enquiries.

This chapter looks at a series of concepts and strategies that will 
seriously turbocharge your Lead Generation success. They are 
the product of 35 years of sales, marketing and management ex-
perience. I would therefore encourage you to study them well.
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THE GOLD STANDARD

I ask my clients to really step up in terms of their commitment to 
marketing. I’ve already mentioned the Poland Weekly Calendar 
system, in which every Wednesday is devoted to nothing else but 
marketing.

Included on that Wednesday is one direct response marketing 
event/campaign whereby clients are asked to buy something 
from you, perhaps in the form of ordering a book, or paying for 
initial pre-client-engagement Consult, or joining your program. 
Does this event have to be on Wednesday? Absolutely not! So 
long as it happens once a week I don’t really give a hoot exactly 
when it happens.

But the Wednesday (or whatever other days a week you nomi-
nate) is set aside to set up that event/campaign so that the leads 
and sales are flowing in almost every single week of the year. 
This is what I call the Gold standard: one direct response mar-
keting event/campaign every week of the year, with the possible 
exception of the week between Christmas and New Year.

THE THREE D’S OF MARKETING

To be fair, this is not a critical concept but it does answer a ques-
tion that I often get which is: “okay, I’ve bought into the idea of having 
one Marketing Day every single week, but what the heck am I going to 
do on that day because I have no idea where to start?”

Which is a very worthwhile question. And the answer is to think 
about marketing as having three different categories. There is Mar-
keting Discovery, Marketing Development and Marketing Doing.
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To begin with, your Marketing Day is going to be spent reading 
and doing courses and meeting with your mentor or whatever 
else you need to do in order to discover what you need to do in 
respect to your marketing.

Once you’ve figured out your marketing plan, then your Market-
ing Day will be spent in the Development of the assets you need 
in order to execute your marketing. For example, you may decide 
that you need to write a book, create a webinar/talk/seminar and 
so on. During this phase, you may actually decide that you need 
more than one day a week to devote to marketing, and if you 
can manage that, then you’ll certainly accelerate your progress 
towards the third D, which is where each Marketing Day is spent 
Doing the marketing.

THE SEGuE

People often struggle with the idea of setting aside one day a 
week as a Marketing Day. 

If that’s you, then here’s what I suggest: grab your diary/schedule 
and have a look through next month.

Find one day that is clear and free and schedule an appointment 
for the whole day (yes actually schedule this in your calendar) 
with yourself and call it “Marketing Day”. Then go two months 
out and find two days in separate weeks and do the same. Repeat 
this in the third month out, setting aside one day a week for three 
weeks during that month. I think you’ll have figured out by now 
that I’m then going ask you to go four months out and block out 
one marketing day per week for each of the four weeks in that 
month and to do that for each month thereafter.
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WhilePeople legitimately tell me that their calendar is so full over 
the next few weeks they couldn’t possibly schedule one whole 
day for marketing, but I’ve never had anyone tell me they couldn’t 
perform The Segue as described above.

THE MARKETING CALENDAR

This is not a new concept, but it’s a solid one and it follows on 
from The Gold Standard. You simply grab a calendar and sched-
ule 90 days out a marketing event/campaign covering 13 weeks.

It is possible to schedule further than 13 weeks ahead, but it’s a 
lot harder to keep everything locked in, especially when you’re 
working with joint-venture partners who don’t want to commit 
that far out.

Having identified and scheduled marketing events/campaigns 
for each week over the next 13 weeks, you then schedule a re-
minder every single week at the same time to identify the events/
campaign for 13 weeks. Because at the end of each week, another 
week has gone and you need to set something up for what will 
now be the 13th week.

This way you have a perpetual, rolling, Marketing Calendar 
which you will definitely not stick to 100 percent, but which equal-
ly definitely will result in you having conducted a whole lot more 
marketing events/campaigns then you would have otherwise.

THE FIRST DOMINO

At some stage, you’ve probably seen some record-breaking attempt 
at the number of dominoes knocked over by lining thousands of 
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dominoes up and simply flicking the first one to knock over the 
second and subsequent dominoes.

The First Domino is a concept that I developed over 20 years ago 
when I was struggling to cope with the complexity of the mar-
keting systems I had developed. It was kind of like being hoisted 
by my own petard, not that I necessarily know exactly what that 
means. But you and I probably both understand that it’s some-
thing about creating a challenge for ourselves.

At the time, I was running group coaching programs for hun-
dreds of entrepreneurs and I needed a lot of high-quality, in-
bound, new client enquiries to keep my programs full.

I figured out that the concept of Host Beneficiary as outlined by 
marketing great Jay Abraham was the way to go. Host Beneficia-
ry is where you identify the head of a network that is filled with 
your Ideal Clients and push your Marketing Message into that 
network. This is a little different from Joint Ventures because with 
Host Beneficiary money doesn’t change hands.

I identified that CPAs/accountants who worked in the small busi-
ness market had a virtually endless supply of my Ideal Clients. I 
also figured out that around 5 percent of them would be open to 
the idea of me presenting a business-building seminar for their 
clients. Now 5 percent may not sound like a lot, but trust me it’s 
more than sufficient.

I had done the maths on how many leads I needed and I knew 
that if I ran one such seminar every week (The Gold Standard) 
then I get the clients I want.
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But there was quite a lot to the whole process of identifying po-
tential hosts, engaging with them, convincing them that this was 
a great idea, and then actually performing the event.

So I sat down and identified the various segments involved in the 
whole process and then wrote out a series of checklists which drill 
down by identifying each individual step that had to take place.

With a relatively complex array of steps/systems before me, I was 
in danger of being overwhelmed. So I decided I wanted to identi-
fy the one thing that, if I did that one thing, would make every-
thing else happen almost automatically.

So my one thing was this: once a month in our boardroom I would 
host eight CPA/accountants and I would present to them the op-
portunity of inviting me to present a business-building seminar 
to their clients.

I had well-trained staff who could handle pretty much everything 
else after that meeting, using the training and checklists/systems 
that I provided them.

All I had to do in order to keep the revenue coming in and keep 
the business growing was get eight CPA/accountants’ bums in 
the seats of my boardroom once a month. That was what I call 
The First Domino.

These days, I have a different First Domino, but it’s exactly the 
same principle: I have one simple objective every single week that I 
have to “knock over” and after that everything else falls into place.

So you have to think about your First Domino and then schedule 
to complete it on your Marketing Day each week.
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CHAPTER #7:  
THE MEASURES

THERE IS AN immense variety of numbers that you can track for 
any given business, but for Advisors we can make those num-
bers very simple without diluting the benefit that comes from 
tracking.

THE TOP THREE METRICS TO MEASuRE

The three top metrics to measure are our revenue, net profit and 
customer/team satisfaction.

That’s enough.

If your revenue is growing and your margins are fat and healthy 
and your customers/team are really happy, then you’ve got your-
self a great business.

In the book that I referred to previously, The Million-Dollar Ceiling, 
I go into some detail about how to link projects and other events 
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to these three key metrics so that you not only are measuring 
them, you also are improving them.

That being the case, I won’t repeat that information again here, 
other than to say you would do well to both measure those three 
metrics each and every month and identify what needs to happen 
to continually improve them.

MARKETING KPIS TO TRACK

I’ve seen people present on the subject of Key Performance In-
dicators, or KPIs as they are known. People in the audience nod 
sagely in agreement with the presenter while at the same time 
their eyes glaze over at the breadth and depth of information that 
the presenter is suggesting they need to track.

As a consequence, they invariably and almost exclusively go back 
to their respective offices and track nothing.

Instead, I suggest you track some very simple KPIs which will do 
the job admirably well in terms of keeping you aware of what’s 
actually happening in your business. Those KPIs are as follows:

 � Leads generated

 � Sales made

 � New clients coming on board

 � Revenue from existing clients

 � Revenue from new clients

 � The First Domino (tracking your execution of this becomes 
a critical KPI)
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Set up a weekly meeting with your mentor and another one with 
your team to make yourself accountable for reviewing all of the 
above measures. If you’re not a numbers person, then have a Vir-
tual Assistant or other Team Member set up a spreadsheet and 
input the numbers on your behalf.
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CHAPTER #8:  
YOUR STYLE

YOuR STYLE SIMPLY refers to the idea that whatever marketing 
and Lead Generation you’re engaging in, it needs to fit with 
your Values (what you hold to be important) and your Vision 
(what you want your lifestyle and business-style to look like), 
as well as your personality style.

YOuR vALuES AND vISION

For example, if anyone suggested to you that you should engage 
in hype or BS-style marketing with the promise of personal finan-
cial gain, I’m very confident that you’d feel uncomfortable about 
that and would decline, without regret. That’s a simple example 
of making sure that your marketing efforts fit your Values.

Equally, if someone showed you a way to make $1 million a year, 
but that you’d have to work seven days a week and in the process 
compromise your health, your relationships and your lifestyle, 
then I’m equally sure you’d decline the offer as well, because it 
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doesn’t fit with your Vision of what you want your life to look 
like.

In regard to your personality style, I often say to new clients that 
they should let me know if they feel a lot of discomfort with one 
of my marketing suggestions. Because there’s a very good chance 
that I have 5 or 6 other ways of achieving the same objective using 
a different method that they would feel fits their personality a lot 
better.

YOuR ENTREPRENEuRIAL DNA

Around 35 years ago, my life changed. One day I was someone 
else and the next I was me.

The transformation occurred just after I started my first business 
at age 24. Having always been interested in personal growth, I 
invested in a multi-perception personality assessment. 

To receive my report, I had to find six people who knew me well 
in a business context and ask them to complete a series of ques-
tions in regard to their perceptions of me. 

All of the responses were posted to a company in the USA and, 
six weeks later, a report was received by that firm’s local repre-
sentative. I was then summoned to meet for the debriefing, which 
involved flying to their office in another city. So it was a bit of a 
big deal.

What happened next was a shock. So much so that, as I type this 
35 years later, I can clearly recall where I was sitting in the room 
at the time and what I was seeing as my report was displayed on 
an overhead projector.
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I simply didn’t recognise the person in the report. that person was 
an ideas-generator, confident and assertive. he was a risk-taker, an 
adventurer and a leader.

I, on the other hand, was careful, unoriginal and a follower of 
other people’s ideas. At least that was my perception, despite hav-
ing put my first house on the line by starting my own business at 
such a young age.

As I spoke with the consultant about the report, it slowly dawned 
on me that my upbringing had created a different “me” from the 
one I was born to be. In short, I was living a lie. It was a nice lie, 
but a lie nonetheless. And later that evening when I reflected on 
the report’s findings in my hotel room, I made a decision. I was 
no longer going to listen to the voices in my head that cautioned 
me to hold back. 

Instead, I chose to back myself. To go with my gut feel. To nur-
ture new ideas and to be more assertive, albeit politely. My life 
changed almost instantly. More risks, more adventures, more fail-
ures and bigger successes.

It was like the report had given me a permission slip to “be the me 
I was born to be”. 

The impact was both liberating and motivating at the same time. 
I no longer followed the business-success rulebook that told me 
I must do things a certain way. I had discovered a more natural 
pathway to business and personal fulfilment. The guilt trips and 
self-doubt faded (never completely, even today) and were largely 
replaced by increased levels of happiness and fulfilment. As a 
result, I was more productive and more energised. 
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And the transition was not hard. It felt like I had just unzipped a 
full body suit and simply stepped out. It was easy because I was 
simply relaxing into being me.

Although I couldn’t articulate it at the time, the report had identi-
fied what I now call my “Entrepreneurial DNA”. That’s the term I 
give to the unique combination of natural inclinations and talents 
that every solopreneur or business owner Advisor possesses.  

In 2005 I decided to create a similar system so that solopreneurs 
and business owners could identify their own Entrepreneurial 
DNA and thereby benefit as much as I had all those years ago.

In November 2006, after more than a year of testing and refine-
ments, I released the “Entrepreneurial Style Profile,” and more 
recently my team finished creating an online version which is 
completely free.

Here’s the link:  www.collegeforentrepreneurship.com/
entrepreneur-profiling-assessment-tool/

I’m hopeful that in receiving your own personalized Entrepre-
neurial Style Profile, you’ll discover your natural pathway to 
business wealth and personal fulfilment.
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CHAPTER #9:  
SCALABILITY

I ONCE SAw A documentary on television about the great Henry 
Ford, the modern day father of the assembly line, and pro-
ducer of the world-changing Model T Ford.

That inspired me to learn more about the assembly line and how 
it transformed the entire civilised world in the early part of the 
twentieth century. If you study the subject in some depth, then 
I’m confident you’ll come to the same conclusion that the previ-
ous sentence is not an exaggeration.

It was the principles behind the assembly line that fascinated me, 
but it was the facts that sparked my fascination. 

At one stage, Henry Ford was producing 30 cars per man, per 
year, while his nearest rival at Packard was producing 2.67 cars 
per man per year! That’s a phenomenal difference.
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Not only that, but Ford was paying his workers five dollars a day 
which was double the average paid by his competitors. In doing 
so, he destroyed the majority of his competitors and transformed 
the lifestyle of the average American assembly line worker.

And impressive as all of that is, it doesn’t stop there. In addition, 
Ford was producing higher-quality cars than the vast majority of 
his competitors, in that they were far more robust and subject to 
far fewer breakdowns.

When I was reading about this, I became fascinated as to how 
someone could out-produce his nearest competitor more than 10 
times over, pay double the wages of his competitors, produce prod-
ucts of far superior quality, and at the same time be raking in mil-
lions of dollars a year more than all of his competitors put together.

What I discovered was the principles behind a vehicle assembly 
line production could be applied to the delivery of services al-
most equally well.

Interestingly, the assembly line has been in operation since 1100 
A.D. when the Venetians were employing 16,000 workers and 
producing one ship a day when other shipyards were struggling 
to produce one every three months.

Also, abattoirs (meat works) have employed assembly-line princi-
ples for at least 200 years, and Wedgewood was using an assem-
bly line to produce fine china, porcelain, and luxury accessories 
as early as 1759.

But it was Henry Ford who took the assembly line to a whole dif-
ferent stratosphere.
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When you apply assembly-line principles to the services you of-
fer, your productivity goes up, your revenue goes up, your costs 
go down, the profit goes up, your effectiveness goes up, your effi-
ciency goes up and so also does the quality of your work.

There are a total of eight assembly-line steps that I work on with 
my clients on but in the interests of giving you something that 
is simple enough for you to implement and gain value from by 
reading this book, I’ll outline three of them. Those three are Seg-
mentation, Automation, and Delegation.

Assembly-line principles all start with Segmentation, which sim-
ply means you break a complex job down into a series of smaller, 
simpler steps. For example, old Henry figured out that making 
a Model T Ford involved 7,822 “motions”. That was 7,822 move-
ments that workers would have to perform in order to have a 
Model T rolling of the assembly line.

By way of further example, prior to Ford’s assembly-line, vehi-
cle manufacturers (of which there were hundreds in the USA at 
the time), would have a man specialising in building a dynamo 
which would produce the electricity required to power the bat-
tery that would in turn power the car’s headlights and so on.

Ford broke down the manufacturing of a dynamo into a series of 
small steps, each one being so easy and simple to perform that a 
man needed a matter of minutes in training in order to be compe-
tent at completing that particular step/motion. This resulted in a 
dynamo being built faster and it also meant that new employees 
got up to speed with their role super-fast.

Segmentation enables greater productivity and increases quality 
simultaneously.
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Segmentation is therefore the first step in integrating assem-
bly-line principles into your business and thereby gaining im-
mense benefits.

Once you’ve broken down your Value Delivery and your Market-
ing into a series of small steps, each of which can be systemised 
(fancy words simply meaning you can create a checklist or guide 
for each step), then you can figure out which steps can be sent 
offshore where labour costs are lower, and which steps can be del-
egated locally. This frees up your time significantly. For more on 
this concept, refer to Tim Ferris’s book The Four Hour Work Week .

Once you’ve Segmented and Delegated, then it’s time for Auto-
mation. In the physical world, machines can be built to automate 
manufacturing processes, and very often in the service-based 
world there are web-based services that perform the equivalent 
Automation.

By way of a simple example to illustrate Segmentation, Delega-
tion and Automation, consider our joint venture system.

I created checklists and some basic training for a Virtual Assis-
tant to data-mine and identify potential partners. After I’ve vet-
ted the list, she sends a series of pre-written email templates to 
each potential partner and tracks responses in a simple tracking 
spreadsheet.

If our potential partner responds and wants to talk, she provides 
them with a link to go online and answer some simple questions 
and then select a time for us to meet using my online scheduler.

Mostly, the first thing that alerts me to the fact that I’ve got a joint 
venture under way is that I have an appointment pop-up in my 
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scheduler telling me who I am going to be speaking to, what their 
target market is, what they offer and other relevant information 
about the potential for us working together.

Prior to applying the concepts of Segmentation, Delegation and 
Automation, setting up such a meeting could have literally tak-
en me eight hours or more. Now the whole process is completed 
with barely 10 minutes of my time each week.

You can apply the principles of Segmentation, Delegation and Au-
tomation to every single part your business, including your Value 
Delivery process and Marketing but also to Human Resource, fi-
nances, data tracking, asset development, projects and more.
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CHAPTER #10:  
STRUCTURE

THE PuRPOSE OF this chapter is to show you what it takes to imple-
ment the wisdom in this book in your business and thereby trans-
form your lifestyle and business style dramatically.

RAPID IMPLEMENTATION FORMuLA

Literally the biggest problem that Advisors complain about in re-
spect to business development and growth is the dreaded F.T.I., or 
failure to implement.

In 1995, I discovered a formula, taught to me by the great Brian 
Tracy that pulled back the curtain on how to kill F.T.I. stone dead 
cold in his tracks.

The formula is this:  time, day, place, person, money

What that means in simple terms is that you find a Mentor who 
has a proven track record in showing people how to achieve what 
it is you want to achieve. You pay them the money they’re asking 
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and you commit to meeting with them (in a group or one-on-one) 
at a particular time and on a particular day and at a particular 
place every week. Monthly is not frequent enough, because you 
will drift too much.

There are three types of people who will read this book, as in-
deed there are three types of people who attend my webinars.

The first type is the person who gained great value from the con-
tent, but fails to engage me as a mentor. They tell themselves that 
they can implement on their own. I’ve previously addressed why 
this doesn’t work, including the fact that all of this great content 
will simply fall off the radar scope of the mind as they get dis-
tracted and start chasing the next bright shiny thing.

The second type of person is an implementer. They tell them-
selves pretty much the same thing as the first person, but they do 
actually implement. I estimate that these people number around 
1 percent of my total audience. Unfortunately, they don’t imple-
ment effectively, because there are so many subtleties that a per-
son can get wrong and the chances of them getting everything 
right is similar to the chances of a dictionary being the result of 
an explosion in a printing press.

The third type of person understands the power of “time, day, 
place, person, money,” and they lock themselves into a structure of 
planning, action, accountability and review.

I invite you to be in the third of the three categories by accepting 
the offer on the bookmark that came with this book, or by seeing 
what I’ve got going on at www.leadsology.guru. 
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And if you’d like to discover the sort of results that others who 
have worked with me have achieved, then please proceed to Part 
Four.
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   PART FOUR   
RESULTS OF ADOPTING  

LEADSOLOGY®
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LEADSOLOGY® 
RESULTS

THE FOLLOwING ARE comments from clients who have graduated 
from one of Tom Poland’s programs, which are embedded with 
the principles, strategies and structure of Command+Control.

These results are from clients who “imperfectly persisted” in im-
plementing the strategies from his program. Results like these are 
not achieved by all clients and results are dependent on many 
factors external to Tom Poland’s control.

During the first twelve months that I worked 
with Tom Poland our revenue increased by 
43% to over $1,000,000 and my net personal 
earning’s rose by 50 % to $400,000.

We achieved the goals with no sacrifice of per-
sonal leisure time and we continue to enjoy an 
“earnings per partner hour” which is amongst 
the top quartile in the country.

STEvE BENNET, BENNET AND ASSOCIATES
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Before working with Tom Poland’s pro-
gram I was very clear about where I want 
to take the business to, but I had no idea of 
how to get there and I thought, “If I work 
any harder I’ll kill myself.”

But while I was working with Tom our 
turnover exploded, we more than quadru-

pled our revenue and profits increased by over 300%.

At the same time I worked a lot less. My investment with Tom has 
paid off more than tenfold. Tom’s program certainly delivers on 
its promises.

GINNY SCOTT, M.D. CAPuLET

In the first year of working with Tom my 
earnings increased by just over 100%.

One of the biggest benefits was discover-
ing how to strengthen my ability to sys-
tematically attract very high quality new 
clients into my practice. In addition I was 
able to set realistic but challenging goals in 
my business and personal life to achieve a 

more realistic work life balance.

GREG MOYLE. MANAGING DIRECTOR, NzFP
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Prior to joining Tom Poland’s program I was 
working 60 – 70 hours a week and I had only 
one afternoon off work on the weekends. 
Now a typical work week for me is about 
three days. 

Our profit has tripled and so I’m making a 
lot more money out of what I’m doing.

Tom’s program is priceless. I couldn’t put a price on where the 
program has taken me from and where I am now.

DIANNE BuSSEY, FACT SOLuTIONS CONSuLTING

Anything that doubles your income has got to be good and 
that’s exactly what happened while working with Tom 
Poland.

I gained an additional depth to my per-
sonal life and business life.

I’ve got more leisure time, I have more 
holidays, and I earn more. 

I recommend Tom Poland to anyone in 
charge of a business.

GEOFF wILSON, PROFESSIONAL CONSuLTING GROuP
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Before joining Tom Poland’s program around 2000 I was working 
60 – 70 hours a week. Once we started working together I grew 

my number of employees from six to over 30 
and I sold one of my businesses for many 
millions thanks in no small part to work-
ing with Tom’s program.

I’ve spent a week with Richard Branson on 
his private island and dined personally with 
Google founder Larry Page thanks to Tom 

challenging me to think bigger and to follow my passion. And 
I’m pleased to still be working with Tom some eight years later. 
Joining Tom’s program was certainly one of the best business de-
cisions I’ve ever made.

MARK ROCKET, ROCKET LAB, AvATAR AND OTHERS

Before working with Tom Poland’s program my business was “all 
me”. I was working insane hours and I thought there had to be a 

better way.

Now I’ve freed up a lot of time including 12 
weeks holiday a year as well as growing the 
business by over 400% and adding several 
million dollars to turnover and the bottom 
line of my business.

FRED SOAR, SOAR PRINTING
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As a result of working with Tom Poland the value of my busi-
ness increased by many millions of dollars.

Before joining Tom’s program I was working 
six and seven days a week. Now I achieve 
more and yet I only work four days a week.

My advice for any business owner who 
wants to enjoy more revenue and a better 
quality lifestyle, is to get on with it by join-
ing Tom Poland’s program.

GRANT FABER, SuPERBROKERS LOGISTICS LTD

In the last 12 months since I started working with Tom Poland 
my earnings have more than doubled and I’m ahead of my tar-
get again this year.

I’ve gone from having 4 weeks holiday per 
year to 13 weeks. I’ve quit smoking, lost 4 
kilograms of weight and I’m fitter than I’ve 
ever been before. I credit these achievements 
to my commitment to working with Tom 
Poland.

If you own a business then it’s likely that working with Tom will 
be the best investment you’ll ever make.

wARREN STORM, STORM FINANCIAL, LIFE BROKERS Nz LTD
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I started working with Tom Poland 18 months ago and already 
I’ve doubled my earnings

I now also enjoy three months holidays ev-
ery year whereas for the last 31 years I’ve 
worked almost seven days a week.

I’ve experienced dramatic changes in both 
my business and personal life.

JOHN GOOD, GOOD FINANCIAL SERvICES

Before joining Tom Poland’s program I’d reached a point where I 
couldn’t see how I was going to grow the business more because 
I was drowning in detail.

Now my time is freed up to think more clearly 
and more creatively. We’ve gone from being 
static to buying out a competitor because 
we’ve boosted our profits significantly.

And time off was always an issue for me but 
now I take at least one week off every quarter and three weeks at 
Christmas and I feel good about that. If you are prepared to make 
changes the value of Tom Poland’s program is massive.

IAN TELFORD, JASON PRODuCTS
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After joining Tom Poland’s program within nine months I’ve 
boosted profits and generated more revenue than the last three 
years put together.

The actual overall improvement as a complete 
package in my business has been substantial 
and that’s allowed me to become semi-retired.

GILBERT CHAPMAN, DEBT RECOvERY GROuP

Prior to working with Tom Poland’s program I was running a 
reasonably successful business but since then sales have in-
creased and profits have increased quite considerably. 

But the success at work has been balanced by 
ongoing success at home and with my health as 
well and that’s been important to me.

Tom’s programs may appear to be pricey but 
it’s also a question of value because in my case, 

I’ve recovered the cost of his program many times over.

ALAN COOP, INTERCAD LTD
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Prior to working with Tom Poland I was working long and hard 
but the business wasn’t growing and I felt frustrated about that. 

Thanks to working with Tom my busi-
ness rapidly increased in value and is 
now worth millions.

I can think of no reason why anyone who 
wants to add six or seven figures to their 
revenue would not apply to join Tom’s 

program.

My investment has paid off a thousand fold. Tom’s program 
worked with me and I know of others who have had a similar 
result.

wIN CHARLEBOIS, THE DIAMOND SHOP
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  PART FIVE  
 NEXT STEPS
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NEXT STEPS

LAST NIGHT I watched Roger Federer playing in the Australian 
Open Tennis Tournament. The “Fed Express” as he’s known, 
holds the record for the number of consecutive weeks at num-
ber one in the world (237 weeks) and he’s also won a record 
17 Grad Slam titles.

If you love tennis then you’d probably agree it would be amazing 
to hit a tennis ball like Roger.

(And that would be equally true if you’re a big admirer of a cer-
tain musician or artist or a sports star - it would be pretty awe-
some to perform at their level.)

But imagine how it would play out, so speak, if Roger Federer 
wrote a book on how to play tennis including how to serve, play 
backhand shots, forehand returns, approach shots, overhead 
smashes and so on.

And imagine also that there’s a guy by the name of Sam who 
wants to learn how to play tennis and so he buys Roger Federer’s 
book, reads it diligently and memorizes every stroke. 
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And that then, through some minor miracle, Sam’s accepted as a 
wildcard player in one of the four “Grand Slam” tennis tourna-
ments of Australia, USA, France or England.

How do you think Sam would go?

Remember, Sam has read the great Roger Federer’s book on how 
to play tennis. He knows all the theory and he’s memorised every 
technique.

You’ll probably agree that unless his opponent double faults, Sam 
would be in danger of failing to win even one point and he almost 
certainly won’t win a single game, let alone a set or a match.

I’m also pretty sure that you’ll agree that the absolute best way for 
Sam to learn how to play tennis would be to hire Roger Federer 
to coach him, assuming that Sam could afford to do that, and 
to have Roger show him how to get the knowledge that’s in the 
book, into his own game.

And it’s the same with this book. Knowing the theory is a good 
start but it’s just that, a start. You now need to move forward.

In order to integrate the proven successful Leadsology® Model into 
your business you will need a coach/mental/guide who can teach 
you exactly how to do that. As mentioned earlier in this book, 
the reason is simply that there are so many subtleties to get right 
when it comes to building a Leadsology® Model that’s customised 
for your personality and your service and your marketplace.

And so if you want to work with me here are your options for 
working with me. Either of these ways will mean that I can “take 
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your hand” and walk with you step by step through process of 
bringing Leadsology® to life, in your life.

1.  You can work with me one on one

I love working with clients one on one but I have limited time 
available and so I need to be quite selective and you should also 
know that I’m quite expensive. But if you think that one on one 
work might be right for you please email support@leadsology.
guru and we can go from there.

2.  You can join my Leadsology® Program

While it’s very  unlikely that Sam could afford to hire Roger Feder-
er, it’s very  likely that you’ll be able to afford me.

Here’s why.

I’m on a mission to change the world, one business at a time. The 
way I see it, better businesses makes it possible to have a better 
lives and thereby to have a better world. And making a difference 
and leaving a legacy is important to me.

And so I want as many people as possible to be able to enjoy the 
security and satisfaction that’s made possible by bringing Leadsol-
ogy® to life.

And that’s why I created the Leadsology® Program: so I can make 
it affordable for YOU to benefit. And I’ve recently added cash flow 
payment options to make it even more affordable.
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Please note that the Leadsology® Program is not open all of the 
time. Once we have a full program we close if off so we can 
support the people who are on the Leadsology® journey.

Visit my website at www.leadsology.guru and if the program 
is not currently open then please leave your contact details and 
we’ll get back to you when it re-opens. 

And if it is open then sign up and I’ll look forward to meeting 
you personally online at our Q&A Coaching Call webinars and 
working with you step by step to bring the magic of Leadsology® 
to life, in  your life!
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ABOUT THE AUTHOR

Tom is a 59 year old serial entrepreneur who started his first busi-
ness at age 24 and has gone on to start and sell four others, taking 
two of them international. In that time he’s managed teams of 
over 100 people and annual revenue of more than 20 million.

Since 1995 Tom has dedicated himself as a 
full time professional to helping business 
owners to live a fulfilling personal and 
professional life whilst adding value to 
their clients and their own business.

At last count Tom’s programs have helped 
well over 2,000 business owners globally 
across 193 different industries to develop 

and grow their businesses. Many have gone on to add millions to 
their earnings and testimonials are viewable on his website and 
in the last part of this book.

Tom is a previously published author and has had his writings 
reprinted physically in 27 countries. He’s also shared internation-
al speaking platforms with the likes of Michael Gerber of E-Myth 
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fame, Richard Koch from the 80-20 Principle, Brian Tracey and 
many others.

On a personal note, Tom’s a New Zealander who many years ago 
moved to the Sunshine Coast of Queensland, Australia, which 
is also where he met his German wife. Locally they’re known as 
“the Kiwi and the Kraut”.

Tom and his wife have separate businesses but they work and live 
together in an idyllic setting next to the beach with their Border 
Collie dog, Monty. They have seven children and seven grand-
children and Tom says he loves them all dearly and that he’s 
equally joyous that none of them live with him anymore.
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