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and Book Buyers Improved Their Sales, Grew Their Businesses,
and Increased Profits and Cash Flow.



Dear Business Owner:
What you are about to read are hundreds of real-world, actual successful case studies | have helped engineer.

These are actual first-hand accounts of how various business people, professionals, salaried wage earners and
even housewives and students have used my ideas, principles, philosophies and strategies to impact their
businesses, lives and incomes.

I hope these case studies will animate your sense of how much really IS possible for you and your business. It
will also show you the scope, breadth and depth of the profit-boosting capability I can deliver to your business.
Feel free to read just one case study or all 900+ and let your creative juices run wild.

It is being shared with a very limited group of individuals whom | believe will appreciate, understand, become
empowered and gain motivation to action by studying the openness and candor these customers, clients and
attendees to past programs of mine share.

The manuscript is broken down into four parts:

Section One is a collection of summarized testimonials and case studies. These virtually everyone are familiar
with because | use them for incorporation in many of my promotional efforts. | began with these because you
probably have heard about them before

Section Two, which is quite frankly my favorite section, is a collection of randomly chosen, first-hand accounts
of very specific case studies from different people I have impacted. Of particular significance in this section is
the depth of explanation the respondents went into in their attempts at describing specific applications of my
various principles or strategies that they implemented.

I originally wrote asking people to document the actual "true to life" successes they had personally
experienced using my techniques. As appreciation for their effort, | offered a tape interview I'd done with
Anthony Robbins. The breadth and scope of what they wrote overwhelmed me. I think it will impress and
inspire you, also.

Section Three is a catch-all section that's a composite of other success stories that | thought might give you
some good ideas.

Finally, Section Four is a second-hand account of how other people have succeeded by following my
recommendations.

I hope you profit from reviewing this document and will return to the website and select one of the 3 doors
available to you to learn more about how I can help you radically change the outcome of your business.

Warmly,




R

ROBBINS RESEARCH INTERNATIONAL, INC.

March 16, 1994

Mr. Jay Abraham

Abraham Publishing

944 Indian Peak Road, #220
Rolling Hills Estates, CA 92074

Dear Jay,

I wanted to drop you a line to let you know how appreciative and thrilled 1 was
with your presentation during our Financial Mastery program.

Your ability to deliver outstanding value, your poise and apparent enjoyment of
Tony"s interaction during your presentation certainly added tremendous quality
to our program. The fact that your were besieged with requests, more so

any other speaker of our 34 speaker format, IS a testimony in rtelf.

Your flexibility and focus on delivering value to our program I know will be
enjoyed by our participants and customers for years to come. Many of our
participants have requested information as to how to get in touch with you,
please let me know the address and telephone number we should distribute if

YU SO Cesire.

I an truly honored to have your, Jeff"s and now Cristy"s association. My
compliments again on the beauty of your bride. | look forward to doing even

greater events with you in the re.
Thank you again,

Sincerely,

Michael T. Hutchison
Vice President

MTH:kem

9/91 Towne Centre Drive
Suite 600

San Diego, CA 92122
(619)535-9900

FAX (619) 535-1417



Michael D. Basch

What | have learmed about business success in 20 years, starting out as one of
the founders of Federal Express...then working my way down!!

Who 1 Admire. And — where to turn for help growing your
business in today"s relentlessly competitive marketplace.

Dear Colleague:

I was a founder and one of a handful of executives that started Federal Express - probably the most
successful start-up venture in Anerican business history.

In those early days, we raised over $85 million in capital, went from ZERO DOLLARS to One Billion Dollars
|? gc%n yéearsdand rom #279 to #1 In market share. Also, we were voted one of the ten best managed companies
of the decade.

I'm writing this letter to people who want more success, growth, profitability or competitive advantage for
(and from) their existing business. This letter is also intended for people who are struggling over how to
become more effective and innovative at what they"re doing.

Finally, it"s meant to show anyone willing to listen, how to exponentially expand their opportunities in hoth
action and thought, by making a quantum leap above your competition.

Bh/_telling you my own personal story, perhaps | can introduce you to a unique man and his unique _
philosophy and breakaway business strategy that helped me to exponentially grow my own latest business
venture. He explained why many of the things 1°d been doing or tried in the past hadn"t worked as well as |

expected.

I suspect that this same man could hel;l)_ you get closer to the vision of success you have for your business
also. 1"'m sure you"ll find my story worth listening to....

It starts out back in 1972 and ends right now, here, in 19941
I initially served as Senior Vice President of Sales and Customer Service when we started Federal Express.

Back then, Customer Service included purchasing trucks, hiring drivers, setting up "pick-up” and delivery
routes and areas, finding facilities and managing all ground activities. Believe me - I really can relate to the
challenges and problems you face daily as pilot of your own enterprise. My operation went from seven sales
people to over 300 people in all kinds of disciplines in the first 9 months we started operations.

Les{ch inl(,I thi_nk| my plight was any easier, better, different or more exciting than the road you"ve been traveling
- think again!

In those days we fought like mad, just like you probably do. We scurried for direction, good ideas, good
people, customers and capital.

Our_only constant was our endless pursuit to find out what our customers wanted (that the competition wasn"t
giving them) and give it to them better! I don"t honestly think most companies today understand how important
this awareness can be towards dominating a market or industry.

If you've never experienced rapid success and growth, you can"t imagine the excitement and challenge it
creates.

| was good at one-on-one sales — probably because I had such passion for the business | had helped found.
But when i1t came to marketing, p03|t|on|n%, influencing or persuading the entire marketplace to see and then
seize our advantage -- that required a totally different skill and ability. By the way, 1"ve come



to realize that marketing is a combination of edu_ca_tinlq ]your market while increasing demand for your
product or service. Few companies recognize this critical fact.

At first, the other stockholders wanted me to be Senior Marketing Officer of Federal Express. | can honestly
say one of the best things | did for Federal Express during those early years was to turn down that offer.

I think I can honestly say that Federal Express would not have succeeded without the help of a marketing
genius -- which is integral to the point I need to make about your company"s prospects for continued success

and growth, too!
Marketing Genius #1

The critical marketing job was given to one of the two marketing geniuses | have met in my life. A man
named Vince Pagan. Vince died about 10 years after we started Federal Express.

During those ten years, | had the good fortune of being able to work with Vince. Early on, for example,
Vince understood that the core buying motive of people who purchase package transportation services is to
"keep the boss off my back™ or the Flip side, "make me a hero In my boss® eyes."

None of our competitors understood this powerful nuance. 1°m not certain many of the founders fully
understood this fact, either. But boy, did Vince Pagan grasp its potency.

Federal Ex?ress' primary customers were not executives or even the people who benefited from fast, reliable
delivery. They were more often traffic manggers, clerks and secretaries. People who vere performing a buying
service for others who benefited. Their need and, therefore, the value we added, was not “on time delivery” as
everyone else assumed. It was credibility and fingertip access to the information.

First, this knowledge led to "Absolutely Positively Ovemnight.” Heavily advertised, this let the buyer know
that 1f they used Federal Express, they made the right decision. They couldn*t be faulted. They used the best.

Vince had an intuitive understanding of marketing that provided the direction for Federal Express® service
delivery system through today and into the future -- over 20 years since it started and 11 years after his death.



part sales expert, a brilliant idea generator, an astute strategist and innovator and an absolute mester at creating
competitive advantages for his clients.

You*ve E%robably read about him in publications like USA TODAY, Success Magazine, Entrei)reneur, The New_ York
Times, The Los Angeles Times, or Washington Post. He"s pretty audacious since he regularly charges clients a
mind-boggling $3,000 per hour for his advice.

Probably more amazing still are the thousands of seﬁarate business success stories the man's heIiJed engineer.
People like Tony Robbins, Tom HoBkl_ns and The W. Edwards Deming Training Organization all have used
his services. S0 too, have dominant businesses in over 100 separate Industries.

1°d heard a bit about Jay before but frankly never really given him or marketing much thought — until I re-
evaluated the key success factor | needed to ensure that my fourth attempt at a start-up succeeded massively.

That fourth business is my present consulting business. Wle started out with a bang -- and all was seemingly
well. One thing led to another and within a year | was at seven figures. But there was a problem. Qur
business was all emanating from two clients. And we were so busy servicing these clients we didn"t spend any
time whatsoever intelligently, strategically or productively marketing!

Two totally unexpected reversals in a row left us with -- you guessed It -- no husiness and no prospects.
Another painful lesson for me.

That"s when I sought out Jay Abraham.

we?'mé)gr | said that I have known two marketing geniuses in my entire life -- Vince Fagan was one. Jay is
r.

I guess I would define a marlgetingngenius_ as someone who has the ability to see through the cloud to the
obvm_ubsI "RE%%HL TagE)Iy the actions and specific tactics necessary to run mere "Potential™ into dollar-rendering,
tangible !

I can count the people I have known that I would consider geniuses on one hand. Vince, Jay, Fred Smith,
Federal Express® CEO, and Art Bass, Federal Express® president for five years.

So you can fully appreciate the magnitude of this statement, you should know that in my capacity as Senior
V.P. at Federal Express, | had the opportunity of rubbing shoulders with hundreds of very successful, very
wealthy and highly respected business leaders, entrepreneurs and venture capitalists. The four men 1"ve named |
consider true geniuses.

Every specialty has its superstars. Those people who clearly stand at the head of the pack. When you"re lucky
enough to work with them, Your own horizons are broadened, your vision gets expanded and your personal
potential grows exponentially.

Back to how I finally met Jay.

| had hired a marketing consultant to try and help me develop a marketing plan. All well enough.
However,_ after working with him awhile, he felt (to his %reat credit) that we needed a bolder, more
innovative approach than he could offer. He recommended | attend a boot camp conducted by Jay.

He told me about Jay"s ability to regularly put on seminars where 200 people paid $20,000 eachw}i1ust to
participate - and hundreds o peoBIe had their name on a waiting list. | figured that anyone who could make
$4,000,000 on one seminar had to be worth listening to.

Then I heard something even more amazing. Jay didn*t even deposit or keep attendees money until --and

unless they received full value long before they even attended his program. It seemed he*d prepared some

%gbellevattzledpre—attendance information that hundreds of people actually used to make huge profits - prior
even attending.

I have found out that one computer company made $643,000 from just one idea they got in Jay"s advanced
materials. A manager at Oracle Computers made her division an extra $400,000 in the three
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months before she attended. A manufacturing company made $850,000. A little video store tripled their
Vé?ek%nd rentals using one technique in Jay"s advanced material. I can go on for pages. But I think you get
e idea.

I Spent $25,000 on Jay*s Seminar

Jay stopped conducting his sold-out $20,000 proigrams and started holding smaller, more intimate
$25,000 ones. | had to experience one for myself.

Now by this time $25,000 was a lot of money for my little clientless and capital impaired fourth business to
consider. My business manager was totally against the expenditure.

But I knew Jay offered an obligation-free preview set of tapes and written material before you ever
committed a dime to him -- so | signed up and requested a set.

I listened to them intently and 1 decided to give one of his ideas a try. To make a fascinatin?_and fabulous
story short -- on the tapes, Jay taught me how to use risk reversal to compel virtually any qualified prospect
to commit to try out your product or service. No one in consulting had dared guarantee their results before -
- but Jay made such a compelling case for why it would work, 1 decided to b it.

At my next sales presentation to a group of business leaders, I merely said that, if I can™t put together a program
that produces an immediate and ongoing increase In customers and business, you don"t owe me a thing --

including the expenses.
That one twist produced four new clients from one presentation -- three for me, and one for Jay
Abraham.

I wes happy to have paid my money —- it came out of a small portion of the profits Jay"s advanced ideas had
earned me -- and | went to Los Angieles and attended his three-day program. My expectations were for two
or three more good strategies, but 1 got much more than that.

| learmed that the only thing that separates the super successful from the “also rans™ — is your mindset!

teaches le more workable, ible and profitable techniques and strategies than can probabl
?]qg%ly in mrggolpifetirres — hut \Ahattapleg teaches y%u about mindset 95 his true gitfetgof lem?hey P d

He teaches people all about optimal sucoess strategy — it"s getting the maxinum result in sales, benefit, goodwill,

productivity, profitability and residual value out of every action a company takes, every dollar they ,

?Vpr%ns Omm‘tself make, every hour they invest, every presentation they make and every opportunity ever
itself.

He teaches you how to become exponential in both thought and action. How to engineer quantum leaps in
growth, achieverent and profitability.

He shaws you how to outsell, outmarket, outposition, outmaneuver, outnegotiate, outservice and
outpromote or outadvertise everyone else you compete against.

I-ketefq(];cr;eswaNtoenjoymegamofbusimﬂssagain——or, for many, how to enjoy it for the first time iIn
yaur life.

He gives you competitive advantage. He cuts your costs while increasing your results.
He teaches you how to only pay for results, not potential, in everything your business does. | can go on for
Pages.

Jay Abraham has only one ob'!ective. Making his clients successful. He doesnt care whether you like him or
not as long as you're I. And success to him is measured in dollars — not potential!

Jay realizes that the secret to one”s suooess 1S their minoset. I you vant to be rich, don®t work hard, think like
a rich person. If you want to be successful in marketing, change the way you think. People don*t
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chani;e the way they think by somebody telllng them what they want to hear. Jay expands your mind
until you"re ready to change your mindse

| paid $25,000 to leam this man"s ideas and secrets, then | followed him to Australia for a month to watch him
in action with other entrepreneurs. Call me a glutton but 1 traveled to Los Angeles two more times to study

his methods -- the man is that knowledgegble.
I"ve seen him help chairman®s of half billion dollar financial conglomerates, then tum right around and help

a tiny start-p (et off to a profitzble start.

I"ve watched him grow service companies, manufacturing concerms, retailers, wholesalers, transportation firms
{1—1 small, medium — you name 1t; the principles this man teaches work wonders for anyone willing to work
en.

stKhstmally, he's unlike anyone else you ever listened to or leamed from. He teaches by example. He
IS point roug| real-world success story illustration. He makes the participants and attendees conduct
the program for themselves — this process is so poserful and effective 1t"1l literally blow your mind when you

experience it.

Speaking about experiences -- learmning how to grow your business directly under Jay Abraham 1s such an
nconparable process, the 1000 people he trained last year started referring to it as 'The Abraham

Experience."

WWhich — finally — brings me to the point of this letter. After seeing the profound and profitable impact Jay
could have on virtually any business, 1 persuaded him to conduct a specially priced, specially designed, three-
day program series for business owners, entrepreneurs, professionals and serious seekers of mdependence

A program that taught and explained his fundamental success principles and demonstrated them in action —
hut at a price you couldh™t afford to miss out on.

Remember -- Jay sold out five 200-person $15,000 programs. He sold out his $20,000 program, and he
filled all of his $25,000 strategy sessions — including the one I paid to attend.

Jay has agreed to hold a handful of $5000 special three-day long, four-part training sessions for qualified and
sincere husiness oaners.

Not only do you get three solid days of the man himself, you also get thousands of dollars in advance
pre-attendance material that's designed to make you a handisame profit — just like it did me — prior to
attending.

You get to network with hundreds of success-driven, like-minded business owners from all over the nation and
world and from dozens of different industries.

Their ideas and perspectives are worth a fortune by helping to shift and improve your mindset. Then Jay and
a hand-picked group of his colleagues will work with you by phone for twelve consecutive months to enhance
your success and achievements.

Better still, unless you get enormousli/ more than $5000 in cunulative value by 2:00 on Day Two of the
program, you can leave and receive a full retum of your program fee.

Also, to make it totally irresistible — JayW|II let you pay for the bulk of your attendance fee after rewm
home and start applying more of the concepts he teaches you -- the profits from which will more

the entire progran. Or —- 1f you prefer to brln? along a partrer, you can do so for free just by pre-paying me
fee up-front — with full refund pr|V|Ieges still protecting your investment.

Vvhy would Jay ee to do this when he's regularly filled $20,000 and $25,000 programs? These will be fun,
%reﬁ] ioeas will flow. rtunities ﬁalore will present thenselves trg%ay Joint ventures.
Clleths Acqm5|t|0ns and licensing deals aplenty will core to Jay. He likes that.

I"ve never written a letter this personal, revealing or laudatory before about anyore.
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Obviously, I believe Jay Abraham is a very special asset you should be exposed to.

He is the only living marketing genius | know to exist. He is one of four geniuses I°ve met and known in my
life. He's a man who taught me how to grow my own small business exponentially.

He_'g the only marketing genius you"ll ever meet who'll say, "If I don"t make you money, I don*t deserve to be
ml -II

Up until recently, the only way to access Jay was to pay him $3,000 an hour or $25,000 to attend his
program.

This letter is your formal Invitation and rtnity o three life-changing ad "husiness-altering'
days and nights v)v%w Jay for one-fifth the pr(iJggol pai(%/ spond E k

WWhy am I eagerly enthusiastic about a chance for you to access Jay when | paid five times more? It is a
drfferent program. But that probebly wouldn™t even matter to me.

Knowing how much Jay can help you, this is probably the best opportunity 1*ve ever seen for your
company to grow and prosper. 1 want to be part of It.

My close association with Jay will produce marketing ideas that should meke me millions of dollars. | expect
to forge profitable relationships and network with stimulating and successful “'self-made” entrepreneurs;
thus, opening up countless additional opportunities. Finally, | want to develop my mindset, marketing skill ad
%mtytgod:)rrt?ﬂgatetome\mmger leel then 1"m at nov — and | sense that this progran is the fastest way

I me .

My plans are to attend these upcoming programs; mostly as an observer —- but also to talk for 90 minutes or
S0 about the essence that made Federal Bxpress great and how to transfer those systers to your company.

Enclosed is a formal promotional piece on the program that"s upcoming. It gives you the flavor...tells you
what to expect and answers the questions you might have.

If the chance to grow your business exponentially without risk or obligation appeals to you - read the
promotion, call to reserve your seat, and receive the preview materials.

Finally...

Nightingale-Conant Corporation is the world®s largest and most influential personal development Bublisher_.
Among the nearly 200 authors whose work they publish are Tom Peters, Ken Blanchard, Tony Robbins, Brian
Tracy, Tom Hopkins, Deepak Chopra, Steven Covey, Earl Nightingale and Napoleon Hill.

They don"t even currently publish any of Jay Abraham®s work.

Yet both the President and his partner attended Jay"s three-day-long Mastermind Marketing Program not once
-- but twice. Once In November, then again in January. They sat through every hour of each 36-hour

experience.

Then they spent 20 hours privately interviewing Jay to see what made him tick and what made his
concepts produce such powerful results.

Even though Nightingale-Conant doesn"t publish Jay"s work, they recommended every business owner or
i)rofessmnal In their customer base try to attend Jay"s next Mastermind Program. More importantly, they told
Ive attendees that attendance was probably the best husiness investment attendees could ever make.

In the process of preparing to attend Jaxjs first Mastermind Program, Vic Conant made $900,000 off the pre-
attendance materials Jay sent to prepare him for the experience. Vic says they"ll make him millions more over
the next twelve months from what they learned.
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Inside is the actual letter Nightingale-Conant sent to their entire customer base. | encourage you to read it.
I personally talked with both Vic and Kevin McEneely at Jay*s last program. | know first-hand every word of

this letter 1s absolutety true.
There are few life changing experiences in one"s life. Jay Abraham is one.

Sincerely,

P.S.

Wihy else did I write this? Because most people in business today are operating without sufficient grounding,
preparation or understanding of their Pyrpose, the highest and best use of their time, ability or opﬁgrtunlty.
B{ this_I don"t mean they lack specialized training. Most are probably over-trained in the wrong things, but
ill-trained in marketing, innovation and a success-based mindset.

Most people I have met - and 17d include my former self in the category - fail to grasp the overall, Ion?—range
picture of what it can be -- what it should be like. They do not understand and appreciate the universally
applicable fundamentals of enduring success, the basic optimization philosophy, the endless profit and
opportunity implications and ramifications which are absolute essentials to becoming super-successful.

Only one man living I know can teach those things to entrepreneurs and professionals. Jay Abraham can
guide you to a richer, more fulfilling reward from your life investment in your business. Do read the
accompanying promotional offer and call to reserve your seat right now.
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_Victor Conant, President
Nightingale-Conant Corporation

Dear Special Customer

As President of the world"s largest, most influential personal development publisner, ve take our
reputation and mtegiflty quite seriously. We would never compramise or breach the trust and respect we've
painstakingly established with our customers.

That"s why | have rarely lent my name, let alone my corporation”s endorsement and recommendation, to

a;yonemmepasjc.lnadeanexoeptlmtomls licy two months ago when | sent out a strong endorsement

of marketing genius Jay Abraham and encourag custorers in business (or_ thinking about starting a

Eltqjsniess) to attend and participate in Jay"s I Mastermind Marketing Training program in Los
geles.

Before 1°d ever write such a ponerful letter | had to personally be convinced; so too did Kevin McEneely,
C.0.0. of our company and an accomplished marketer in his own FI%!’SZ. When Kevin and | first heard
about Jay, we were adnittedly intrigued. He"s become something of a hero to thousands of successful
entrepreneurs, business awners and professionals because of all the ways he®s helped them grow their
businesses and create greater wealth.

We*ve heard a lot about Jay from people in our own business — highly successful people we hoth greatly
adire and respect. Tony Robbins used Jay as his primary marketing ist for a critical business
challenge he was facing. Jay developed a strategy for Tony that not only made him $1.5 million in about
three months, but out produced the approach Tony*s company had previously used by over 300 percent.
Guthy-Renker, the infomercial people who produced Tony*s show and a dozen other successful television
infomercials, reqularly seek Jay*s advice and recommendations on growing their business.

Tom Hopkins not only turmed to Jay for marketing advice, he asked Jay to be the only person Tom hed
ever collaborated with before on a tape program.

Dozens and dozens of personal improvement, human performance and peak achievement experts have
tumed to Jay over the past few years to get their businesses going and growing again.

Success Magazine wrote a fabulous article about Jay that concludes, *...he may well be the
greatest marketing expert alive today."

So, Kevin NcEneely and I decided to leam more about this unusual man. The first thing we did was
research his press. Interestingly, he"s the only person we'd ever heard of who has had two separate feature
stones written about him in the Noney section of USA Today. He's also had major articles written in
Entrepreneur. Inc., the Los Angeles. Times, Washington Post. Chicago Sun Times and San Francisco
Chronicle to name a few. Oh, yes, The New York Times also.

None of these articles were negative. Even the Associated Press, a press syndicate noted for substartially
understating the significance of personalities in their articles, wote about Jay just 90 days ago. In that
article, John Cunniff (chief business analyst for A.P.) wrote "...he can succeed




where the Federal Government seems to have failed — in spurring business growth to
new heights. His 1deas can awaken small business (ownersg to enormous
possibilities for growth."

Kevin and 1 decided we had to know more, so we contacted Jay"s office and asked his staff to send us his

proprietary materials to read ad listen t0. | should point out that we sell tapes for $39-26 a set.

Jay"s meterials are o valugble he regﬂarlxgetspal $1&D—%(mforatamsetaﬁ$1(maoqwfor

ore of his special reports. Interestingly, his materials aren™t even profGﬁlonal y packaged. He just

records his seminars live and unedited and he writes doan his current thoughts on growing business,

%gcr%aglng sales and improving profits — and thousands of people seem to almost stand in line
r copies.

"Why?"* we asked. When we received our copies, the ansier becare clear.

His material is brilliat — not the conplex or theoretical-type “'generalized” mllosomy I"m told rra;y
conventional business experts confuse you with. Jay Abraham dellvers real world, "hands-on," highly
specific, ad extrerely clear... stepy-step eplanations of exactly hov to grow any business — and 1 do

mean any.

\le later leamed that Jay hes been influenced by some of the greatest innovators, marketing minds and
entrepreneurs of the century. He™s worked with, studied under or researched meny of the great business
achievers and entrepreneurial minds — and leamed how to corbine the key elemems of treir instinctual
brilliance into an arezingly sinple success systen that produces results whenever 1t gets properly

aoplied.

I know...1 know ... that"s an avfully poserful staterent for me to meke — but facts are facts. | know a
ot about talented ¢ experts and effective training methods fram the personal development authors e proudly
publish. But when |toorres seecifically, to grom ab.slressam increasing your botton-line profits,
Jay Abraham 1s in a class by himself. He hes persomally raﬂ:ednnredoommte&mstormcfnm
and women from virtually all walks of business life naklng amazing anounts of money and profit increases
then any one expert we ever heard about — and we know about virtually every legitinate business
d1ed<edexpert %ﬂ 0(aptd I honestly found his track record almost unbelievable aurselves, so we personally

WWhat we discovered truly inpected us.
practices doubled or tripled; of retai
thousands of dollars to their bottom line
mmmgralltolarge fortunes
Abraham™s advice and idess.

0K., we thought. Vie hed to see the man for ourselves. But first ve decided to persomally try out a few of
the 1deas vie got fram the tapes and written materials Jay"s office sent us. Wihen ve listened to the tapes,
alore, they dramatically dmged our thinking and expanded our horizons. le saw possibilities and
qomrnnltles where they*d never existed before. Within 6 months of trying out our first Jay Aorahan-
inspired idea, vie mede something close to $900,000! \lhen the first “little” idea someonedglves you
produces nearly a million dollar profit, you tend to take that man*s advice an
recommendations seriously.

p\l‘mt sbv\w we sent the letter encouraging you to attend a special training program Jay conducted in
ovember .

Both Kevin and | registered to attend and participate ourselves.

Ve found stories ... real-life sucoess stories of doctors whose

lers whose sales shot wp 40%; of wholesalers who added hundreds of
ine. Vle actually tal tocbzersofmallawdrredlunmtrqorermrs
(argetOLs IS saven figures or more) just by folloving Jay
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Here's what we experienced. First we met nearly 150 like-minded, success-driven business owners and
entrepreneurs who were committed to achievement and growth. They"d already taken an idea from nothing
and built a solid business -- now, they wanted to grow it to the next level of profitability and success.

Wle learned an enormous amount of ideas from these participants. You see part of the unique training
program Jay puts attendees through is a powerful masterminding/interactive process that forces you to open
your mind and absorb all the other ways of doing business, making money, selling, promoting,
prospecting, marketing or advertising that people outside your basic field have successfully learmed to do.
Once you are introduced to all these fresh new approaches, your horizons are raised many tunes over.

Jay has developed probably the most successful business growth and achievement process we"ve ever
studied. It actually encompasses four separate parts. Each part is critically interconnected to procuce the
enormous increases and profit gains people attending regularly achieve.

The first stage of Jay"s brilliant success achievement process starts with grounding you in his
fundamental belief systems, philosophies and hasic strateg;es on husiness, competition and customers —
before you attend his live training. Toward this end he sends you out literally $5,000 in priceless advice
and perspective-altering preparatory materials.

I know you think 1"m being hyperbolic with my adjectives but | assure you, 1*m not. Why? Because there
are dozens of documented stories of people using the Abraham materials to produce profits in the tens and
hundreds of thousands of dollars prior to ever attending the live portion of the program itself. A few cases
In point just to establish my own veracity on this subject....

As | mentioned, Kevin and I made $900,000 on the first idea we implemented. That idea came right out of
the preparatory materials Jay sends all program attendees. Michael Quinn used these materials to make
$643,000 profit before he ever met Jay in person. A division manager at Oracle Computers made $400,000
In about sSix weeks using just one idea she got from the advance materials. I could go on for pages but |
think you get the general idea. So advance tundamental grounding is Part One...

Part Two s the live 36-hour program where Jay personally leads you in an extraordinary three day journey
that precisely explains how to grow any business...why companies gain competitive advantage over
others...how to gain distinction for your company, product line or profit center...massive veins of winafall
profits just vaiting to be harvested for your business...the truth about how to sell, advertise, market,
pranote, negotiate with, persuade or influence any market -- and how to create an optimal success systenm
for your specific business situation that produces the maximum possible profits and success levels from the
minimum efforts, expense and risk.

This live training progran is totally interactive. There's extensive exarples, illustrations, questions, ansiers
and h|gh!¥_speC|_ I demonstrations to bring all Jay"s powerful principles to profitable application in your
oun specific business situation.

Remenber, 1 personally attended all three days with Kevin McEneely, and I assure you every word 1°ve
written is based on my own personal, first-hand experience.

Part Three is networking. In a nutshell, he brings together a few hundred people (each person ing

20 years, on average, experience and expertise) to concentrate all their conbined abllltly and intellect on

one another*s indiviaual problems, challenges and opportunities for three incredibly illuminating days

%r]ld nllglbtts. So many breakthroughs occur during this process | honestly can"t do It justice in
is letter
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But this is only Part Three. Along the way Jay carefully teaches each attendee the three simple, yet
infallible ways to grow any business and gets into all kinds of possibilities within each category - getting
various attendees to show their own successful past experience with each approach so you see first-hand
how real, doable and profitable these "little" shifts (or additions) in the way you conduct your business
can be on your bottom line.

Highest and Best Use of Your Time, Capital and Opportunity: Getting
Leverage on Yourself and Your Business

He then gets you to identify your own best options from all the success strategies he reveals and together
you forge your own optimal success strategy before you leave the program. Each day attendees
carefully determine and report the improved scenario and profit contribution they conservatively believe
each new strategy will add to their business. Attendees learn enormously from these specific Insights.

At the program | attended, Jay added an average annual profit boost of almost a quarter million dollars to
each person's business (some made less, but a lot made much more.) This is not_my opinion. Each
participant had to conservatively calculate - worst case, not hest -- what each specific idea and strategy Jay
taught them would mean to their bottom lines. Next, Jay made them cut their figures in half - then halve
them again to be absolutely realistic.

Then — each attendee stood up and documented not only their total figure -- but the actual actions they
would take to produce these impressive increases. The money-making business education we all got from
this process was enormous. It added a conservative $5 million to our bottom line -- if Kevin and | do the
things Jay taught us at the program.

Part Four Is forced success.” 1'm being a bit overt in my description but the effect is the same. You see
Jay knows from years of personal experience with private clients that, left to their oun devices, the vast
majority of people will only accomplish a small fraction of the potential he's taught them how to achieve.

So Jay added a brilliant addition to this trainin%qprogram. For one full year you get to participate on long
interactive group follow-up conference calls with Jay and other experts he invites for each call. These
calls are designed to force more discipline into your execution, to work individually with people who need
a bit of a push, and to develop breakthrough strategies. They are also to report and share success stories
so you will have a real "success model” to pattem your omn efforts after -- and help correct any problems
or mis-applications you may be making.

Quite honestly, If you participate on all 12 monthly follow-up consultation calls, it's virtually
impossible not to produce dramatic improvements.

We proudly publish some truly gifted personal development experts, most are my very good friends. I
admire them deeply. But Jay is different from a personal development expert He's an entrepreneur, an
idea man, a world-class husiness strategist and a marketing genius rolled up into one. He is un%Jestlonably
the most "husiness sawy'" real-world expert you"ll ever see in live action. He conbines a unique blend of
reality with highly specific and experiential “instruction.”

In other words, everything he does, teaches or illustrates is based on first-hand eéoeriences Jay"s had -

so he's able to illustrate and explain Issues and concepts to you in exact, clear and tangible methods you
can easily understand and act upon. Jay conbines strategy with tactical execution.
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We're told that many business and management experts present highly abstract, theoretical philosophy and
you're forced to fend for ?]/ourself. Jay teaches you exactly what to do. why to do it and when and where
~and most importantly how to execute for maximum profit with minimum risk.

This ability doesn't come cheaply, however. You might remember (from my first letter) that Jay normally
gets paid $3,000 per hour for his private advice. He usually participates in the profits, too, at up to 50
percent of the money his ideas and concepts produce. He's made himself, his clients and joint venture
partners millions.

But | doubt seriously that you would be comfortable paying Jay $3,000 per hour to teach you his secrets
and methods...a year of working with him privately would run you hundreds of thousands of dollars. |
personally think it's a very good investment — but | doubt if you can currently justify it.

That actually is the primary reason for me re-writing you a letter one final time.

Jay's November training program actually exceeded my own expectations by a huge margin. | know my
partner Kevin was impressed also. The head of a $500 million title company was there taking copious
notes. So too was one of the world's foremost commercial insurance agencies...as were some of the
greatest future achievers I've met.

Jay has two more programs currently scheduled. They're on June 3, 4, & 5 and a final one on August 12,
13, & 14— both in Los Angeles. | think you should seriously consider participating in one of these. In my
humble opinion, you should be there if:

* You currently run or manage any profit-motivated business or professional practice and you're not
living up to your full business potential.

* You'e starting to lose your edge and need a fresh new approach to give your business a distinctive advantage over the
competition.

* You want to have more joy, far more control, more financial and personal fulfillment out of your
business activities but don't quite know how to do it on your own.

* You want the enormous effort, investment and commitment you've made and are continuously making in the business
to pay off more handsomely.

¢ You recognize that good ideas properly acted on can be worth a small fortune to you and you're eager
to be taught as many breakthrough money-making or success building ideas as possible.

* You want business to be easier, more automatic than it has been lately.

You could really benefit from uncovering a $50,000 or $500,000 windfall profit within your
business.

¢ You've become far too wedded to tradition or single-minded in your thinking and know that a broadened, more "funnel
vision" (as opposed to tunnel vision) perspective can infuse you and your business with the shot in the arm it needs.

You could benefit greatly if you had a marketing genius watching over and advising you for the next
full year.

I've asked Jay to hold a block of places at his June and August upcoming training programs for you and
other Nightingale-Conant customers | feel should be there.
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how to market. Even fewer businesses understand why and how to innovate. Jay Abraham is a world-
class marketing expert but he's probably even better at iInnovating. He looks at business as a series of
marketing profit centers pulling together and cross-pollinating to produce massive profits.

He understands clearly all the viable ways you could improve or increase the success quotient of your
business and he explains this process in a simplified manner anybody can understand and believe in.

When Jay breaks down the three ways to grow a business and then walks you through your own best
application, it's virtually impossible to deny the impact these actions will have.

M% father originally published Earl Nightingale. Earl wrote a wonderful condensation of Napoleon Hill's
"Think and Grow Rich." In it he commented that the hand putting down the book at the end is a far
different, changed hand than the one that picked it up initially to read.

I'd say something similar about attending Jay Abraham's June or August Mastermind Training program.
The business owner who participates is a far wiser, more skilled marketer and innovator than the person

who walked into the room on Day One.
I've written you before about worthy people and products we publish.

But, I've never written you a letter this strong about someone we don't even publish. Frankly, growing a
business and increasing profits requires much more than personal development. It takes both a clear
understanding -- and the learned ability — to better capitalize on specific success factors overlooked by
almost everyone. This unhedged endorsement letter is mﬁ way of putting the full force and reputation of
Nightingale-Conant and my own personal credibility on the line to tell you something important ....

You can profit greatly by attending Jay Abraham's training program. | know my partner and | did. Read
the enclosed brochure.

Wed tgl_(len the liberty of reproducing a few of the articles about Jay to further evidence his professional
credibility.

P.P.S.
Tony Robbins said it best when he wrote these words about Jay Abraham...

"...some of the biggest entrepreneurial success stories of the last twenty years have
been masterminded by Jay Abraham.... When a man can take the same people... the
same company...the same efforts...the same expense...but by changing strategy and
approach produce ten times more results, is it any wonder | am signing my name to
this letter....I have personally recommended his weekend seminars to more than 500
people and he's gotten rave reviews....He helps you develo&_ldeas on how you can
Immediately increase your income, whether Iit's from your kitchen table or your
corporate boardroom...you'll be vastly rewarded for your efforts, | assure you."
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Why | Hate Jay Abraham

by Robert Ringer

Author of Looking Out for Number One, Winning Through Intimidation and Million-Dollar Habits

People have often asked me,
"Why did you refuse to talk to
marketing wizard Jay Abraham for
Six years?"

Right up to the time | began
writing this letter, 1 have never di-
vulged the answer to that question
to anyone but the late and great
advertising legend, Joe Karbo. In
case the name doesn't ring a bell
with you, Joe Karbo was the adver-
tising maverick who wrote the leg-
endary ad that is best remembered
for its even more legendary head-
line: THE LAZY MAN'S WAY TO
RICHES. The ad compellingly
described a paperback book whose
title was the same as the headline
of the ad. The book, of course, was
also written by Joe.

Joe Karbo was my mentor.
Without his teachings, | probably
never would have self-published
and marketed my three #l-best-
selling books, Winning Through In-
timidation, Looking Out For #1, and
Restoring the American Dream. He
taught me the tricks of the trade—
what makes a good headline, how
to write ad copy that keeps the
reader's attention, how to analyze
mail-order results—an education
that | could not have obtained had |
received ten marketing degrees
from the best universities in the
country.

When my first book was re-
jected by every publisher to whom

| submitted it, | decided to follow
in Joe's footsteps and publish the
book myself, then sell it through
direct marketing. When my book
climbed to the #1 position on The
New York Times Best-Seller List,
virtually no one realized that | had
not only published it myself, but
also orchestrated the entire mar-
keting campaign to promote it. In-
terestingly, Jay Abraham had also
been an early disciple of Joe
Karbo's. Well, a few days before
Joe died unexpectedly of a massive
heart attack about six years ago, |
spent Sunday afternoon at his
house, relaxing and exchanging
marketing tales.

At one point during our con-
versation. Jay Abraham's name
came up. Joe mumbled a couple of
unkind remarks about Jay, and |
said something like, "Oh, you, too?"
We started to compare notes on
this fellow Abraham, and agreed
that he definitely was not the
Abraham of biblical fame. Basi-
cally, Joe and I found that we had
similar gripes about this strange
humanoid from Palos Verdes.

The Sins of Abraham

Now, for the first time ever,
I'm going to reveal here the sum
and substance of our conversation
about Jay Abraham.

(1) Joe and I both felt that Jay

was irresponsible. He would often
promise to get something to you,
then be days late without even
calling to let you know there would
be a delay.

(2) Jay was arrogant. Henever
put on a suit or sportcoat (let alone a
tie), wore sandals (with no socks) no
matter whom he was meeting
with, and insisted that all meetings
be held at his palatial home.

(3) Joe and I also agreed that
Jay was immature. He refused to
allow anything to get in the way of
his daily exercising and other non-
business activities.

(4) Finally, we both thought
that Jay was rude. He was always
in a hurry, usually interrupting a
caller with, "I've got to run; I'm
late for a consultation,”" or some-
thing to that effect.

What was really weird, though,
was that Jay also displayed an un-
common capacity for Kindness,
sensitivity, and compassion, which
made him, without gquestion, one
of the most peculiar people | had
ever met. He was, and is, the ulti-
mate human enigma.

Above all, however, he's per-
sistent. Thus, over the years Jay
sent me an endless string of letters
apologizing for the now-forgotten
sin that prompted me to cut off
communication with him, in addi-
tion to trying to call me about a
d_ogen times during that same pe-
riod.



About a year ago, | finally re-
lented. 1 don"t know whether it
was temporary insanity on
part, or that | had matured and
becore a more flexible, more
forgiving person.

Abraham, the Mad
Genius

Whatever the reason, I'm glad
| relented, because as I've come to
know Jay, | have a better under-
standing of why he acts the way he
does. Put simply, Jay is a mad
genius. He is to marketing what
Einstein was to physics, what
Freud was to psychology, what
Beethoven was to music. These
kind of men have no time for nice-
ties, for protocol, for normal human
activities. Such things only ¢et in
the vay of their creativity ad their
obsession with their work.

When | finally came to recog-
nize that Jay"s real sin ves that he
was a genius-a marketing ge-
nius-l was able to view him In a
whole rew light. He isn"t arrogant,

immature,or  rude. He's just
totally  immersed in  his
passion-making  products and

services more profitable through
ingenious marketing campaigns. |
still don"t think he realizes that
he doesn"t wear socks! )

As to his not getting material
to people when promised, the reason
is now clear. It's a by-product of
the demands on his time. Jay
overbooks, which ! dislike in-
tensely. 1 personally think he
would be better off if he"d take on
less work. But Jay 1is
hopelessly  greedy-not  for
money, but for every challenge
that comes his way. He's an
insatiable teacher, and had he not
found out that he could make millions
at his profession, 1 hoestly believe
that he would do it just for the
sheer challenge.

AH of which brings me to to-
day-and this endorsement.

If you'll note, the headlire at
the top of the first pege Is written in
the present tense. It says, "WHY |
HATE JAY ABRAHAM."'

So what*s my problem now?
Frakly, | feel like the koala bear in
the Qantas commercials on TV.
Honesty compels me to admit that
now that 1 know Jay, he's a
charming, loveble, almost cartoon-
like character. But he still irritates
me.

Why? Because he makes ev-
erything look so easy. 1"11 not be
modest: When it comes to mar-
keting. 1"'m not exactly chopped
liver. 1'm not shy at all about tell-
ing you that Fortune magazine did
a three—paf;e article on my mar-
keting exploits, entitled "Robert
Ringer"s Wlnning Streak." The
article heralded the fact that | hed
published five books in a row (i.e.,
books other than my oawn) that |
succeeded iIn marketing to best-
seller status on The New York Times
ad other major best-seller listsa
first in publishing history. About
the same time, The Wall Street
Joumal also ren a frontpege story
on my marketing exploits.

But the sad truth is that when it
comes 1o marketing, Jay runs circles
around me-in his bare feet, yet!
Jay Abraham comes up with more
great marketing ideas in five min-
utes than | come up with in a
month. Now that I've had the
opporlunity to get to know him on

personal basis, 1'm
dumbfounded at his idea-a-
minute mind. Jay is not human;
he*s a marketing machine that
never stops.

Iffothat §ounds hu%t:il]e on my
part, forget it. It's ing more
than begrudging honesty.

Abraham, the Scientist

I"d like to explain the primary
difference between Jay and | be-
cause, quite frankly, to confront it
is like a catharsis for me. It drove
me nuts for more than six months
util 1 finally fiqured it aut.

I an to marketing what Glenn
Campbell 1s to music. Glenn plays
the quitar by ear; | write ad oopy by
“ear.” | have a knack for writing ad
copy that grabs people®s attention.

It hes served me vell, but that™s the
extent of my marketing skills.

Jay Aoraham is a totally differ-
ent_animal. Jay Abraham is scien-
tific. Jay Abraham is a maestro.
Jay Abraham writes his ad copy-
ad copy that has made people lit-
erally millions of dollars oer the
years-with a scientific
approach.  Every word is
carefully thought out, every coma
carefully placed. All past ads are
intensely  scrutinized under an

"Abrascope,” and their results
studied in the most scientific
fashion imegineble.

But writing ad copy is only a
small part of what Jay Abraham is
all about. He isn"t a copywriter;
he"s a marketing man. More spe-
cifically-and 1 can"t emphasize it
enough times-Jay Abraham is a
marketing genius.

Jay 1s also an idea mechire. He
doesn™t try to win your approval;
in fact, | think hes dblivious to
such things. His style is to interro-
gate you. If you're more inter-
ested in having your ego assuaged
than in making money, you
probebly wouldn™t  like Jay's
style. You hae to understand
that Jay doesn't see  his
interrogation as offensive; he is

merely  fascinated with  your
marketing problem.
Abraham, the Obsessed

In fact, he's dosessed. He nust
solve your marketing problem; he
must make you money.
Personally, I beliee that to fail
o db s0 would be a blow to his ego
that he could not tolerate. He's
received S0 much adulation fram
grateful clients oer the years, so
mny words of praise from
contemporaries, that his
situation is analogous to a pitcher
who"s in the midst of throwing a
no-hitter. The pressure constantly
builds; he feels as though he aan't
afford one slip. Heaven forbid he
should fail to produce spectacular
results for someone. He might be
viewed as a mere mortal! And the
track record he has mastered is
literally astonishing.

But me? While Jay is working



his marketing miracles for fifteen
or twenty businessmen and women
simultaneously, | labor away at a
tortoise's pace, developing one
(hopefully) great marketing cam-
paign every year or So.

| tell you, | hate Jay Abraham.
Shortly after | had reinstated my
relationship with Jay, | wrote what
| thought to be the ultimate
mailpiece. | was getting ready to
call my broker in the south of France
to have him start looking for a villa
for me—which | would obviously
be able to afford soon after the re-
sults of my mailing piece began
coming in—but, just for good luck, |
thought I'd have Jay take a look at
my work of art before sending it to
press.

| told him in advance that it
was a dynamite mailpiece, and that |
was sure hed love it. | went to his
house, had him read it, and
then...the dreaded silence. He put
down my masterpiece, looked at
me with an uncomfortable expres-
sion on his face, and said, "Do you
want the truth, or do you want me
to make you feel good?" (To fully
appreciate this story, you have to
understand that Jay thinks that I'm
an absolutely great ad writer. Also,
his ego aside, he gets a vicarious
thrill out of seeing other marketers
and ad writers turn out successful
mailpieces and ads. It's in his
blood.)

Obviously, 1 wanted the truth.
And the truth was, "If you send
this mailpiece out, | personally
believe that you're going to be
devastated.” My first impulse was
to light a match to his beard, but |
controlled myself. | asked him to
tear the piece apart sentence by
sentence, and he kindly obliged
me. When he was finished, | real-
ized just how right he had been. |
had allowed myself to get caught
in one of the oldest copywriter
traps—falling in love with my own
words—and had written a lot of
very interesting copy that con-
tained absolutely none of the nec-
essary ingredients of a good sales
piece.

In an hour or so, Jay gave me
about a hundred suggestions on
how to change the ad, most of which |
adopted. The bottom line is that it
turned out to be an extremely suc-
cessful mailpiece, and there's no
doubt in my mind that it was, in-
deed, headed for disaster prior to
my obtaining Jay's input Jay does
the same "emergency" quick-fix
"marketing-dectomies” for faulty
sales pitches, promotional cam-
paigns, and impotent business
sales strategies, as well

The Misconceptions of the
Business World According
to Abraham

Jay has often told me that he
never ceases to be amazed at the
commonality of misconceptions
that small businessmen and women
harbor. They must all be going to
the same wrong seminars or read-
ing the same wrong business books.
Below I'm going to briefly discuss
what Jay considers to be some of
the worst, and most common,
misconceptions that business
people have—particularly owners
of small and medium-sized busi-
nesses. If you heed what he says,
and take action, | think you'll be
pleasantly surprised at the results.

By the way, | want to be right
up front with you and tell you that |
am, at heart, a marketing oriented
entrepreneur, so | personally am
biased toward Jay's opinions in this
area. On the other hand. | have
good reason to be biased,
because my own modest efforts
have produced millions of dollars in
results in  situations  where
Establishment types have told me
thﬁt a product or service wouldn't
sell.

Misconception No. 1: Having
the best product or service
guarantees success.

This belief has frustrated more
good business people than just
about anything else | know of. And
with good reason: It simply isn't

true!

For example, Jay is convinced
that some of the best books ever
written have not been read by more
than a handful of people. (I totally
agree, because | have personally
read many such books.) He is
convinced that some of the best
products ever made have failed in
the marketplace. He is convinced
that some of the greatest services
ever offered have gone unnoticed
by the general public.

Obviously, by now you can
guess why this is so. It's because
they simply weren't marketed at
all. What a tragedy.

One of Jay Abraham's stron-
gest convictions about the business
world is: If you're in business—
any business—you have to also
be in the marketing business. Jay
firmly believes that marketing is
what separates the good product
from the good product. Marketing
is what separates the good service
from the good service. What he
means is that, all other things being
equal, marketing is the difference.
Either you get into the marketing
business, or your business gets left
in the marketing dust of your
competitors.

A very astute friend of mine
(an attorney) passed along an in-
teresting observation to me about a
year ago. He said that in observing
all of the businesses he had done
work for over the years, almost
without exception he noted the
following:

Every business that was not
marketing driven, no matter how
good its products or services and
no matter how well managed it
was, had either gone broke or
struggled to keep its head above
water.

On the other hand, every
business that was marketing
driven, no matter how inferior its
products or services and no matter
how poorly managed it was, was
successful almost without fail.

| realize that business people
with quality products or services,
but little or no marketing strategy,



will probably bristle at the above
statements, but I'm merely passing
along the comments of an intelli-
gent, conservative observer who's
been involved with hundreds of
businesses over the years.

| do hasten to add that, in my
opinion, companies with low quality
products or services will ulti-
mately fail. However, I'm just as
certain that companies that do pro-
duce quality products and services,
but are weak in marketing, will
rarely succeed. Certainly, such
companies can nhever hope to
sc:atch the surface of their poten-
tial.

Of course, as my attorney
friend pointed out, the biggest suc-
cesses of all come from companies
who have good products or ser-
vices, good management, and are
marketing driven. He didn't need
to sell me on this point, because
I've been marketing oriented since
my youth. But 1 thought it was a
fascinating comment, particularly
because it came from a staid, play-
it-by-the-book, conservative attor-
ney, and certainly worth passing
along to you to reflect on.

The bottom line is this: Get it
out of your head that you can suc-
ceed just because you have the best
product or service. You can't. A
good product or service is a pre-
requisite. But there are lots of good
products and services around. If
you're in business—any kind of
business—make sure you're also
in the marketing business.

Misconception No. 2:
Concentrate on keeping costs
down as though cost cutting

were an end-all, be-all

First of all, Jay has always
viewed good people, equipment,
and outside experts not as
expenses, but as moneymaking
tools.

He feels that if they don't make
you money, you shouldn't use
them. | myself subscribe to this
philosophy, which is why | always
get the best personnel money can
buy, the best equipment money can

buy, and the best experts money
can buy.

If you're obsessed with keep-
ing your overhead down, think of
it this way: If your overhead is
$10,000 a month and your sales
$5,000 a month, your overhead is
way too high. But if your
overhead is $100,000 a month and
your sales are $300,000 a month,
your overhead (though ten times
higher than the overhead in the first
example) is amazingly low!

Which leads to this obvious
question: Why does everyone
work so hard at slashing overhead?
Why not concentrate on increasing
sales instead?

Common sense dictates that the
more cash you bring in the front
door every month, the less likely
you are to have cash flow problems,
and the better position you'll be in
to solve your other business prob-
lems.

It puzzles me that so few
businessmen and women seem to
be able to grasp this simple concept. |
can only theorize that it's a result of
people being taught from an early age
to be overly cautious, to avoid risks
at all costs, to take what ap-pears to
be the safest way out. And that's
just exactly how I've seen many
overhead slashers end up— out!

In point of fact, the biggest
danger of all is failing to take ac-
tion—i.e., stagnating.

Inaction virtually guarantees a
business failure.

Don't allow yourself to get
called out on strikes with the mar-
keting bat on your shoulder.

That's what | love about Jay
Abraham. His whole orientation is
toward increasing sales.

And he usually accomplishes
this objective without increasing a
company's overhead or advertis-
ing budget.

Best of all, he himself doesn't
cost anything, because he gets paid
out of increased profits.

Misconception No. 3: It's
difficult for a small business

to raise money without giving
away the store.

Not so. Jay Abraham was the
first person to make me realize that
the easiest and least expensive way
to raise money is by "re-deploy-
ing" your own assets.

In other words, what Jay does
better than any other human being
on the globe is take what you al-
ready have and use it to generate
cash flon—quickly.

Why pay for money, or give
away part of your business, if you
can generate additional cash within
your own company’?

I'm convinced beyond doubt
that not one out of a thousand
business people understands this
concept

But once you understand it,
you'll feel as though you've struck
the motherlode. | know, because
I've done it time and again myself.
And Jay Abraham has done it lit-
erally hundreds of times.

It's a phenomenon that you
have to personally experience to
fully appreciate.

When you observe Jay put to-
gether a marketing campaign for
you virtually overnight, then wit-
ness, with your own eyes, the cash
pouring into your coffers within a
few months (sometimes within
weeks), it's enough to make a
grown man salivate.

Remember: From sales comes
cash, and from marketing comes
sales. Who needs investors or
partners?

Misconception No. 4: Only
big companies can afford to
advertise, market or promote.

A more accurate statement
would be that only big companies
can afford high-priced, Madison-
Avenue-type ad agencies that don't
get paid on the basis of results.

Instead, the big ad agencies get
their up-front costs covered, they
get paid just for placing ads, and
they almost never have to produce
mail-order results to earn their fees.



The reality is that most big
advertising firms could never
make it if they had to depend upon
direct-mail results to earn their
keep.

The truth of the matter, how-
ever, is that a small or medium-
sized business cannot afford not to
advertise or market

But it's imperative that a small
businessman or woman avoid
high-priced, no-guaranteed-
results ad agencies as surely as he
or she must avoid fee-building,
deal-killing attorneys.

Either one can bankrupt you.

That's one of the things that
most impresses me about Jay
Abraham.

He gets no up-front fees.

He receives no "agency dis-
counts” (read “commissions™) for
placing ads. He asks for no re-
tainer.

Jay gets paid on the increase in
profits that he actually produces
for you. That spells "C-O-N-F-I-D-
E-N-C-E"

When (and if) he makes you a
dollar, he gets paid a quarter. If he
doesn't perform, he doesn't get
paid.

| strongly suggest that you
never hire an ad agency or marketing
person who is not willing to be
compensated on the basis of re-
sults.

So long as you stick to the
Abraham "prove-it-or-pay-noth-
ing" approach, you'll always be in
a no-risk position—and there's no
way you can beat that kind of deal.

Misconception No. 5: During
bad economic times, it's an
inefficient use of resources to

invest in marketing.

Again, I'm biased, because I've
proven to my own satisfaction that
this is totally fallacious thinking. |
have often said that, to a great ex-
tent, | attribute the success of my
first #1 -bestselling book to the fact
that the country was in the midst of
its worst recession since World War
Il.

While everyone was pulling in
their horns, | was bombarding the
nation with a marketing blitzkrieg
that seemed to be without compe-
tition. | believe that our country is
in for some very rough economic
times ahead (mainly as a result of a
badly bloated national debt), and,
though | wish economic chaos
could be avoided, | also see this
inevitable scenario as a marketer's
dream.

He who knows how to stretch
his marketing dollars in the coming
bad times will almost surely leave
the competition in his wake.

Abraham, the Cash-
Row Machine

You know, I've met many
people who have read "business
management books like In Search
of Excellence, but are still in search
of cash. Truly, we live in an upside-
down world. You can bet your life
that not one of those trendy busi-
ness authors has been on the firing
line, day in and day out, like Jay
Abraham—and certainly none of
them has come close to producing
the consistent results that he has.

In less than twenty years, Jay
Abraham has developed more than
200 distinct "Abrahaming"” strate-
gies. (Since only Jay Abraham does
what he does, | think if s appropriate
to differentiate it from “normal”
marketing.)

Jay has produced phenomenal
results for major magazines, large
brokerage firms, billion-dollar in-
surance companies, mutual funds,
and commodities companies, to
name but a few.

But his magic works just as
well, if not better, for small and
medium-sized business. One of
Jay's favorite lines says it all: The
main thing is not the size of the
business, but rather the size of the
potential.”

I wish | had enough room in
this letter to list every Abraham
success, but that would make it so
thick that 1'd probably have to ship
it to you in a wooden crate.

Of course, new success stories
are in the process of being written
every day as small, medium, and
large businesses continue to apply
Abrahaming to their cash-flow
needs.

The businessman of whom |
am most in awe is the one who can
afford to be without the
Abrahaming advice of Jay
Abraham. | haven't met such an
individual yet, but, if | ever do, |
know that heil have to own the
world's only perfect business.

The Teachings of
Abraham

As | mentioned earlier in this
letter, Jay Abraham is a teacher. |
don't want to pass over that point
lightly, because | personally believe
that it is his obsession with teach-
ing that is at the heart of his un-
heard-of string of Abrahaming
SUCCESSES.

(1 have never known anyone
to be unhappy with Jay's perfor-
mance. As incredible as that
statement may sound, | can assure
you that if s true. | have known
several people who have become
very irritated with Jay, but every
single one of those people readily
acknowledges his unique ability
to produce sensational results.)

The reason that | want to delve
more deeply into the teaching as-
pect of Jay Abraham is that 1 have
never known another consultant
who tries to teach his clients every
thing that he knows. Most con-
sultants guard their occupational
"secrets" zealously. Their ultimate
nightmare is that a client will learn
too much and then won't need their
services anymore. (Attorneys, of
course, are the classic example of
this paranoia.)

Not so with Jay. Jay wants
you to know everything about
Abrahaming that he knows. That
will become apparent to you the
first time you speak with him.
There are many reasons for his
unique philosophy about educat-



ing his clients, aside and apart from
his innate urge to teach. These
include:

(1) He is value-for-value ori-
ented, more so than any person |
have ever known. His whole ap-
proach to business is to give the
client so much more than he expects
that he will be happy to pay Jay his
percentage of the profits.

(2) Jay feels that the more a
client understands his concepts, the
easier it will be to work with him,
the more likely he will be to adopt
Jay's suggestions, and the better
the chances for success. Thus, the
first thing that Jay wants to do is
teach you as much as possible about
everything that he knows.

(3) Finally, Jay is one of those
rare people who realizes that the
person who is always learning, al-
ways improving, always moving
forward, doesn’t need to worry
about others discovering his se-
crets. In other words, while Jay is
teaching you what he already
knows, he himself is learning about
new ideas, strategies, and tech-
niques through his dealing with
others. This is a natural result of
his working with all kinds of
businesses, day in and day out—
continually asking questions, test-
ing, and studying.

Jay teaches you things like:

e How to increase your cash
flow many times over, without in-
creasing your advertising budget.

e How to make money from
ex-customers.

* How to generate cash flow
from other businesses' customer
lists, with them providing both the
capital and the labor to do it!

* How to "upsell” customers to
higher and higher ticket items.

e How to find many hidden
cash-flow opportunities in your
business that you would never have
thought of.

e How to set up non-com-
petitive joint ventures with other
companies who would like access
to your customer list, with you
maintaining 100% control of the
deals and receiving a big chunk of

the profits.
« And on..and on...and
on—the list is infinite.

The Cautions of
Abraham

I've gone out on a limb here in
singing the praises of a man whose
talents irritate me greatly, so | want
to be certain not to lead you down
a primrose path. Thus, 1 want to
pass along to you a few words of
caution that Jay has expounded
upon many times.

First, Jay will teach you any-
thing he knows, without hesita-
tion. But he's impatient. He will
not assuage your ego. He will not
tell you what you want to hear. He
will tell you what he really be-
lieves—quickly and candidly. He
has no interest in being your "yes"
man or your psychiatrist. His
main objective is to make both you
and him lots of money—aquickly,
ethically, and with as little risk as
possible to either of you.

Second,notwithstanding what
| told you about my attorney-
friend's observations about mar-
keting-driven companies. Jay will
not deal with you unless he is
convinced that you have a quality
product or service that is a definite
benefit to your customers.

Third, you must be able to
handle a dramatic increase in sales
almost overnight. If Jay agrees to
apply Abrahaming to your product
or service, he expects you to be
geared up to handle the increased
business. This is a common prob-
lem for neophytes in the direct-
marketing arena. Jay asks for
nothing up front, so you can un-
derstand why, when he produces
results, he expects to get paid to the
fullest extent possible.

Fourth, you must have an open
mind. If you want conventional,
dollar-wasting advertising mar-
keting or sales promotion, hire a
dollar-wasting advertising firm.
There are plenty of them around
who will be happy to take your

money—and teach you nothing. As
| said, earlier, Abrahaming is a
whole different ball game. To say
Jay is a maverick is almost an un-
derstatement. If you can't handle
being unique, don't play in Jay's
pen.

Lastly, don't contact Jay unless
you are either the owner of your
own business or are the person who
can make the final decisions re-
garding your company's
marketing plans. If you're the
kind of individual who has the
capacity to tune into the strategies
and techniques of Jay Abraham,

this point needs no further
explanation.
The Abridged Abraham

I've covered a lot in this letter,
so | think it would be helpful to
summarize what Jay Abraham is
all about.

1. Jay Abraham is a strange,
eccentric character who definitely
marches to a different drummer
than anyone else in the marketing
game—at least on this planet.

2. Jay Abraham is a market-
ing genius with a track record that
is unreal. He has never had a dis-
satisfied client Never!

3. Jay Abraham often comes
across as arrogant and impatient,
but he is, in point of fact, kind,
sensitive, and compassionate—
sometimes to a fault. He's simply
thinking on a different plane than
you and I—a different dimension.

4. Jay Abraham continually
comes up with more unique, work-
able ideas in a shorter period of
time than any other marketing per-
son alive. Congress should declare
him to be one of our great natural
resources.

5. Jay Abraham's approach to
marketing is scientific. He doesn't
guess; he studies, analyzes, and
tests. He learns everything he
possibly can about any product or
service he markets, as well as the
results of his marketing.

6. Jay Abraham is obsessed
with solving marketing problems.
He views your marketing problem



as a personal challenge to his ge-
nius. That's why he always finds a
profitable solution.

7. Jay Abraham adamantly
believes that the secret to operating
a successful business is not to con-
centrate on slashing overhead to
the bone, but on increasing sales
on a cost-efficient basis. He's
proven conclusively that his
philosophy works.

8. Jay Abraham, likewise, be-
lieves that the least expensive way
to raise cash for your business is
through increased sales, brought
about through increased dosages
of "Abrahaming."”

9. Jay Abraham believes that
no matter how good a product or
service may be, it will not reach a
fraction of its potential without
sound marketing.

10.Jay Abraham believes that
no company, especially small and
medium-sized companies, can af-
ford not to advertise or market.

11. Jay Abraham believes that
an advertising firm or marketing
consultant should be paid only on
the basis of results. To say the least,
his viewpoint does not endear him
to most of the people in the adver-
tising and marketing industry.

12.Jay Abraham firmly be-
lieves that in a bad economy,
marketing efforts should be in-
creased rather than decreased. He
is convinced that during the com-
ing bad times, the vast majority of
businesses will make the classic
mistake of cutting back on adver-
tising, which will leave virtually an
open field for opportunistic, re-
sourceful marketers.

13. Jay Abraham believes in
teaching his clients everything that
he himself knows, because he feels
that it makes the profit potential
for both the client and himself much
greater. Therefore, he compulsively
teaches clients in an effort to make
them as self-sufficient as
possible. His theory is that the
more successful they are as a result
of his teachings, the more they will
want to learn new ideas, strategies,
and techniques from him in the

future.

14. Jay Abraham has an impec-
cable reputation for honesty and
integrity, and he is the ultimate
value for value entrepreneur. His
objective is to always make the
client feel as though he has received
far more than he paid for—espe-
cially since Jay's compensation
comes only from the increased
profits he produces.

In all my years as a best-sell-
ing author and speaker, I've never
written a letter of endorsement
like this. When you have a name
that people respect, giving any kind
of endorsement can be a risky
proposition, let alone writing a
whole letter about someone.

Not only is this the first time
that I've ever written such a letter,
but it undoubtedly will be the last.
I'm willing to make an exception in
Jay Abraham's case because I've
had the opportunity to work with
him so closely over the past year.
In addition, I've viewed him from
the worst possible side, and have
been able to find justifiable reasons
for actions that | once found to be
intolerable.

| feel comfortable in writing
this letter because Jay Abraham has
earned "A's" in all the areas that |
consider to be important: He fol-
lows my own value for value phi-
losophy to the extreme; he thinks
long term in his dealings with
others, a rarity in a world filled
with short-term, gratification-ori-
ented people; he is honest almost
to a fault; he seeks remuneration
for his remarkable talents based
only on results—i.e., increased
profits; and no one that | know of
has ever been dissatisfied with his
performance.

Hmmm...you know, the more
| think about it, | really do hate Jay
Abraham.

Now, here's my word of cau-
tion to you: If you want to enlist
Jay's amazing marketing talents,
make sure that you have a firm
understanding with him ahead of
time regarding scheduling. He is
busy—very busy—because, obvi-

ously, he is in great demand. And,
as | said, he has an obsession to
both teach people and solve their
marketing problems.

Jay won't like what | just said,
but if I'm going to give him an
almost unlimited recommendation, |
want you to be totally informed of
the facts. No matter how brilliant
Jay is, no matter how much money
he can make for you, if he exacer-
bates or irritates you to the point
where you become fed up dealing
with him, it's going to reflect on
me.

Jay is charming, he really is.
He just takes on too much work. So
discuss his availability in detail
with him ahead of time so there is
no misunderstanding.

With the above caveat having
been added, | feel comfortable that
everything | have said in this letter
is 100% accurate.

Now you'll have to excuse me
while 1 go back to laboring away at
working on my one big marketing
success for the year. In my next life, |
dream of coming back as Jay
Abraham—without a beard, with-
out compulsions, and with socks
and shoes.

Yours in Abrahaming,

ROBERT J. RINGER



| Paid This Genius $2 Million

by James Cook

President and CEQO, Investment Rarities, Incorporated

Over an eight-year period, my
company, Investment Rarities, Inc.,
paid California marketing con-
sultant, Jay Abraham, well over $2
million. You may already have
heard of Jay. He's well known for
his newsletter. Your Marketing Ge-
nius at Work, for which well over
5,000 business owners have paid
$500 to receive just 18 issues.

Among other things, he's also
been chiefly responsible for build-
ing up subscriptions for many of
the major financial newsletter
publishers. If you've ever sub-
scribed to The Ruff Times, Personal
Finance, Doug Casey, Tax Avoid-
ance Digest, Gary North, Predictions,
World Money Analyst, Silver & Gold
Report, you're undoubtedly familiar
with Jay Abraham's work.

| met Jay ten years ago when he
twisted my arm into a marketing
consulting agreement. Back then,
our sales were but a few hundred-
thousand dollars annually, and we
had less than ten employees. Since
teaming up with Jay, our sales
climbed to $500 million a year. And
our small company zoomed to 250
employees.

Here is exactly what we paid
Jay in profit shares (over the years)
taken directly from his 1099 form:

In Year 1 -$85,500 In
Year 2 -$178,500 In
Year 3 - $188,361

In Year 4-$96,952 In
Year5-$385,199 In
Year 6- $332,169 In
Year 7 -$668,519

We don't throw our money
around. So how can | justify these
enormous payments for marketing
help? Frankly, I've been criticized
for it. But, the truth is, the money
we paid Jay came from the in-
creased profits he generated for us.

What's more, he taught me the
basics of marketing. He taught my
staff as well. He devised brilliant
marketing concepts, programs and
strategies that brought us new
customers, and made us grow. He
developed marketing techniques
that helped make us dominant in
our industry.

Oddly enough, it didn't take
that many hours of his time. He
mostly consulted with us over the
telephone.

Jay Starts Out With
The Basics

One of the first things Jay
taught me was the value of a cus-
tomer. They are the best source of
new or additional business. We
developed marketing programs
that generated orders and reorders
from our customer base. We vir-
tually doubled our business by

capitalizing on our present cus-
tomers.

The fact that the customers are a
great source of business probably
seems obvious to you. It is true that
some of the things that Jay teaches
are basic and fundamental. | call
his instructions "re-learning”. He
causes you to relearn elementary
marketing concepts. Most of us in
business already know quite a bit
about marketing. However, | don't
believe we truly learn or under-
stand a thing until we've done it or
experienced it.

Jay causes you to implement
these fundamental strategies.
When you make these ideas work,
you master them in a way that you
never can by simply reading about
them.

Not that all of Jay's marketing
savvy is rudimentary; he devises
unique and sophisticated strategies
as wWell. He not only uses marketing
to build sales, he also solves prob-
lems with marketing techniques.

A few years ago, for example,
we sold a product that had a high
percentage of customer returns. We
were always issuing refund checks
for this product. Jay is an expert at
what he calls "post-purchase dis-
sonance" otherwise known as
buyer's remorse. He devised a
small, written note that went into
each shipping package and virtu-
ally eliminated returns for this



product. We saved over $1 million
with this simple, little technique.

What Can Jay Abraham
Do For You?

I believe that Jay Abraham can
literally turn your business around
and make it explode. He can make
a company such as yours busier
than they have ever been before.

I wouldn't write this endorse-
ment if | hadn't experienced these
things for myself.

He can show you how to over-
whelm your competition and make
your business into an industry
leader. He can launch your com-
pany on a cycle of dizzying growth
and swelling profit. He can bring
you success beyond your wildest
dreams and teach you the market-
ing lessons that allow you to take
your business as far as you wish.

| don't care if you're a small,
start-up company or a giant enter-
prise, the things you can learn from
Jay can be crucial to your future
SUCCESS.

Best of all, he's willing to do it
for you strictly on a contingency
basis where you pay him only if
(?fnd after) his work for you pays
off.

And, then all he asks is that
you pay him a quarter for every
dollar he earns you.

| don't know of any other pro-
fessional, consultant or real-life
expert who's willing or able to work
strictly on a "share-of-the-profits"
basis.

His Work For Others Is
Equally As Impressive

| have seen what Jay Abraham
has done for others. In the financial
newsletter business, he has been a
force to reckon with. His early re-
newal programs made tens of
millions of dollars for newsletter
publishers. He made $400,000, for
example, in nine months for one,
small newsletter alone. He took a
number of newsletters that couldn't

even break even on their subscrip-
tion solicitations and brought in
523,000 new subscribers for them—
at a tremendous, upfront profit.

His Track Record Is
Quite Impressive

Jay has counseled and helped
a wide variety of commercial ven-
tures. In the past twenty years, he's
helped contribute to some of the
greatest overnight success stories
you'll ever read about

He has an uncanny knack for
making people a lot of money.

He even took a small chain of
faltering restaurants and taught the
owner a simple mailing strategy
that resulted in an immediate and
startling upturn in the amount of
new customers coming in to eat.

Jay Abraham can give you im-
mediate,almost instantly profitable
marketing advice. | want to re-
emphasize that my own reputa-
tion goes on the line when | recom-
mend someone and so does the
reputation of my firm. It's not
something that | take lightly or
have ever done before.

Nor will I probably ever do it
again.

What You Will Learn
From Jay Abraham

One of the first of many things
that Jay taught me was how to test.
You must advertise and you must
advertise effectively. To do this,
you must try many things to find
out what works. None of these
things needs to be expensive to
start. Small ads, small mailings,
brief commercials. Jay will tell you
exactly what to do and how to
measure the results before you
spend a lot of money on them.

He believes that advertising
must translate into immediate
business or it has failed. In other
words, you should earn a profitable
return on your dollars invested in
advertising. He is death on institu-
tional-type ads.

He wants results—and ads that
always pay for themselves.

In my business, we need leads
for our investment brokers to call.
This lead-generation can be ex-
pensive, sometimes $10-50 per lead.
Jay devised a mailing piece for us
that accomplishes two things: it
sells one of our expensive products
at a profit and the profit from this
sale pays for the mailing. Conse-
quently, we get customer names
for the brokers to call at no cost.
Our leads are free. Last year Jay
used this concept to produce 60,000
prime leads for us cost-free!

However, we tested many
mailing and advertising concepts
before we came up with the one
that worked. You test inexpensively
until you find something that works
and then you roll it out in a big
way.

Jay's Marketing Abilities
Are Enormous

Another concept Jay teaches is
back-ending; the art of multiplying
the profit options of a product or
service. He teaches you how to re-
deploy your assets. He tailors spe-
cific advertising strategies and
teaches you lessons that improve
your results.

He can "clue you in" on mar-
keting and joint-ventures, per in-
quiry ads, free publicity, triangu-
lating, ad barter, gratis
advertising, co-opadvertising,
licensing and ad leveraging. He
teaches how to upsell, resell and
cross-sell your customers. He
suggests powerful direct mail
strategies and space ads that work.

He enhances the perceived
value of your product or service.
He gets the customers' "hot button™
pushed. He can take your business,
analyze it and in short order, de-
velop dozens of specific instruc-
tions that'll work immediately to
increase sales and boost profits
dramatically.

Here are just a few more things
he did for my company. Rather



than just sell investments, he de-
veloped a marketing philosophy
of educating the customer. In other
words, do something nice for the
prospective customers to educate
or inform them and they will be-
come clients.

We sent out special, high-quality
investment reports. We inter-
viewed dozens of investment ex-
perts and published the results in
booklets. We made two deals to
specially reprint books and inter-
esting articles that we gave away.

We even bought unsold books
from publishers and mailed them
out. We sent out 20,000 copies of
one financial best-seller that we
bought for $1 per copy. Our cus-
tomers loved us for it and they
responded in droves and we made
over $1 million on this one simple
concept alone! | still have a file of
letters from customers thanking us
for the wonderful book.

Jay engineered an amazing
number of marketing deals for us.
He got us over $1 million in adver-
tising co-op money from people
whose products we sold. He ar-
ranged third-party endorsements
that brought in thousands of new
customers. He got us T.V. advertis-
ing that we didn't pay for until the
leads and responses came in. He
even arranged to trade a luxury
automobile | owned for three
months of T.V. ads that resulted in a
net savings of $100,000 on our
advertising expenses. Is it any
wonder that | enthusiastically en-
dorse him and give you my un-
qualified assurance that his mar-
keting talents are immense?

How can you benefit the most
from the sage advice of Mr. Jay
Abraham without risking a cent or
spending any money?

The Most Extraordinary
Performance-Based
Proposition You'll Ever Be
Made

Jay Abraham works with cli-
ents on a purely profit-sharing ba-

sis. If your firm qualifies... and Jay
accepts you, he will personally
maximize and develop all the
programming and marketing
strategies your firm requires. Then
he'll implement all the specific
tactics that you'll need to put to
work to produce the kind of profit
results 1 talked about in this letter.

And, Jay will personally man-
age all your marketing activities.

In exchange for that, all he asks
in return is your willingness to
share with him a portion of every
dollar in increased profits his con-
cepts produce for you and then-he
only wants to be paid when (and
after) you've profited from the
money his efforts produce for you.

Surprisingly, most of this work
can be done for you by Jay over the
telephone. In the eight years we
worked with Jay, | think I only met
with him three times total. As |
have explained, Jay is experienced
and adroit enough to perform his
consultation services via telephone,
FAX and Federal Express.

In the conversations he shares
with you, daily and weekly, he will
equip you with the necessary
marketing weapons and strategies
to get your company moving.

No matter how complex, spe-
cialized or unusual your business,
Jay prides himself on his ability to
prescribe the necessary marketing
strategies to get the business moving
and ring up substantial profits.
Some people have referred to him
as a "marketing genius" while
others have called him the "wiz-
ard”. | think it is safe to say you
will recognize his brilliance as he
directs you to take the necessary
steps to ensure the success of your
venture.

More importantly, your bot-
tom line will probably swell if Jay
Abraham accepts you as his client.

| think it's also worth mention-
ing that Jay's definition of market-
ing extends to the broadest, possible
terms. He has counseled me on
subjects as diverse as acquisitions
and divestitures. | sold off two
separate companies because he

convinced me their potential was
limited. He was right.

Make no mistake about it; Jay
Abraham elevates marketing and
individualized instruction of those
skills to a level of awareness and
widespread usefulness that can
only be described as breath takingly
breakthrough. 1 know personally
that he is a marketing genius and
that his greatest success in terms of
his personal fortune and his na-
tional recognition is still to come.

You should become a part of
this success. Mark my words,
someday soon Jay will stop making
his clients wealthier than he is and
start owning the businesses him-
self. When that day comes, you'll
no longer be able to get him to
work for you for any price, unless
of course you're selling him your
business. | urge you to get his help
now if you qualify and talk to him.
If you do, you will know instantly
that what I've told you in this letter
is 100% correct. More importantly,
you'll have equipped yourself with
the marketing power that ensures
your company's future prosperity.

One Final Point — It
May Be Important

In case you're wondering why
I'm writing such a glowing en-
dorsement on behalf of a man who
no longer works with us, the answer
is quite simple; Jay normally takes
on a client for a maximum of two to
three years. He doubled the time
he spent with our company as a
consideration to our friendship.
During that time he taught me
virtually everything he knew
without withholding a single,
solitary technique or philosophy.
He built my company to a leader in
its field. He created 145,000 cus-
tomers for me. He made us S25
million in one year. And, he taught
my whole staff how to sustain the
marketing programming he per-
fected. The least 1 can do is repay
his gift to me by touting his abilities
in this glowing endorsment. ¢



Super Marketing by America's
Super Marketeer

by Howard Ruff Editor, The Ruff Times and President, The Ruff
Companies and Main Street Alliance

As author of the largest-selling
financial book of all time and
someone who built his financial
newsletter to the largest circula-
tion in America —and who worked
closely with Jay Abraham to do it
— Howard Ruff is supremely
qualified to grill this marketing
master on his concepts, methods

and mindset.
* * %

HR: It took me three years after |
first met Jay Abraham to recognize
his genius. Frankly, at first he
turned me off. The reasons, in
retrospect are hilarious.

First, because | consider myself
such a good marketer, my ego
sometimes pprevents me from rec-
ognizing that virtue in others, but
th%l problems weren't just on my
end.

When | first went to Jay's home
in Palos Verdes, California on a
cliff overlooking the Pacific, |
found him hanging upside down
like a bat from some contraption
that was supposed to improve his
health.

He sleeps like a bat, too, going
to bed at 4:00 a.m. and sleeping
until noon, probably because his
brain is still compulsively racing
when you and | are pooping out.

Not only that, he's a fitness freak
who works out two hours a day —
but at the same time seems to sub-
sist on gallons of Diet Coke and

buckets of popcorn.

If you think that's strange, four
years ago he refused to come and
see me because he was afraid to fly. |
had to go to him. But last March
when | was having breakfast at a
hotel in Hong Kong, | looked up
and there he was. He had sud-
denly decided to no longer be afraid
to fly, and promptly took a vaca-
tion trip to Singapore, Bangkok and
Hong Kong.

He's obsessed with cars and
buys and sells Porsches, Rolls
Royces and Mercedes like you or |
might change socks.

Worst of all, each time | saw
him, he spent the first hour telling
me how wonderful he was.

You can understand why it
took me a while to wade through
all this to recognize his extraordi-
nary gifts, but his work for others
was so wildly profitable, 1 decided
to get to know him.

I was finally forced to surren-
der to the fact that Jay Abraham is
an honest, loveable, eccentric, un-
orthodox genius the likes of whom
1 will probably never meet again.

Once | accepted that fact, he
made me millions. 1 paid Jay
Abraham $600,000 in one year be-
cause he made me $2 million, and
all the money 1 paid him came out
of the profits he produced for me.

He is an authentic marketing
genius— free thinking, wildly cre-

ative and totally uninhibited.
Much of what 1 know about
marketing today | learned from
him.
» »»

HR: Let me ask you to do for
yourself what you teach clients to
do. Sell me your services as a mar-
keting consultant. What describes
Jay Abraham in one short para-
graph?

JA: | can do it in a sentence. |
teach companies how to reclaim
hidden assets they already have
spent money on, how to turn them
into windfall profits, how to per-
petuate those profits into steady
income streams, and how to put
zeros on the end of their income
which puts two zeros on the value
of a business.

HR: That seems obvious, but every
businessman doing advertising or
sales is struggling to be more
efficient. How do you do it?

JA: It's very simple. You learn to
experimentally test all sorts of ideas
and let the market tell you. You
don't tell the marketplace.

HR: That's an interesting com-
ment — "You dont tell the market-
place.” Do most businessmen try
to tell the marketplace rather than
listening to what it wants?

JA: Most businessmen build



their businesses like rudderless
boats. They don"t distinguish
themselves. They don't_give the
marketplace any definitive reason
for patronizing them, and they
don"t ask the market what it wants,
not only in terms of products and
services, hut what want_in the
perception of value and berefit.

HR: Give me a case history.

JA: For example, nobody tests
prices. You're a great example of
testing. A few years ago, didn"t
% test $69 against $79 and find

pulled three or four times nore
subscribers than $79?

HR: Yes. We constantly test
pr_li:es and headlines in our direct
mail.

JA: We have found in countless
experiments that every business
has unl%gedynamlcs. You must
test all variables, hut you will
fid that, for whatever resson, dif-
ferent products and services will
have optimun prices. If 1}lou don"t
experiment, you won"t find that
aut.

HR: Can you give me more spe-
cifics on testing?

JA: 1 _had a client who sold gold
and silver_on a bank-financed le-
verage basis. They ran ads in The
M#? Street Journal with headlines
that said: "Two-Thirds Bank Fi-
nancing on Silver and Gold." The
ads vere only marginally effective.
| asked them if they had tried dif-
ferent headlines and they said
llno'll

__liith this client, | tested three
different headlines. It took me all
of 20 minutes. Three weeks later,
we found one headline out-pro-
duced the others by 500% with the
same identical bod coi) . The
same $5,000 spent in The Wall Street
Jourmal, instead of producin

$60,000 in sales, produced $250,

in les! )

I #ust changed the headline to
say "It Gold Is Selling For $300 an
Ounce, Send Us Just $100 an
Ounce And Well Buy You All The
Gold You Want."

Al I did was rearticulate the

claim more graphically so an in-
vestor could really get excited.

HR: What"s the underlying prin-
ciple?

JA: The principle is that if you
don"t test different ways of pre-
senting your proposition, not in
jJust headlines hut copge Packages,
prices, etc., you may osing as
much as 21 times the profits, the
number of customers you can resell

, the prospects coming in.

HR: Do most businesses do a bad
Job of exploiting the good will of
their customers?

JA: 9% of businesses don"t un-
derstand that objective. They don't
know how to ethically exploit their
customer potential. They under-
stand very little about how to bring
them in honestly, and they don"t
know what to do once they get
them. )

I taught ore client hov to meke
more off his cometitor than
he made for himself.

He was _generating leads for
office e&glpr_nent. Every time he
mailed 1,000 pieces of direct mail 1t
cost him 5%1,_000 and brf%ughgl%og%
response-50 inquiries for $1,000.
Of those 50 inquiries he_would el
10%, or 5 le, meaning he did
not sell 45 of them. Until he met
me, he just kept sending out 1,000
letters for $1,000, selling 5 more
people and discarding the pros-
pects. 1 told him, "Your goal is
ethically exploit every opportunity
in all these prospects and custon-
ers

First, | had him figure out why
the other 45 people didn™t buy from
him. We identified some as "tire-
kickers," but most of them didn"t

for one of three reasons. Either
(a) his product or service was too
expensive, too complex or too in-
timidating; or (b) It was not so-
ﬁblstlcated enough for_them; or (c)

is sales personnel irritated the
customers. _ )

That didn"t mean they didn"t
want to buy office products. It just
mean the was unable to sell to them.

If he could convey these prospects
to his competitors, those whose
products or services were what
these people wanted, they could
sell to many of them.

He reluctantly allowed me to
prove the point. We made a deal.
e got half of the profit from the
sales his competitors made. He
made more money off the people
geddldn't sell on the ones he

id.

HR: 1°ve noted over the years
that most of your ideas seem
absurdly simple and obvious. And
I have two reactions. | %yam
myself, "Wy didn"t I think of that?"
And, "Why should IOPay him for
this simple 1dea?" Of course, the
obvious ansier is becasse | didh't
thik of it and You did. The
solutions are usually simple.

JA: They all are. It"s not high-
tech.

HR: Jay, give me some more ex-
amples of some techniques you®ll
be teaching-ones you have used
with other businesses.

JA: Okay,here"s one that's
made tens of millions of collars
for my clients and a million for re.
I one young psychiatrist
from $500,000 to $2 million in one
year with this simple concept. |
persueced him to give the patient
the first consultation free, and tell
all te referring  doctors,
psychologists_and schools that he
didn"t fee! it was appropriate for
him to charge $140 or $150 the first
visit, knowing (1) mo_st_BgopIe the
first time are very inhibited, and
it takes them half of the first
session t open w; and (2) he
needed to decide whether he could
really help them. So he "risk-
reversed,” which | teach everyone.
Doing only that, referrals started
coming in by droves.

HR: By risk reversal, you mean
placing the risk on the seller instead
of the buyer?

JA: Yes. 9% of the businesses
Jay the risk on the poor customer. |
teach my clients how to always



assure 100% of the risk, by a no-
strings, money-back guarantee.
Then there®s no impediment to a
positive decision. Even though a
certain number of people will, in
fact, ask for their money back, It S0
increases sales that refunds don™t
matter.

HR: But it still comes back to
quality of proouct or service. Good
marketing will not cover schlock.

JA: No. We can get a lot of
people through the front door, but
they"ll leave through the back
door because they"ll be on to us.
That"s foolish when [the whole idea
Is ] annuitize the revenue and
create an ongoing strean of income.
1 did a project with another
newsletter that had a certain
number of re-funds. 1 developed
a program where each refund
check was accompanied by an
acknowledgement that we had
screned wp. But we offered other
products, services or publications
at a generous discount. For every
$,000 in refunds, we made a net of
$25,000. People don't take advan-
tage. Trtl)g i:eléstolr}ew thn%e—bg%;
ing to ; "re mad,
%ust want to be acknowledged. And
you say, "'Yes, we did something

wrong, and heres how we"ll meke
it better. Ad by the vay..." Just
by offering sorething else, you can
ustally meke a profit.

You know those
"infomercials,” those half-hour
comercials that are on all night
on cable? The producers found out
that when people call in, 406 will
always buy twice as much if they
Just offer it to them. 40%, just by
offering it to them.

Virtually no one in business
realizes how much persuasive
power you have over your cus-
tomer 1If yau just exrcie It
They"re begging to be led. They're
prime when they"re interfacing with
you, at your point of purchese, at
the counter, on the phore or by
mail. Just offer them altematives
that are larger ad better, or last
loger. You'll  automatically
enhance the profit per sale and/or
the nurber of sales.

HR: Can you train someone who
desn't hae your years of husiness
experience to do this?

JA: I"11 give you an example that
is so easily confirmed it"s unbe-
lieveble.

e did a program for a video
store. Most people who buy video

players are enraptured for the first
three months and rent promiscu-
ously until they hit their saturation
level. Then you and 4,000 other
customers of that video store all
wait for the day when the four new
releases come out. The first few
people get them. Everyone else is
exasperated, so they leave, prob-
ably renting nothing.

e got a video store to hire a
young man to watch every
"sleeper" in the store - the old
stuff that was just gathering dust.
Then when people started to leave
empty-handed, he would say,
"There are three really wonderful
slegpers that few people hae ever
seen. They had a limited produc-
tion and advertising budget, hut
they"re excellent. Vthy don™t you
take them, and if you don"t hike
them, they're free.” Since It's a
risk-reversal, 50% of the people
took 1t. 0% of those paid for it.

What 1 teach is so disamingly

logical.
HR: You've demonstrated that
with me over the years, and it's
been much appreciated. Thank
you a million, Jay!

JA: Thanks, Howard.



Profit Doctor Treats Businesses
Suffering From a Weak Economy

by Larry Spears

Former Managing Editor, The Los Angeles Times Business Syndicate, and Managing Editor of a
Times-Mirror daily in Orange County, CA

Ak a r man for a recom-
mendation, and you'll get an editorial
every time. That's exactly what hap-
pened when former Managing Editor
of The Los Angeles Times Syndi-
cate, Larry Spears wrote this 'letter of
reference’ for Jay Abraham.

In fact, Spears was so pleased with
the article when it was finished,he
sent it out to over a hundred local
dailies across the country.

Jay Abraham has never spent
so much as a day inside a medical
school, yet his record for treating
ailing patients is among the best in
America. While that may sound
more like a scenario for potential
malpractice than a cause for boast-

ing, it's not. The reason?
Abraham's patients aren't people
— they're businesses.

Jay Abraham, you seg, is sort of
a "profit doctor" — a specialist in
helping businesses make more
money.

As such, he provides a full
spectrum of "medical treatments™
—ranging from post-natal care for
fledgling companies having a tough
time getting started in corporate
life to rehabilitative therapy for
older firms suffering the pains of
faltering sales in a slowing business
climate. And, with the U.S.
economy in a recession, there's been

a growing demand for his services
in recent months.

A lot of people have been call-
ing him lately, desperately search-
ing for ways to keep their busi-
nesses going strong during the
slowdown that's occuring. They're
seeing a fall-off in responses to their
marketing efforts, a drop in the
number of new prospects their ads
are attracting and an overall decline
in their sales. They don't know
what to do—and they're extremely
worried.

So how does Abraham deal
with worries these business op-
erators are bringing to him? Well,
while it's not quite a case of "take
two aspirin and call me in the
morning," it's almost that simple!

"lronically,"” Abraham ex-
plains, "most of the people who
call me are searching for some
complex, high tech, almost mystical
solution to the problems they see
developing. What they get from me
is really low-tech, back-to-basics stuff
that works."

"What | do is not about magical
answers or high-tech solutions.
Rather, it's about a lot of disarm-
ingly obvious, common-sense
concepts that produce really big
results. These concepts are logical,
they're pragmatic, they're irrefut-
able, yet only one business in a
hundred really understands and
faithfully uses them."

For example, Abraham says
there are at least 15 things you can
do to keep your business going and
growing during a recessionary
economy — things virtually guar-
anteed to keep patronage high and
profits flowing. The first—and,he
claims, the most important — is to
start with what you already have.

"The first thing | tell every client
| consult with, regardless of the
type of business they're in, is to
identify and start conscientiously
and strategically working their
current and past customer lists,"
says Abraham. "A business spends
hundreds or even thousands of
dollars to initially locate, court and
close a single new customer—and
then they forget to go back and re-
sell him over and over again, which
is quite easy to do. Instead, they
spend another bundle of money to
run more ads, send out more
mailings or make more sales calls,
seeking another new customer.”

"Why bother? Once you've
developed a customer—assuming
your product and service satisfied
him — you already have direct
access to the most cost-effective
and lucrative source of future
business there is."

It seems like such a basic thing
—and it is. Yet, Abraham contends,
the vast majority of businesses don't
do it, nor do they employ any of the
other strategies on his list of sur-



vival technigues, most of which
are equally simple.

"l spend a lot of time dealing
with what | call the Eureka factor,"”
Abraham says. "Someone will
come in all worked up over per-
ceived problems, and Il calmly sit
here and start outlining these very
simple things that they're not doing
to help themselves. Invariably, its
like a light comes on somewhere
inside their head. Their eyes get
wide and they say, 'Eureka, why
didn't I think of that?"

In spite of the Eureka factor,
very few of Abraham's clients seem
to resent the relatively simplistic
advice he hands out Why?
Because it works — and his list of
satisfied clients proves it

Over the past 15 vyears.
Abraham has consulted with
owners, presidents, sales managers
and marketing directors from more
than 2,000 companies in 165 separate
industries, ranging in size from a
neighborhood grocery store in a
rural town of 17,000 to timber and
paper-products  giant \Weyerhauser
Co. In addition, he's advised more
than a thousand entrepreneurs and
professionals in fields as diverse as
insurance, psychiatry, rare coins,
employment services (for chefs, no
less) and powver lifting (that's right,
the kind involving barbells, weights
and bulging biceps).

Obviously, Abraham doesn't
claim that every one of his consul-
tations has been a total success. In
fact, he admits his presentations to
Weyerhauser and several other
large corporations were less than
well received.

"Most big companies have a
corporate posture, and my phi-
losophy doesn't mesh with it,” he
explains. "Most corporate bu-
reaucracies want a specific market-

ing strategy they can rush out and
implement —and | don't have a
preconceived strategy. | believe in
asking the market what it wants
and then developing a strategy
based on that. My strength is
knowing what questions to ask the
marketplace, and then listening to
the market's reply. | don't believe
in trying to tell the market what it
should do — and big companies
find that very frustrating."

With those exceptions, though, a
very high percentage of people
have emerged from their meetings
with Abraham more than content
with his advice — which is fairly
remarkable considering his base
fee for a one-hour consultation is
$2,000!

But surprisingly, Abraham
prefers not to work on a flat-fee
basis. Following one of the prin-
ciples he advises his clients to adopt
with their own customers,
Abraham believes in "reversing the
risk." In other words, he likes to
work on a contingency basis —
explaining his techniques, helping
his clients implement them—and
then sharing generously in the
added profits his concepts generate.

"The large majority of my cli-
ents have typically been solid en-
trepreneurs with good ideas, or
people with sound businesses but
not much cash,” Abraham says.
This type of approach appeals to
them because I'm forced to
husband their resources while fully
leveraging their resources.”

_If the clients business doesn't
improve, Abraham makes nothing —

but, if his advice pays off, producing

a big jump in the client's profits—
Abraham reaps a reward that makes
look

his $2,000-an-hour flat fee
miserly by comparison.
How much is such a deal i

worth? Abraham says the amounts
vary too much to accurately give
an average dollar figure. How-
ever, he does note that he has made
as much as $25 million in a single
year—and as much as $500,000 in
just one month — strictly off his
contingency and joint-venture
projects.

Describing himself as an
"ethical opportunist,” Abraham
says he also recommends the con-
tingency approach when he en-
counters companies or individuals
who are, as he puts it, "succeeding
in spite of themselves."

"There are people in this country
who have such a valid concept that
the market responds to them in
spite of inept or non-existent
marketing efforts,” Abraham says.
"There are companies that tend to
be what | call 'marketing illiterate.’
In other words, their products or
services are so good they're making
a million dollars a year without
really trying. What they don't re-
alize is that they should really be
making $10 million. Come to me
with a business like that, and I'll
work like the devil to make a lot of
money for both of us."

"Regardless of the industry,
regardless of the company, there
are certain immutable principles
that can be applied to produce
success,” he says, "and helping
people recognize and apply those
principles in their own business is
what | do best.”

In other words, just as a
medical doctor examines different
patients, recognizes symptoms and

provides the appropriate
treatment, Profit Doctor Jay
Abraham  looks at  various
businesses, evaluates their

condition and prescribes what's
needed to cure their ills and keep
their bottom lines healthy. ¢



George R. Culp

H.W. Culp Lumber Co. The "Breakthrough™ Drying Sytem
New London, NC, 28127 704-463-7311

Dear Jay,

I*m embarrassed. Actually I think red-faced and ashamed would be more appropriate.

I"ve promised you, (and myself), for months on end, even all the way to a year ago, that I would
sit down and chronicle in a clear, specific, concise, and to-the-point manner.....

...... exactly what | learned from you......exactly how I have utilized, implemented, and
taylored to my own situation, your various concepts...... and most importantly of all, a precision,
accounting of the inmense multitude of benefits that I, (and others), are enjoying both in
financial and psychic compensation -

- 1t"s in the millions. Seven figures. Really, 1t is.

Once more Jay, I do apologize for the delay. As my penance 11l try and go, as you®ve
taught me, the extra - extra mile. Here goes.

Background -
My greatest success has been with the marketing of my kiln drying schools. As you know, 1'm

In the lumber business and that "kiln drying of lurber” is an integral part of the process of lumber
manufacturing.

You may recall that we had a conversation some years ago shortly after my attendance at your
Februrary 1990, Protege/Mentor week long training.

And In that conversation you sensed my need to quickly verify and implement your concepts,
and as well through your unique still of inquisition like questioning you made It instantly obvious to
me that 1 had expertise - easily demonstrable and verifiable - that my like minded co-sawmillers may be
willing to pay for.

As novice at marketing as one could be, I gave i1t shot. In May 1990,1 held my first
training. Results - $50,000 net profit before taxes.

Since then Jay, | have gone on to host a total of 6 training programs, all at my own plant site.
To add, 1 also raised my price from an initial school cost of $1350/Corp. to $25,000/corp. All

totalled, net profits before taxes of $597,000.00. Free, found dollars.



A good testimonial, and 1"m happy for certain, but there was for sure a marketing method to my
madness. (Believe me, 1t didn"t just fall out of the sky.)

For the moment I would like to cover the most significant marketing concepts and the
implementation process of them, all of which I learned from you.

* Redeploying hidden assets - Jay, just the mere discovery alone that | had knowledge that
others would be willing to pay for was a major marketing move for me. | had already gone to all the
huge effort and expense to discover my technological concepts, so to take a small amount of extra
effort to market them, (small in relation to the “discovery” effort), and to lay them out for
instruction purposes was indeed a logical next step.

I was taking a previously "hidden" intellectual asset that was making money for me alone, and
turned i1t in to a real live, honest to goodness, profit producer simply by the passing along of it to
others who could use in their own operations.

* Leverage - | have found the "leverage™ principle to be at the heart of everything.
X in (normally) = X out, or X in (can) = 10 X out

* The whole "'school" 1dea 1s a leveraging of my own knowledge and efforts.
Utilizing my experiential realizations and wisdom as a profit center.

* Selling the school as a "leveraging” training program. "Take your same Kiln
operation, and by following my techiques, gain as much as 25% more throughput, and at the same time
increase resuming quality by $500,000/year. All with no added costs."

* Testimonials and endorsements - No question about it the use of these two
marketing tools are the most powerful result-producing ones of all.

Why? It"s simple. Provided the credibility of the testimonializer/endorser is not in question,
(the degree of believability of the T/E will determine the level of power), the potential customer
reads/listens too/views the endorsement with a subconscious attitude that the T/E has nothing to

gain or lose by telling the truth.

Testimonials and endorsements are the foundation of our judicial system and one of the
prime pillars of good marketing.

I used T"s and E"s in a multitude of ways - 1. Used 8 different kiln operations as Case Studies.
Each had a different style of operation and different products produced. All solicited corporations
could identify with one, iIf not more than that, of the 8 examples.

Utilized extrere levels of data specifics, (which is so vital), as well as detailed benefits of
dollars gained and other benefits. Added in verbal and emotional testimonials. Again, all this
used in a Case Study format.

2. Used numerous emotional, fact-based, and benefit-oriented comments and insights to
support claims of what the program can do.

3. Used personal testimonial and endorsement letters for program.



4. Used audio tapes of conference calls whereby past students told of accomplishments. (A
real voice normally isn't altered, and therefore adds a new slant of believability.)

* Risk reversal - Wow, have | ever learned a lot here! Since the sawmilling community is a
fairly tight knit one, and everybody pretty much knows everyone else, | felt the liklihood of too liberal
a guaranttee was not to be of concern.

Different RR's I've used -

1. Check up front but not cashed until after the school. Placed the check in an envelope in the
washroom. Any attendee could at any time, if dissatisfied with the school, without declaration pick

his check up.

2. Nothing up front. Down payment at end of live school, if and only if, satisfied. Followed by
monthly payments for 10 months. At any time if dissatisfied could halt payments.

This one worked the best. Several corporations shared that they would not have gambled
with an upfront $25,000 payment. What's more, with the time payment plan many mills could
avoid higher tiered management approval.

3. A $100,000 minimum, annual increase in profits. Once | demonstrated how easily this
increase could be realized, and from many many different avenues, all resulting from better drying of
their lumber, skepticism disappeared. Add to that, that the lowest level of new profits from the 8 Case

Studies was twice $100,000, it became very acceptable.

 The power of telemarketing - Follow up by phone should never ever be discounted. Out
of a total of 25 sales in my last two schools at least 11 can be directly attributed to telemarketing.

In some cases, the phone simply served to move someone along the process of gaining
approval and registering. (People get caught up in their normal, day-to-day routines and oftentimes
lay your marketing materials aside for more urgent, even though they may be trivial, matters.)

In other cases, a live voice served to lend further credibility of the viability of the school.

The "approach" that worked best of all was one of further education, continued
testimonial and endorsement, and basically a "take away"'.

To expound. In some cases a manager may have concerns that my system would not apply to
his operation. Thusly, further education was necessary.

As registrations came in, reporting those signups served to give further credibility. (One large
multi-mill signup led to a Western Union Mailgram. It yielded two more registrations.

No high pressure telephone sales approach was used. We were calling "to see merely if there
were any questions, and to satisfy ourselves if they qualified".

If resistance was met, we told them that "not everyone was ready for the level of operation



we are taking miles to. It will involve some effort and expenditure, that"s true, but so often people
wish to remain in their circle of comfortability rather than branch forth to new heignts. We wished to
ascertain whether this wes that case or not." OF course they all said, "no, we"re a forward moving
corporation.” We then would precede with further education, features, berefits, credentialing, etc.

* The power of "FREE". - I allowed any mill that attended my Nov. 1993 school to attend
my Jan. 1994 school absolutely free of charge and with a total new set of attendees. And new
materials would be furnished free of charge too. At the Nov. school “you can send 3 men", and the
Jan. training "you can send as many as you want'.

This concept sold many mills - "2 schools for the price of one" - "my main men can attend In
Nov. and there subordinates in Jan." - "BEveryone at our mill can get your knowledge first hand."

And too, by having two schools close together | could capitalize on the marketing of the first
as already aguainting my list with me and the progran.

But Jay, there wes a secondary benefit to alloving mills to attend the second school for free. It
made several sales for the second. Here's what | mean -

- Of the 14 corporations that attended in Nov., 10 re-upped for Jan. 1 published the
fact that the 10 mills were going to expend more money and men"s time to come back for a
""rehashment and "further grounding” in the concepts.

And this is what 1t did - two new sales for the Jan. training related that since all those mills had
decided to spend further monies, even if just for travel and time, that the school must be great. They
said "you can get sold a bill of goods once™ but no one would come back for more unless the
training had the true value as advertised.

Interesting revelations for me.

* “Emotion™ - When to use them, and to your best advantage.

I had noticed, and It should be obvious anyway, that at the end of my seminar was when
attendees were the most “emotional™. It was the time when hopes were the highest, credibility for
the training was peaking, opportunities for utilization of what they had been taught were being
mentally formulated, and they wanted to let 1t all out.

For a marketer 1t 1s an opportunity to get some of that priceless, deep from the heart
testimonials and endorsements that, as | mentioned earlier, are paramount to further success.

For many, if not all of the attendees, it is the only time when thought has been given to what
they are about to do. No other outside destractions are demanding of their "mental® time.

They"ve experienced educational and fact-backed credibility, they"ve seen first-hand
demonstrations of what they will soon experience themselves, and have heard others who have
followed the program earlier and have reaped the benefits. They want to jump on that band-



wagon and be part of it. This is their first opportunity.

Jay, | did two things that used emotions which worked dramatically well. One | learned
completely from you, the other I came up with myself. -

- Post-school guestionaire: At lunch on the last day of the school a questionaire was passed
around to each student. But this questionnaire was designed differently. All the questions were
postured toward latter marketing usage. And they were also designed to allow emotions, (which are
running high at this point), to be easily injected.

Questions such as - If a friend in a like position as yours were to pull you aside privately right
now and ask you, "Would you recommend that | attend this training, and why?"
"GOt

Responses such as, "Definitely, you can't get this kind of instruction anywhere else!"
"Absolutely! We were concerned about added production - not anymore!™ , are common place and
serve a mighty purpose for future marketing.

In fact, my second school mailing was 95% quotations from the answers to the
questionnaire. (I had 142 useful quotations from 43 men at the November training.)

Furthermore it serves as a warmup and thought provoker for.....

- ....Stand up and speak your piece at the end of the school

Others have called this exercise "'round the room". Specifically, as you well know, it's at the
end of the school when each student is given the opportunity to stand and voice what he learned,
how he'll use it to his advantage, and any other revelations and new found understandings he may
have experienced.

The questionniare serves as a warmup. It gets them thinking and internally verbalizing
what they are feeling about the program. They write it down.

And then extend it even to a higher zenith or peak with a stand up vocal testimonial.

For fear of sounding egotistical I'll refrain from giving specific quotations, yet | assure you
they are powerful in the least, and tearful from pride in the greatest.

But, as we've related together so often Jay, my school is only a "money hobby". In my prime
business of lumber manufacturing it's been equally as impacting.

Two ways particularly.

Way #1- A complete, total body X-ray of our sales approach revealed that we constantly
violated Marking Mistake #7 - Failing to make it easy to do business.

No kidding. After asking ourselves what could be difficult about our sales policies it
became painfully clear that we were far too rigid -

- rigid in the sense of not enough pricing flexibility - we wanted to firm price every thing for
up to 1 year. When after a small amount of research revealed that pricing at the time of



shipment yielded just as good a margin, and made the customer far more comfortable in the sense
his cost in each shipment was what the "market would bear™ at the time of that shipment.

Too, some customers had voiced that they preferred custom packaging. Earlier, we had
balked, but for no real good reason. That soon changed.

Results: Long term contract sales of 25% of production rose to 40%, and with half the
effort. As well, 95% of the customers started "re-upping" each year. Previously it was 60%.

Way #2 - The introduction of "flexibility" into our manufacturing and marketing process.

If there is one “'chagrin” to the lurber business it's that 1t is rigid in it's proouct mix - “We
make what we make and you can buy 1t or not."" Know what 1 mean?

After canvasing our customer base, (remember, "the market will tell you™), we found several
new products high in demand and easy for us to make. In fact, one complete new product has no
cost involved and adds $15,000/ month to our bottomline. Again, 100% total profit.

Jay, In total to say that marketing has made me a higher level of income is an
understandment.

In reality it has made me a wiser person. Far more capable of serving my fellow man.

I guess you first made 1t clear to me when you said, "George above all, let your customer
know beyond a shadow of a doubt that his interests and success are supremely paramount to yours.
WWhen you can do that, both consciously and unconsciously, you™ll have realized and learned what

marketing is all about."
That 1s my credo.
With the greatest of respect, | an now and always shall be....

Yoy friend,
Eeora R. Culp

P.S. Jay, many have called you "Creative Genius", "ldea Machine", "Mastermind Leader", and
the like. All real and correct.

If | had to characterize you in a few short words 1t would be this -

Y. a man who has observed and learned from his experiences. Analyzed those
experiences and delightfully laid them forth in terms that | and thousands of others can
understand. To just read your words, and hear you speak and teach, serve only as
guideposts to our taking action. Only then can we truly learn from what you so

graciously took the effort to create and gift to others."



Bell Enterprises

Rte. 378 & Walter Avenue Bethlehem, PA
18015 « (215) 865-3323  Fax (215) 861-0444

Mr. Jay L. Abraham
950 Indian Peak Road, Suite 100
Rolling Hills Estates, CA 90274

Dear Jay:
I decided, in appreciation for what you've done for me, to write you this letter.

As you may or may not know, I've never attended any of your live "training" seminars — although for whatever the reason, | took
a leap of faith and purchased your home study program.

I'll admit, I was extremely hesitant about sending you my money. My wife and | kept saying to each other "there's no way anyone
can change their life by listening to audio tapes and reading a few books about the life and times of Jay Abraham, some marketing guru

from California." Well. | must say..."boy were we wrong!"

I can't imagine what 1'd be doing today if | hadn't purchased your home study program. I'd probably be going to work at 8 A.M.
and leaving at 5 P.M....doing the same mediocre job for my clients | always did...and letting my business take me wherever it pleased.

But thanks to you...things have changed. And I just thought, maybe, by writing you this letter and sharing my experiences with
you, you might pass it on so that other people can enjoy the same success | have or at least the same opportunity to take action. It's
absolutely amazing what I've been able to accomplish by simply reading your material, listening to the audio tapes and watching your
videos again...and again...and again.

Every time (to this day) | read, listen to or watch any of your materials, | pick up something new. A new tactic, a new approach, an
idea | can use to help one of my clients prosper. Before | understood your concepts and made them a part of my mindset, | was just another
"run-of-the-mill" marketing consultant. | charged fees and got paid whether my strategies and ideas worked or not.

I never tested any headlines, approaches, offers, guarantees or prices. | had no idea what a USP was, and now it is the cornerstone of
how I look at building profits  The thought of negotiating P.1. deals with the media or trying to attain free publicity was the last thing |
would have ever done for my clients — and leverage was something | used to open my car door when it jammed.

But now, | apply these techniques all the time. Not only for me...but for all my clients as well. Let me explain:

In 1992, | helped a small mortgage broker earn over $31,000 in less than 45 days by simply applying the concept of testing. | tested
two or three headlines until I found a winner we could run with. Prior to my knowledge of testing, | would never have tried to see how
"high was high." My client and | would have been satisfied with mediocrity.

I recently applied your technique of two-step lead generation for a small manufacturer of parts-making equipment. | created such an
abundance of qualified leads that a $200 million corporation took notice — perceived my small, $2-million-a-year client as a threat — and i,
at this very moment, negotiating serious "buy-out" offers and licensing arrangements that could make my client extremely wealthy.

I grew an appliance distributor by over $300,000 in less than 12 months (during the heart of the recession) when the last thing
consumers were buying was luxury appliances. How? By uncovering the most lucrative aspect of their business (its volume buying
power) and selling that asset to the dealers — rather than the product itself.

Everyone in the market was competing on price and price alone. They all said, "buy from us because we have the lowest price." |
was the first one to tell the marketplace "why" we had the lowest price. Prior to exposing myself to your material, | would never have
known to tell the marketplace the reason why we could offer such low prices. Correspondingly — neither myself nor my client would be as
successful today.

Most recently | found myself laughing at another rather humorous situation.

A real estate developer contracted me to sell a $400,000 piece of property that had been sitting stagnant on the market for over
three years. Four different real estate agents had tried to sell it — and each one kept saying the price was too high. So, when | took over
the marketing, the price had been lowered to $329,000.



Now here™s the funny part. A few years ago, | would have done the same thing as the real estate agents.. .but not this time. Thanks to
you, | stepped out of my shell and away from the myopia that plagued everyore else, and realized that lowering the price wes not going to
sell the property.

After all...everyore else had already tried it — and it dich™t work...so | tried something different. 1 asked the developer if 1 could
raise the price to $400,000 and use the $70,000 savings in a more effective way. He agreed, and 1 ran the following ad the next day:

"Bank Forces Developer to Sell Property Within 60 Days"

Developer willing to carry fne cost of your spec house, lot, or home until it sells — or for 12 months —
whichever cames first. Call 555-5555 for info.

The odds of ny client having to fork over more than $70,000 in interest costs wes highly unlikely.

As a matter of fact, the ad generated over 15 qualified prospects in one week and a sale in less than 30 days. Why? Because you
taught me how to “'see the forest through the trees." You showed me how to find the hot buttons that meke people tick. And I thank you

for that.

I now make a minimum of $25,000 every time | take on a new client. Prior to taking your home study course, | would have been
satisfied to meke one-third of that amount.

My confiidence and ability to help a company improve theiir profits has groam to such heights that 1 now enjoy (just like you) getting
paid 25 to 50 percent of the new incremental profits 1 help ny clients eam. As a matter of fact, 1"ve gotten so good and proficient at
inproving botton-line profits that 1°ve even begun to get free nationwice publicity (another techicue | leamed from your progranm).

1"ve been a featured guest on nurerous talk shows across the country such as, Small Business Strategies in Boston, MA; Morning
Business Drive in Washington, DC; Newsroom in Richmond, VA; as well as Business Day, Good Day U.S.A., The Stan Major Show and The
Sonny Bloch Show — which are all syndicated nationally to a total, corbined audience of over 265 cities across the country.

Doug Stephan, Chairman of the Board for the Independent Broadcasters Network, referred to me as "the nation™s newest and
brightest young marketing expert you could ever meet.”

Al the sucoess I'm enjoying now s a direct result of leaming and attaining the mindset necessary to see opportunities where no one
else can. As a result, ny clients are much happier with my services. Their profits have soared, and my income has doubled.

My wife is happier. | spend more time with my two children and I go to bed at night looking forward to the next day.

Jay, 1 hope you pass my story on to athers who might be hesitant about the positive impact your home study program can have on
both their incore level and their happiness. I they can™t attend your program either due to cost or time constraints — believe me, sending
for the home study version is a worthwhile decision.

As I mentioned earlier, “thank God | had the guts to take a legp of faith and purchase your materials.” Believe me.. | was
nervous when 1 mede that decision — but 1t has paid for itself a hundred times over.

I realize you're a busy man...so 1"l stop my rarbling. But let me say just one more thing. 1™m sure there are a lot of people who
call your office with the same concems, aspirations and fears | had before | purchased your home study program. Tell them | said, "not to
worry." The home study program will be the best investment they ever make — whether they own an existing business, want to osn a
professional practice or are about to purchese or invest in any husiness enterprise.

Better yet, 1f they"re really hesitant about the bottom-lire impact your program can have on their lives, go ahead and share ny
success stones with them — you can even show them this letter— I won™t mind at all.._as a matter of fact, 1°d be honored if you did.

(E
{é}ﬂh}(l;

P.S.: Last year | made 4 percent return on my CD in the bank but I made over 2,100 percent return on my investment in the home study
program — and that was last year alone!




Star Performance Seminars
3038 Industry St., Suite 106
Oceanside, CA 92054

Jay Abraham

Abraham Publishing Group, Inc.
950 Indian Peak Road, Suite 100
Rolling Hills Estates, CA 90274

Dear Jay:

In February of 1993, | paid $5,000 to send two of my employees to your three day workshop. Since I'm in
the training business, | expected a lot for that kind of money.

My CEO and Marketing Director returned from your class with lukewarm feedback. | was looking for
spectacular ideas and insights.

| was going to ask for a refund.
| decided to first listen to the live audio tapes that we received a few weeks later — and I'm glad | did.
| don't think my ex-employees went to the same workshop.

| got more usable ideas in those audio tapes than | had in almost every audio and video program I had ever
listened to combined. | had a renewing of the mind experience.

| immediately scheduled myself to attend your August conference.
It was by far the finest interactive — high level of exchange thinking | had or have since participated in.

What has happened to my business and personal life since meeting you and implementing many of your ideas
is truly magnificent.

$2.000,000 Increase in Sales And
Traveling 10 Less Days a Month

Since listening to your tapes and totally emerging myself in your mindset, these are the 7 areas of my
business and personal life that you have positively impacted.

1)  AsaReal Estate trainer, | had no USP. | was a commodity. My USP now is:
"Your Personal Business Coach - For Life."
| have created a line of products and services that allow me to work with my client base as their coach
for life. This single idea is directly responsible for my reducing the number of days of the month |
travel from 18 a month to 8. Today I invest 50 percent of my effort working to serve e my current
clients more effectively as opposed to 100 percent of the time searching for new clients.

Jay, thank you for this gift. By the way, Jay, my top agents that | coach are now using the USP,
"Your Personal Realtor - For Life." Your impact is far reaching.



2.)) My product sales per person before meeting you was $30-35 per person.

You taught me 3 simple yet profound ideas that directly increased my product sales per person to $50-
60. That represents over $300,000 increase in revenue.

3) My three day seminar sales were averaging 100 people per program before I was introduced to
your concepts. Within 90 days, | increased that to 150 to 200 people per program, and 50 percent of
that increased business is referral. That's a $468,000 increase in revenue.

4.)  Jay, you also showed me how to set up my business back end. I had never mailed to my seminar
attendees — as a matter of fact, we even contemplated throwing away the names at one time. Jay told
me to mail them an offer for a $20 product after the seminar.

We did.

The results - 20 percent of them buy - $30,000 in sales in 3 months. We will easily do $120,000 in
sales this year.

5) Jay, our new direct response marketing division will generate $250,000 in new business.

6.)  The new Insider's Club, which you and I started together, has gone from $0 to $250,000 in 3
months. We are on pace to increase that to $1,000,000 in the next 6 months.

7.)  You have had a major input in my entire shift in mindset from selling to serving. That's
probably worth $10,000,000 over the next 2 to 3 years.

Jay, if we never talked again, you have impacted my life in such a massive way — mostly by helping me
redefine who I am and what contribution | make to others.

The amount of money | will earn from this shift will be in the hundreds of millions of dollars during my life
time (God willing). More importantly, my family and clients will enjoy a level of Joe Stumpf that they may
have never known if it wasn't for you — thank you! Your friend and servant,

and servant,

President, Star Performance Seminars



AVDAHL CORPORATION PHONE:
(908) 846-1400
TWO TOWER CENTER
15TH FLOOR

EAST BRUNSWICK, NEW JERSEY 08816

March 31, 1994

Mr. Jay Abraham Abraham
Publishing Group, Inc. 950 Indian
Peak Road, Suite 100 Rolling
Hills Estates, CA. 90274

Dear Jay,

It is with great pleasure that | share with you my recent successes using your
Mastermind Principles.

You are truly a mind expander and as | tell my associates you have the “only" PHD In
Marketing.

Let me outline a short list of successes with you. Since | have trained many of my
subordinates using your techniques | have no 1dea how to quantify the impact on them.

My association with you has truly been an enlightening and rewarding experience for re.
I find myself, almost daily using your principles, implementing your ideas, and continully
using your taped and written materials.

Principle Implemented/Successes;

* Revere what you do

Simply by understanding and applying this principle we recently signed a contract for
$380,000 for services that, in the past we would have given away. This contract ted to
a softvare license for an additional $400,000.

- Developing your USP

Wle have taken a technically complex product and defined a USP that lets the customer
know that "we can develop his application in one half the time and at one half the
cost and we guarantee it". The result to date is $400,000 in sales with many more sales
to follow this year. | believe this concept alone will produce an excess of $1.51 in
sates this year.



. Understanding the marginal net worth of your customers

After | better understood this principle 1 took a whole new look at our customer base.
One of our second tier (dormant accounts) had not bou%ac new hardware fram us iIn
five years. Much to ny surprise this account contributed $5V profit to the bottom line
during the last five years fron maintenance and software services. e have begun
taking a whole new look at our second tier accounts. Many of these accounts are
funding our future.

. Building a backend

I recently consulted with some friends of mine who own a financial services agency.

They are the nurber one agency In their company. ! worked with them on a strategy
on how to go from first class to world class. 1 snowed them how to build/test and
develop a backend. They want me to help them to reach the next level. They have
never met a person like me who could show an experienced group of marketers how to
become substantially better. Ooviously they don™t know you.

* Funnel Vision versus Tunnel vision

PS.

I have been regarded as a forward thinker for sometime by many people in our
. Your concept of funrel vision has reinforced the need for each person o

comparny

break out of his box, create the job, ad develop the vision that will best sene his
needs. | truly believe that this is what erployee erponerment, Increased productivity,
and improved employee morale are all about.

In my work group If you don"t like what is going on, change it. Wle create the vision.
Qur business wnirt has averaged $130 million in sales per year for the last 10 years.

Most people would find that record enviable. We know we can do better using your
10eas. Everyone has been trained on your concepts.

I introduced my son who is a physical therapist to your materials and concepts. He developed
a plan for expansion of the practice where he works and reviewed the ideas with the owner.
Several weeks passed when the owner Informed him that he was going to open a new practice
and he would like him to run it. He based the decision of the fact that my son wes ore of the
very few therapists that could think like a business person.



In summary, you have made a significant change in the way I think. When | go on a sales call
1 look forward to calling on an executive and seeing how | can use my new found knowledge to
help him to solve his business problems. | know if he truly regards me as a consultant | will
eventually earn his business. This makes the job fun, exciting and filled with more opportunity
than ever before.

You said the world is a 3D movie. Jay | want to thank you for giving me a pair of 3D
glasses so that | can see the myriad of opportunities. Despite twenty seven years in
marketing | thank you for continuing to make it a world of unlimited possibilities.

Very truly yours,

g

Robert A. Molluro
Regional Vice President
Amdahl Corporation



MARKETING MAGIC™, INC

Jay Abraham

The Abraham Company

944 Indian Peak Road, Suite 220
Rolling Hills Estates, CA 90274

March 7, 1994,
Dear Jay,
I am responding to your request for success stories.

As you know, when | met you in September of 1989, my first company, Micro Dynamics,
Ltd. (MDL) had a great product, but had no clue how to market i1t. | knew I didn"t
know. | wanted to leamn from the best. But | had no idea where to start.

Therefore, | attended your first Protege Training program in September 1989. At that
time, the fee of $15,000 was an absolute fortune for me.

Protege Training was the most incredible business experience | have ever had. The only
way | can describe it is "the lights went on." You molded my mindset with very simple
yet phenomenally powerful concepts, ideas, strategies, perspectives, action plans,
examples, etc.

During the week-long training, by phoning into our offices and making a few minor
adjustments in our marketing, we generated additional profits of $60,000 - and | hadn"t
even finished attending the seminar yet! So before I left Protege Training, | had already
made back 4 times my investment! The following month, we made a $250,000 sale
that we had been trying to make for over 2 years. It was again based on just one small
idea (related to financing options) from the several thousand | got during Protege
Training.

But that was just the tip of the iceberg. Applying this information, we increased Micro
Dynamics revenues by 260% and went from a loss to a $526,000 profit in

jJust the first year! We were recognized by Inc. magazine as one of the 500 fastest
growing private companies in America in 1991 and 1992.

But there is much more. You suggested writing an information product that we give
prospects to educate them. We wrote Choosing the Right imaging System; An Insiders Guide
to the imaging Market. This alone created more credibility and had more positive results
than any other single thing we could have done. We distributed about 30,000 copies,
with 4 printings. It became the book in my industry. Even our competitors were ordering
It to train their employees! It made me an “expert” in our industry. It finally even
became a Comdex White Paper.

225 Crossroads Blvd. #403 * Carmel. CA 93923 (408)
624-6700 phone * (408) 626-6416 fax



My husband and I have since sold part of our stock in Micro Dynamics and have
moved to our favorite spot: Carmel California. And I've started a new business that |

again love and feel very passionate about.

But Jay, the most valuable thing | got out of Protege Training was the knowledge and,
in fact, security, that | could be successful at anything | really wanted to do. I felt you
had shared with me the "'secrets” of success. All I needed to do was apply them.

You know, it's very hard to articulate exactly what it is that you do. You help achieve
breakthrough thinking with simple yet incredibly powerful concepts. I'd say you really
are a "marketing genius.” | don't use the term “genius” lightly -1 met a lot of very
smart people when | was at graduate school at Stanford and even more within my
industry, but I only use that term to describe a handful of people.

Since Protege Training, I've done 4 other programs with you. In each, the lowest
measurable, quantifiable benefit I've received is 4 times my investment. It does become
a no-brainer to continue to learn more from you.

Jay, if there's anything | can do for you, just let me know. And thanks again.

Best regards

/74,54_ {_/ v._/,/

Audri G. Lanford, Ph.D.
President



HONDA - MAZDA « MERCEDES-BENZ « BMW « PORSCHE + AUDI « LAND ROVER

Ladies and Gentlemen:

About a year ago | received a compelling letter in the mail
talking about a Mastermind Marketing meeting. Being a Mercedes-
Benz/B.K_H. dealer my sales and service business was slow. 1 believed
the only way to prosper was to market my way out of the doldrums. 1
initially had a hang up about spending $5000.00 to attend a seminar,
but what 1 was doing and had done iIn the past wasn®t working. |

needed something new.

I flew out to Los Angeles and spent three solid fourteen to
sixteen hour days, listening to JAY ABRAHAM and his associates and

fellow Mastermind associates.

Over the last twelve months Jay has been my consultant and a
wonderful friendship has developed. Jay took an indepth view of our
business which included personnel, merchandising, banking

relationships and media selection. .

For an hour a week ha prodded as, praised us, challenged our
minds beyond belief and streched our minds even further! He helped us
structure "'risk reversal’ with several radio stations In our area,
helping us leverage our marketing dollars to the maximum. Jay coached
us and helped structure some of the most powerful, take-action letters
which brought customers into our dealership in droves. (Not just

traffic, but buyers! )
Holtz House Of Vehicles, Inc. 3955 West Henrietta Road ¢ Rochester New York 14623
(918)3340880 * (918) 424-4040



The three ways in which Jay repeatedly coached us an how to make
Tt business more profitable have had a major impact on our staff. As a
result our team has gained massive leverage and taken a quantum leap

toward maximizing our profits.

X have found Jay to be demanding, tough, compassionate,
protective and someone you can really count on. Little did I know a
year ago that this marketing genius had a wealth of knowledge on ever;
Subject. His capabilities for teaching and coaching his proteges to
new heights is beyond belief.

Jay has helped make us a far more powerful force in the
automotive iIndustry and has enabled me to grow on a personal

level more than 1 can ever put to words.

TOTAL P. 03



Harty Press,u

PRINTING & MAJLING SERVICES

25 James Street, P.O. Box 324, New Haven, CT. 06513-0324
203-562-5112 / CT WATS 1-800-654-0562 / FAX 203-782-9168

January 28,1994

Jay Abraham ) )
Abraham_Personal Advisory Services
944 Indian Peak Road, Suite 220
Rolling Hills Estates, CA 90274

Dear Jay,

I wanted to thank you for sharing your marketing mind-set with me.
I have been a_student of marketing since_the early "80°s and I am
commited to life long learning. This thirst for marketin
knowledge lead me to discover one of your_publications, '‘Your
Marketing Genius'™ iIn 1987. Using your prlnC|$les and_advice._l
have been able to grow The Harty Press, Inc. from 5 million in
annual sales to over 12 million.

Over the last six years | have purchased "For Your Marketing Eyes
Only" and I have home studied via video tape your 'Marketing Boot
Camps'', "Prodige Training" and "‘Australian Boot Camp.'' The
information and marketing Programmlng you share in these programs
1s very powerful and 1s well worth every penny you charge.

The Northeast has been In recession since 1989 and_using your
concepts_| have gromn and leapfrogged the competition. ile the
competition was going backwards or struggling to stay even, The
Harty Press was and 1s enjoying good growth rates.

Using concepts like USP, Marginal Net Worth, Host-Parasite, and
Guarantees we have consistently added 150 to 200 new accounts
every year totaling $1.5 to 2 million in sales.

Anyone who is interested In growing a business and bringing more
money to_the bottom line, must expose themselves to your valuable
information and methodologies.

Thank you.
Your partner in print,
. Ea e

S
//7"4'\'/’4?_

‘George R. Platt
" President

P.S. Your recent thrust of the 3 ways to grow a business iIs a
powerful model and 1*m looking forward to each strategy.



NATURAL SPRING WATER & FRUIT JUICE BEVERAGES

March 25, 1994

Mr. Jay Abraham

Abraham Publishing Co., Inc.
944 Indian Peak Road

Suite 220

Rolling Hills Estates, CA 90274

Dear Jay:

It is with great pleasure that | am writing you the following testimonial letter!

GLACIER RIDGE SALES INCREASE 80% IN THE LAST THREE
MONTHS OF 1993 COMPARED TO THE SAME PERIOD ONE
YEAR AGO!

COMPANY PRESIDENT ATTRIBUTES MUCH OF SUCCESS DUE TO
IMPLEMENTATION OF JAY ABRAHAM TECHNIQUES

Using marketing techniques learned during your seminars | turned a challenging year -
1993 - filled with production problems into a stepping point for greater success in 1994!

Jay Abraham has been an eye opener for me. He had tought to see things from a
different perspective, increase our view and understanding - therefore finding more
opportunities that others would not see. Jay also causes me to ask better questions - i.e.
- How can | profit from this? What is the hidden opportunity? With whom can | establish

a mutually profitable joint venture?

Based on several key points in your lectures, Glacier Ridge made the following
alterations to its marketing approach, leading to incredible growth!

Shipping Address 222 South Easton Road, Suite 120 « Glenside, PA 19038
Mailing Address: P.O. Box 187 « Jenkintown, PA 19046
(215) 886-4670 + FAX: (215) 886-8612
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1) WE DISTINGUISHED OURSELVES FROM COMPETITORS BY
DEVELOPING A UNIQUE SELLING PROPOSITION - U.S.P.

Unllike most "New Age™ beverage products, Glacier Ridge is made fram 100%
Spring Weiter. Our new U.S.P. urges consurers 1o "Taste the Spring Weiter
Difference,” and that message has been incorporated into all sales literature,
advertising and letterhead.

2) WITH ENDORSEMENT LETTERS WE INCREASED OUR DISTRIBUTOR
BASE BY 23%.

Wle sent endorsement letters from distributors and consumers, and thus
persuaded 5 new distributors to represent the Glacier Ridge brand.

3) RISK REVERSAL HAS HELPED TO PERSUADE UNTOLD NUMBERS OF NEW
RETAIL ACCOUNTS TO SELL GLACIER RIDGE!

Since June 1993, we have guaranteed that when a new-retail store huys 1 case of
Glacier Ridge, it can return any unused product for a refund after 90 days if the
store 1s unsatisfied with the proouct in any way.

4) REFERRALS FROM EXISTING DISTRIBUTORS HAS HELPED US FIND
DISTRIBUTORS IN NON-COMPETING REGIONS, AND OUR TERRITORIES ARE

NOW GROWING!

Last year, you could find Glacier Ridge only along the Northeast Corridor. Now,
you can find our product in Florida, Texas, Colorado, and parts of the Midwest.

I just wanted to thank you, Jay, for indirectly acting as my marketing mentor. With my

heightened marketing awareness and a truly great product to sell, Glacier Ridge
Beverage Company is bound for continued greatness in 1994!

Sincerely yours,

Marc S. Greenblatt
President

MG:ms
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Jay Abraham c/o . April 11,1994
Abraham Publishing Croup, Inc.

950 Indian Peak Rd., Ste. 100

Rolling Hills Estates CA 90274

In June 1990, 1 revived an idea for a better tool for removing mats and tangles from my dogs coat. The idea, had
core years hefore, when | had a cockapoo dog for a pet that always looked a mess, even just days after
professional grooming. But in 1990 I had read Anthony Robbins® Unlimited Power, had begun to act on my

ideas, taking the next step, or at least a next step, tonard ny goals.

I had also decided to get out of the aerospace engineering business, and to leam the skills of marketing- where, it
seemed to me, the big money was made. One day my wife Jo, humoring my musings, suggested I build the
dematting tool and leam to market it | took that as an approval to risk real money (our money) and started
running. Four years later and with $35,000 in long term debt in tow, | have licensed the now very popular
MatBreaker grooming tool for production and distribution in the US to a still small, but rapidly growing company in
the pet industry. Ve expect nmy royalty to grow to S150,000 per year within three years. | retained rights to
foreign sales and for Direct Marketing in the US, and will launch a TV sales program in the next two months.

From Robbins” hooks and tapes | had leamed the value of "Taking Action", observing the outcome, making changes
to inprove the result, and taking a next step in line with the goals. Second, | had learmed the value of other
peoples experience. So | joined an inventors group to leam how to patent an idea, | joined several entrepreneurs
groups to leam how to bring it into existence, and | started reading everything I could find on

marketing. | listened to every audio tape program | could beg, borrow or buy, watched hours of Brian Tracy
lectures, and subscribed to thirty or so magazines in the skill areas | thought 1 needed, thereby getting on probably a
million mailing lists-one of which was Jay Abraham's.

Now anyone who says they are worth $25,000 per hour is either very very good at what they do, or full of shit—I
hed to find out which. In this particular mailing, he wes pitching a marketing course for about ten times what an
expensive hook on the subject would be, but I could pay for it over many weeks, one lesson at a tine. It sounded
too good to be reel, but 1 could send it back if 1 dicn"t like it ( good loea #1-alweys have an unconditional
Quarantee). Wihen the stuff came | couldnt put it down: it wasn™t theory, it was parables and stories and just
grabbed me and put me right in the action. 1 could visualize myself putting these ideas to work-Now!

I vies so impressed by the creativity of this man and me workability of his ideas and experience, | couldn™t vait for
the lessons to trickle in. so | paid a lump sum for the rest of the course so 1 could read 1t all at once. Bad idea-for me!
I never had time to read the rest I got so rapped up in the marketing, publicity, ad design, the production problems
and the sales calls and trace shows and doing all this real world stuff, that I never got to read it all at once. In
fact, | saturated on the shear nunber of incredibly good idess in a very. short time, probably using less man one or
two percent of what 1 read. Jay Aoraham Is full of profit-making ideas, and the ones | put into action worked for
Me...

The point is, 1 got so many insights and practical methods which I actually implemented that I succeeded with only
the first 10 lessons. Since it wes a small business, and a sall first entrepreneurial effort-we"re not talking big
bucks here-1 can"t really impress you with a Bill Gates story of my oan. But I can say I more than doubled my sales
every year, going from $13,000 in year one to $180,000 in the third year, and Succeeded in attracting a buyer that
will provide the cash flow to finance my next venture. 1 did it without a single employee, never expanding out of my
home office, contracting out every aspect of the business but the core marketing function. And | had an
incredible adventure along the way. And you can bet 1"m about to sit dosn and read the rest of this priceless course
before | proceed to my first multi-million dollar venture- the next one!
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William H. Stringfield
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February 3, 1994

Mr. Jay Abraham

Abraham Publishing Group, Inc.
944 Indian Peak Road

Suite 110

Rolling Hills Estates, CA 90274

Good morning Jay:

Boy do | ever have a bone to pick with you. My intent when | signed up for the
November, 1993, Boot Camp was to learn a little bit about marketing and a few
strategies that I might implement to increase my business. Well | followed your
advice and to date | have listened to the pre-attendance tapes (four times), read
"Your Marketing Genius at Work" (twice). | have even listened to the tapes of
the November Boot Camp (three times). | have implemented a number of your
concepts such as referral letters, communications with my past clients, back-
ends, upselling, joint ventures, and finding a specific niche within my area of
expertise (emergency and disaster planning). And do you want to known what |
have to show for all of this? Well I'll tell you. More business than | known what
to do with at 2 to 5 times my previous daily rate. | conservatively estimate that
my business will experience an increase of 400% this year. And you probably
thought | was mad at you for something, didn't you? Well | am upset. | can't find
anywhere in your materials where you give advice on how to handle such
explosive growth. Four months ago | would have never dreamed that | would
have such a problem.

Prior to attending your Boot Camp | was making a comfortable living conducting
training programs on hazardous materials handling and helping businesses
prepare for emergency situations. I am well respected within my industry and
relied totally on word-of-mouth advertising. Being well respected does not
however mean that you get paid more than someone that is less respected. | had
written a relatively successful book on hazardous materials regulations in 1987
and this had helped me gain a number of clients. My business is moderately
competitive in that there are constantly new people going into the business on a
daily business. You see | knew there

6033 Long Bayou Way North  St. Petersburg, FL 33708  813-398-2253
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had to be a better way. One in which I didn"t have to compete with every
Tom, Dick and Harry so to speak.

Throughout the Boot Camp | continually kept trying to come up with that one
Idea or concept that would set me apart from my competition. Every few minutes
I would come up with another idea. | was certainly suffering from information
overload. Monday morning following the Boot Camp as | was taking a shower at
the Westin getting ready to fly back home the idea came to me, yes in the shower.
It was so simple but it had never occurred to me. Well that idea didn™t work, at
least not totally. But what 1t did was allow me to refocus the concepts that | had
been using for several years and packaged It into what will create a niche for me.

Selling the concept and benefits of emergency planning to business executives
was always an uphill battle. It didn"t really matter that there were Federal
regulations that mandated the development of such plans. Simply put most
business executives are too busy trying to make money. Emergency planning and
preparation is never a priority until they are faced with an emergency. Making
payroll is a more pressing concern. You see what | did was ask myself and a
number of business people what was important to them. What 1 found was that
the most important thing to business owners was making their product or
providing their service and staying one step ahead of their competition.

Most people have difficulty accepting the fact that they could experience a major
Tire or be devastated by an earthquake or hurricane. In fact the odds are very small
that a business will ever suffer a catastrophic incident. So | put another twist on
my approach. Almost every business will suffer from problems such as loss of
telephone service and power surges. What is the impact of losing your telephone
for a number of hours? For a business that relies heavily on the telephone it
could cost thousands of dollars. 1 simply made them focus on common situations
that could literally cost them tens or hundreds of thousands of dollars. Instead
of telling a business executive that I can help them prepare for the big one 1 tell
them that 1 can generally i1dentify several overlooked situations that they may be
wulnerable to and that could cost them a considerable amount of money. These
same strategies work not only for handling a relatively minor situation but also
In recovery form a catastrophic incident. | have always given my clients this
information but 1 emphasized the wrong points. What | though was important to
my clients really wasn™t, at least not in their eyes. | never spent the time to ask
them what was Important to them, | just assumed that | knew what was.
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A number of people that | have talked with have thought that they were well
prepared and that it was doubtful that I could find any strategies that would be so
profound to them. Well in order to make the offer irresistible | used your risk
reversal technique. | simply tell the prospective client that if | can't provide them
with strategies that are worth at least 10 times the value of my fee then my
services are free and that | will even absorb the travel costs. The notion that |
would travel across the country at such a potential risk to myself has convinced a
number of executives to allow me to conduct my assessments at their facilities. |
ask them what do they have to lose by not giving me a chance. The worst that can
happen is that | will have wasted some of their time. The most likely result is that
I will identify several areas that they are vulnerable to that they had never
thought of and provide them with several strategies that can minimize their loss
from minor situations and keep them in business following a major incident.

The following will explain how | have implemented just a few of your concepts.
| intend to try some of the other concepts when | can find out how to compress 48
hours in 24.

Referrals - | had never used referrals in the past to my full advantage. | now ask
for referrals from each of my clients and have had no problem in obtaining them.
In addition, | have made agreements with six individuals across the country that
have become my paid referral system so to speak. All of these people have
extensive contacts within their industry and are more that willing to use their
influence to help me get contracts for a piece of the action. This alone has been
the single most powerful concept that | have utilized.

Back-ends - Once | get in the door to do my assessments | will generally identify
several upsells and back-ends that the client will need such as training, plan
development, safety equipment, etc.. | have made arrangements with equipment
vendors to refer my clients to them for a piece of the action and since | don't
have enough time to handle all of the potential upsells that a client may need |
have set up agreements with three of my "competitors"” to handle the excess
training and plan development work for a piece of the action.

Seminars to promote business - | have made arrangements with two large
organizations for them to sponsor a three hour workshop on my strategies. They
will use the concept that they have made arrangements with me to
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conduct a very special workshop for their members. This will give me an
opportunity to present my ideas to a large number of potential clients and make
these organizations look good at the same time. In addition, the organizations
will %rovide me with a copy of their mailing list so that | can follow-up with the
attendees.

Publications- | have taken the ideas that | have had over the past several years,
repackaged them, included some of your concepts and have put my thoughts into
two books. Yes, | have written two books in the past month in my “spare time".
The first book "The Executive Guide to Disaster Planning™” is at the printers and
the second book “Strategies to Reduce Your Vulnerability from Emergencies” will
be published in early March. In addition, I will be recording an audio tape
package that will explain my concepts for those too busy to read the books. You
might be wandering how I might have used some of your concepts to help a
business prepare for an emergency? Well many of the concepts that will help grow
a business will also help them recovery from an emergency. Joint ventures and
alliances can be used as just one example following an emergency. The ability to
utilize another businesses production, distribution, or office facilities following
an emergency can allow a business to continue operations.

Communications with clients -1 have increased the number of mailings that |
provide to my chients. | now mail, fax or call all of my clients and prospects every
three weeks. | have recorded an eight minute audio tape set-up as an interview
that talks about my concepts and how It will benefit a business. | will be mailing
out copies of this tape along with a short letter basically telling them that I have
sent them a copy of an interview that | recently did and that | wanted them to
have a copy In case they might have missed it since it has many concepts that may
help their business.

I am a firm believer that your concepts will work for anyone that will take the
time to study and implement them. It would have been very easy for me to give
up the first few times that | presented my ideas and they didn*t work but I stuck
with it and | finally hit on the magic formula. | think that i1t is important for
people to understand that they may not get instant gratification from your
concepts and that it may take a few attempts to find that magic formula. But if
they stick with 1t they will ultimately find what it is that they seek.
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Just to let you know, | have signed up to attend the April Boot Camp and it looks
as if 1 will be bringing two of my associates that | have recently formed joint
ventures with. | figure that the more they know about your concepts the more
money that they will make for me.

Sincerely,
=1

William H. Stringfield
President
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Anthony Robbins& Associates
Robbins 8241S. Tim Tam
Trail Voice: (303) 674-2696
&Associates™
Evergreen, CO 80439 FAX: (303) 674-0180

Wednesday, April 13, 1994

Jay Abraham
950 Indian Peak Rd. Suite 100
Rolling Hills Estates, CA 90274

Dear Jay,

I apologize for the delay in sending you this ''Success
Story" letter. | just moved both my home and office and 1 _only
jJust received the forwarded letter reguesting success stories.
I was assured by Brian in your office that I could still submit

my letter.

As you know, when I Ffirst attended your $5000 seminar and
followed it with a two-hour personal consultation, I had just
purchased a Tony Robbins franchise business and was starting it
up. We were generating approximately $4000 in monthly sales,
were 8(0W|ng slowly, but the system we were using was incredibly
demanding and stressful on me and my small staff.

We were generating our sales primarily by running ads in
the local newspapers and selling callers via the telephone on an
introductory event we call ""Breakthrough!" which sold for $99.95
and included an incredible one-day seminar and one-hour personal

coaching session.

Then, at the event itself as well as iIn the personal
coaching sessions, we would work to enroll people into our
longer and more expensive intensives. The system was
working, but to me, 1t was inefficient and too stressful.

__ In my personal session with you, you recommended that I
shift_from u3|ng newspaper advertising to direct mail. You
explained that by spending money In newspapers, we were
broadcasting our message to many, many people who would not be
Iinterested In our product, whereas, by using direct mail, we
would only be broadcasting our message to people who had already
raised their hands and saird "1"m interested."

i It took me 3 or so months to create and test a direct mail
piece designed to fill much larger "Breakthrough!" seminars, but
we worked out the kinks and i1t 1s now working quite well. Sales
have increased from approximately $4000 a month to nearly
$15,000 a month (and are continuing to grow) and we"re creating
250+ new customers a month (who are ripe for many back-end
offerings) instead of 40-50.

Each Franchise is Independently Owned and Operated



i And you know what else? We"re generating those ever
Increasing numbers and possibilities with a fraction of the
effort and cost.

Let me explain.

Through another marketing contact of mine, | discovered a
very cost-effective letter shop in Florida. They print up our 5
page sales letter, customize the first page with the first name
of the recipient, iInsert everything, ink-jet the address of the
recipient and our return address on the envelope, affix a real
stamp, do the zip code sort, etc. -all for a very low cost.

We used to do all our mailings ourselves or didn"t do them
at all because of lack of time or manpower.

Then, an answering service | learned about from Gary
Halbert takes our credit card enrollments for us - 24 hours a
day, seven days a week - faxes the orders to us once a day
which my assistant enters into our database, sends out
confirmation materials, etc.

So, all of a sudden, we"re generatin? 250+ new customers
a month (profitably) and I barely have to Iift a finger,
whereas before 1 was a stressed out maniac while generating
fewer enrollments and new customers - all because of using your
suggestion of direct mail.

Also, as a result of moving to the direct mail, "automated™
model | just described, 1"ve been able to slash my overhead by
25% or more because my marketing costs are lower, 1 don"t have
to pay commissions to sales people because the direct mail
piece does the selling, | don"t waste time or money on re-
training people due to Inevitable turnover, and I now have more
time to spend on creating, testing and rolling out more and more
new marketing plans.

_The_result is lowered cost, iIncreased productivity and
profitability, and reduced stress. All things very important
to me and 1*m sure to any business owner.

Using ideas | learned from your seminar and pre-course
materials (better than money-back guarantee was a key one) , and
modeling the "offer package' you use for your own $5000
seminar, | re-structured my "‘offer package'" for our intensive
seminars and doubled our enrollments in _just a few months. And
enrolIlments are continuing to grow consistently as | continue to
use the model 1 developed with your help.



In fact, as a result of using your ideas, we won the
award last year from Robbins Corporate for enrolling the most
people of any franchise into our Unlimited Power Weekend!

Using what 1 learned from you, for the people that just
could not or would not come up with the money for our more
expensive intensive seminars, we created 'scaled-down,"
"modularized™ versions that | anticipate could add $50,000 or
more in pure profit to our bottom line this year alone. The
sky®"s the limit for the future. And i1t"s purely incremental
business since In the past we would not have gotten anything
from those customers at all.

There are so many more ideas you gave me, personally, and
through your materials and course, that 1 haven"t even had time
to consider, test or implement yet but with my new found time
and revenue stream, | plan to. And 1 know that they will
dramatlcally |mpact my business and personal life just as much
as what I"ve already mentioned.

You also wanted me to explain how I see you. In my work
with Tony Robbins, I"ve really learned the value of the concept
of "modeling.” That is, If you want to create a specific
outcome in your life, go find someone else who"s getting that
outcome consistently and find out what their belief systems,
strategies and physiology (if appropriate) are. Then, if you
adopt the same beliefs, duplicate their strategies and
physiology (if appropriate), you can achieve similar results.

To me, you are a model, a mentor for how to conduct my
marketing activities and run my business. Through your
materials, seminar and personal session, 1"ve been able to
isolate and install your belief systems within myself. I"ve
learned and been taught many powerful strategies that you®ve
used. And, as a result, 1"ve been able to achieve very
positive results (in my small business) in a much, much shorter
period of time than would ever have been possible without you.

_ 1 hope this helps you. If | can be of additional
assistance, feel free to contact me as follows:

Voice: 303) 674-0470
Fax: 303) 674-0180

Mail: Robert Scheinfeld
Anthony Robbins & Associates
8241 S. Tim Tam Trail
Evergreen, CO 80439



(you can also send the '"'success set’ to the above address)

Thanks again for all your help, Jay, and the impact
you®ve had on my life and business.

Good luck with the book!
Warmly,
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PROPERTY Tax REPRESENTATION

1077 Lexington St., Suite 205 * Waltham, Massachusetts 02154
Tel. (617)893-9300 * FAX (617) 893-1558
March 28, 1994
Mr. Jay Abraham
Abraham Publishing Group, Inc. - Jay Abraham Personal 950
Indian Peak Road, Suite 100 Rolling Hills Estates, CA 90274

Dear Jay:

It is a great pleasure to report the positive results 1°ve experiienced since being exposed
to the marketing principles and ideas generated through the Abraham Experience. | was one
of two hundred individuals who sat through the three day extravaganza in April, 1993, which
you modestly refer to as a "business seminar”. The concepts which | learmed from this
experience have had a profound impact on the success of my business.

I an in the property tax abatement business, and generate my Income by negotiating
reductions in property tax values with local assessors, resulting in tax refunds for my clients
and contingent fees for my efforts. Ooviously, the more cases | have, the better it is for ny
profits, since the vast majority of cases result in a fee. Coing into the seminar, my goals were to
a) increase the volure of cases for fiscal year 1994, b) increase the average size of the
cases, and €) increase the nunber of early sign-ups, allowing me to do the work in advance, and
thus be able to handle a greater case load.

On the plane ride back to Boston, I mapped out my strategy, using the most
applicable ideas | culled fron the materials you issued and concepts you discussed First, |
contacted every client whose contract had expired but was not renesed. | also contacted the
"moving parade” of prospective clients who had once shown an interest in ny services. That
one effort resulted in sixty-five contract renewals for the upcoming property tax season.

Second, 1 developed a Pre-Season Sign-up Program, giving a discounted fee to anyone
who signed up with me before November 1, 1993. | mailed this letter to five of my best
aress, and tested five different headlines and long copy v. short copy. In addition, | asked forty
of my best clients t send me a testinonial letter telling me in their o words, on their own
letterhead, how much I saved them. | took the best 10 (I received over 25...) and included
them along with the long copy. (Remember, 1"m someone who had never used testimonials to
generate business. ..never thought to...)

The results vere dramatic. One headline pulled five times the responses as all the
others combined. Long copy beat short copy hands down (surprisel?!). | picked up twenty-
five new properties. This may not seem like massive results, but i1t is striking when you
consider that In past years 1"ve sent out marketing letters over the Sumer with no..zero..zip
results. This wes all "plus” business to me because | wes able to prepare these cases during my
slow season.
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To put this early success in perspective, the previous year | had a total of 108 cases,
and did quite well. But there | was in November, 1993, at the beginning of my primary
marketing season, sitting with 90 cases in the bank—and I hadn't even sent out my major
marketing letter. Now, November is a time of year when I'm usually worrying about whether
I'll have sufficient numbers of cases signed up in time for the January filing deadline. You
have no idea how gratifying it felt to be sitting with 90 cases, all developed over the Summer

and Fall.

The end result: After sending out my well-tested, major marketing letter in January,
1994 (when the majority of bills go out), | signed up an additional 64 cases, giving me a total
of 140 cases for the fiscal year property tax season. This represented an increase of
approximately 30% over the previous year. The total volume of representation increased from
$151 million to S233 million- a 54% increase! And best of all, the average size of case
increased by 20%. Not only did I get more cases, | got bigger cases, many of which were
from major corporations.

It is somewnhat early to quantify the financial rewards of this increased case load. But
based on past experience, each additional case is worth on average, $5,000 to me over three
years of representation. That equates to an additional $160,000 in fees from the increased case
load. However, because the size of the average case is 20% higher, | expect the increase in
total fees to be substantially greater.

Now, this increase in business is no coincidence—because in my field the competition is
getting more intense each year, as accounting firms, law firms, appraisers, and local
representatives have recently started to jump into the fray, all competing for the limited amount
of business that's out there. But, | increased my market share dramatically this year because |
came back from California with the only pair of 3-D glasses in my area!

What do | see you as? In simple terms | see you as a Master; someone who has
been exposed to countless experiences, points-of-view, and ideas, and has the wisdom
and perspective to sort out the best ones, and guide those of us who are smart enough to
listen through the maze of success.

So thanks again, Mr. Jay Abraham. It's been worth the time, effort and financial
commitment you've commanded.

Very truly yours,

M N ;‘{i"ﬁg

Robert J. Gaires\_;



Jay Abraham-Personal Abraham
Publishing Group, Inc. 950 Indian
Peak Rd. Suite 100 Rolling Hills
Estates, Ca 90274

PERFORMANCE GUARANTEE INCREASES NEW BUSINESS.
Dear Jay,

Enclosed is a compelling letter about a specific
business success we"ve had with your i1deas. B98-FM
IS a vradio station that 1s cautious about
guarantee. In January, we offered a Performance
Guarantee to advertisers who we worked with to
construct a compelling commercial and suggested
frequency. We also guaranteed a 24 hour 7 day a
week service contract for each client. This
Bres_.entatlon was so welcomed, It increased our new
usiness for February at Ileast 25% which 1is
$20,000. in 30 days. This continual presentation
should have an overwhelming effect on our bottom
line for the year.

Warmly,
!
Chet Tart

Next month we are adding a referral system to all
our guaranteed customers. We will track how to
start a productive relationship via referrals. We
are writing a specific script for referrals.

Jay has the right to publish this letter as is
(S 72—
Chet Tart

VP/GM
KRBB-Wichita

200 N. BROADWAY, SUITE 300 « WICHITA, KS 67202 « (316) 265-9800 * FAX (316) 265-1162



Pets-‘*-?Vet

“Vets for Pets for Less”

"Vets for Pets for Less"

Would You Want to Sit on a Hot Seat with
Jay Abraham Fring Questions at You?

Read How a Hot Seat Could Have Saved Me $200.000.....

Jay Abraham
5908 Lemon Avenue
Long Beach, CA 90805

Dear Jay,

We own PetsVet and decided to have me attend Jay's February, 1993,
marketing program after being bombarded (and immersed) in the vast amount
of pre-seminar materials sent to us. Evidently our names came from a Tony
Robbins list of "PowerTa