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Introduction

Hello, and welcome to the program. Y ou are about to embark on
an exciting and more importantly, profitable journey into practical
veterinary marketing.

To set the scene, I'd like to relate atale about a hiker who was
wandering through the woods when he came across a woodcutter
sawing down atree. The woodcutter was really powering into the
tree, sawing with all hismight. The hiker decided to take arest
and watch the woodcutter for awhile. He sat down and spent the
next half hour watching the woodcutter labor away at that tree.
After awhile, he asked the woodcutter “How long have you been
sawing away at that tree?’

The woodcutter replied “ The way I’ ve been slaving away at this, it
seems like forever. | work hard but | really don’t seem to be
making much progress.”

The hiker looked on and asked “Why don’t you take some time out
to sharpen your saw?’

Y ou know, the woodcutter didn’t even look up. He just kept on
working as he said through clenched teeth: “Can’t you see I’m too
busy sawing to do that!”

Let me ask you a question.

Have you ever felt like the woodcutter in your practice? Do you
ever feel like you' re putting in alot of effort but not really making
alot of progress?

If you do, then it’ s time to sharpen your saw.

And marketing is the stone on which you sharpen it. Marketing
gives you the skills and tools to catapult your profits through
applying leverage so you make more money with less effort.

Here’'sa good example of what | mean by that.
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Case History

©Better Business Institute 2008

A small business grew phenomenaly in avery short space of time
by applying the concept of leverage to their marketing. The
business was a precious metal company and they sought the help
of marketing guru, Jay Abraham. By applying just afew of the
strategies they achieved phenomenal growth in avery short space
of time.

Initialy, they only had one source of income which was aloose
relationship with a small newsletter that occasionally
recommended their firm. When this happened, their phones would
start ringing and they’ d make enough sales to keep the doors open
but not enough to make serious profits.

So they approached the publishers of the newsletter and set up a
program where every new subscriber received information about
precious metals. The publisher’s newsletter endorsed the precious
metal company as the recommended dealer.

It worked brilliantly. So they took the next logical step. They
went about leveraging the idea by systematically replicating the
method into other newsletters and publications. Whenever a
newsl etter stopped making a profit they approached the publishers
and made adeal. They kept running it at break-even in exchange
for endorsement and joint tenancy of the subscriber list.

Next they placed regular quarterly insertsin the newsletters and
once every six months mailed externally an endorsed letter. They
bought research reports with all kinds of interviews with
unimpeachabl e experts and reproduced these in mass quantities.

They sent thisinformation with two coins, since they felt that you
couldn’t really begin to understand the significance unless you
held them in your hand, to prospective buyers.

Then they made offers to sample the investment at no risk. They
sold two Morgan silver dollars that had a wholesale cost of around
$21 for $19 as part of atest.

They wrote: “Too many people are trying to get you to spend
thousands of dollars on investments that may or may not be right
for you. Wedon't think that’s correct. We think you should study
theinvestment for yourself. So please take fifteen days to decide
whether it’sright for you. If itisn’t, you have two choices. You
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can keep the coins because they’ re nice to have. Or you can send
them back and we'll give you $21 instead of the $19 you paid for
them. Thisisbecause, frankly, we want you to be able to say that
the one invest you made in rare coins, you made a profit on.”

This one strategy added around 10 million dollars to their business.
At the same time they went to all the book publishers and bought
every great economics book that went out of print or didn’t sell.

They sent these free with aletter that said: “We think that the
investment in gold or silver is so important that we wanted you to
have a balanced opinion. So we bought thisfor you. There'sno
obligation, we hope only that you' |l read chapter 20 about precious
metalsand if it’s of interest, you'll giveusacal.”

They convinced Intergold (the marketing company for
Krugerands) to invest one million dollars to underwrite about two
million brochures. They direct mailed these and sent offers out for
starter kits for gold.

They ran adsin the Wall Street Journal at atime when they had an
arrangement with abank to get bank financing on the investment.
The headline read: Two thirds bank finance on silver & gold.

The ads pulled OK but they had never tested the headline against
other possible options. So they tried a new one:

“If gold sells for $300 an ounce, send us just $100 an ounce and
we'll buy you all the gold you want.” Instead of pulling $50,000
when they ran the ad, it now produced approximately $250,000. A
500% increase!

The combination of these strategies grew this business from a
$300,000 turnover to ahalf abillion dollarsin only 18 months.
That’s well over 100,000% growth!

The key word hereis‘combination’. The Maximum Profits
Minimum Time marketing program is based on the extraordinarily
effective profit boosting concept developed by marketing
consultant, Jay Abraham, known as ‘ The Parthenon Theory’. To
understand the theory, think of each individual marketing strategy
as apillar supporting your business.

Generally speaking, most practices only have one or two ways of
generating revenuei.e. one or two ‘pillars’ (see below). These are
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usually advertising and word of mouth. If one of those pillars
stops being effective, the practice is crippled.

However, if you have multiple pillars, if one stops working, it may
be annoying, but the practice won't collapse.

Right now, if you only have afew pillarsin place, it’stime to start
building more. More pillars means more streams of income.

Now, please redlize that | understand you're busy. Despite the fact
that you' ve wisely invested in this program and are committed to
applying strategies that will grow your profits — you’' ve still got a
practice to run.

But if you only add one new pillar each quarter, that’s four new
pillarsayear. If each added only 5 to 10% to your revenue, how
bad would that be? And if you add another four pillars next year
and the year after, where will your practice bein three or four
years?

Think of your practice as a classic ranch style home, up high onits
stumps with the stumps representing a“pillar’ of revenue. Inthis
program you'’ |l learn how to stabilize all the stumpsto give your
‘house of business’ arock solid foundation.

If the advertising stump is shaky, sure I'll help you fix that, but
what about all the others? After all, what good is working on your
advertising and getting hundreds of people to phone your office, if
you aren’t converting them into clients?

I know a practice owner who was getting 200 calls aweek but was
only converting 1 in 20 into anew client. Now that’s alousy
conversion rate. But after learning some simple skills, he and his
team now convert 15 in 20. That’s a 75% conversion or in other
words, an increase of 1500% or fifteen times! Can you imagine
what this one area did for his profitability?

You'll learn those skillsin this program.

OK. So wefix the advertising and we fix the conversion stumps.
But it doesn’t stop there. What about the people who didn’t buy.
How about a system to keep in contact so they might buy later on?
Likewise, isit enough to have a client buy only once?

There' s an old story of two grocers. They were sitting on a park
bench. One saysto the other: “Y ou know, I’ ve just gone over the
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figuresand | divided the week’ s revenues by the number of
transactions and I’ ve worked out the average customer is worth
$72.90 to me. Have you ever worked out what a customer is worth
to you Bob?’

Bob says “Sure Bill, about $75,000.”

What' s the difference? Bill wasthinking in terms of one sale.
Bob, on the other hand, knows about the lifetime value of a
customer. Hefiguresit like this:

$72.90 x 52 weeks x 20 years = $75,816

What' s the lifetime value of your clients? If you don’t know, you
could be missing out on thousands of dollars of opportunity.

The point is, it's not enough to get a client in the door, sell to them
and then say “Thanks for dropping by. Do come again
sometime.” 'Y ou have to develop a system to keep them coming
back to you instead of going to your competitors. And you're
about to learn how. You'll learn how to get them to spend more
when they do, and how to encourage them to come back more
often.

Did you know that there is but one formulafor practice income
growth? There are only three ways to grow any business:

o Increase the number of clients.
o Increase how much they spend or the profit per transaction.
o Increase how often they come back.

Here'sthe equation: Cx Act x F=1

Where: C = Number of clients

Act = Average client transaction

F = Frequency of transaction

| = Income
So that’swhat you'll be doing in this program - working on each
of thesethree areas. If you increase each one by amere 10%
you’ ve added 33% to your income.

Add 25% to each and you’ ve doubled your income. Double each
of the 3 areas and you’ ve increased your income by 800%!' Notice
the multiplying effect?

Now think back to the classic ranch style home. Thistime though,

I want you to think of each stump as a different method of growing
your practice.
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If your house of business relies solely on one method for its
growth, say advertising, then you’ ve got one stump holding it up.
What happensif the advertising stops working? It’s not very
stableisit?

Y ou need to get more foundations for the growth of your practice.
So we'll ook at improving your conversion, direct mail, referral
systems, up selling, client service, client retention and relationship
marketing.

Once you have al these stumps in place, you'll have afirm
foundation for practice growth. However, to do this you first must
take a different approach to your marketing.

Remember, if you want to get different resultsin practice, you
have to do things differently. And that’s what this programis
about - doing things differently.

| emphasize ‘doing’ because too many veterinarians get ‘all fired
up’ about an idea, only to have their enthusiasm dwindle and in
time, disappear so the goal is never reached.

The key isto get something happening. That’s why I’ ve broken the
strategies down into ‘bite-size' morsels so you can start with one
or two and work through the othersin time. | don’t expect you to
apply everything in the first few months; after al, you've still got a
practice to run.

Don’t Let This Happen To You!

The biggest problem with success is what we refer to asthe T.F.1.
Principle - Total Failure to Implement and it describes what
happens with alarge number of people who invest in self
development program.

People start out with every intention of getting stuck into the
program. But then an unexpected problem pops up followed by
another and another until, despite their best intentions, they are
back to their daily routine - and the program sits on the shelf
gathering dust.

Like so many before, they become yet another victim of the T.F.1.
principle.
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And that’ s no good for you, and it's no good for me. Even though
this program unquestionably provides you with the skills necessary
to take you to unparalleled practice success, | can't do it for you.

Up until now you’' ve had marketing tools at your disposal, and
although you could liken this program to a set of power tools, you
have to put in the time and effort for your own rewards.

Setting Your Sights For Success

In order to gain the most out of this program, you need to create a
new ‘mindset’ towards marketing. Y ou haveto create avision of
where you want your practice to bein 12 months, 3 years and 10
years.

It'svital that you now set your goals for your practice growth
because if you don’t know where you want to go, how can you
ever hopeto get there?

Write down where you are now and where you want to be and start
using the strategies in your program to get there. AsJim Rohn
says:

“ Businesses don't plan to fail, they fail to plan” or as| like to say
“How can your life go according to plan, if you have no plan?’

When Tom Waitkins started IBM, he knew what the company
looked likein his mind long before it became areality. He could
see his people dressed in navy blue suits, white shirts and red ties.
He could visualize in his mind’ s eye what he was about to create.

Today IBM isbigger than some countries. Tom Watkins had a
plan to make it happen. He had adream, agoal. Y ou need one
too.

Y our ability to fully tap your personal resources and get where you
want to be is directly affected by your ability to set and achieve
goas. Thisnext story clearly demonstrates the point.

A study of the 1953 graduates of Y ae University were asked if
they had a specific set of written goals with a plan of how to
achieve them. Only 3% of them had aplan. Twenty years later,
the researchers went back to these same graduates and discovered
that the 3% with written goals were worth more financially than
the other 97% combined!
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Remember the words of General George S Patten: “ Without a plan,
you'rejust atourist.”

Up until now you’ve had tools in your own marketing. What I’ve
given you in this program is a set of power tools. But they're not
worth the paper they’ re written on until you plug themin. That's
your jab.

Y ou now have to work through these ideas and make them work
for you. I'll be here, only aphone call away, to assist and act as
your sounding board, but I cannot do it for you. If you put this
program aside and don’t act on it, you’ ve wasted your money. Act
on it, and you' ve made one of the best investments of your life!

Theideas and concepts laid out in this program will work; it's
simply amatter of application. They work because these ideas are
based on the immutable laws of business and human nature. Put
simply, if you have clients and provide a product or service, these
principles will work for you. Period.

Are your goals? SMART

Specific

M easurable
Attainable
Redlistic
Timeline

Mindset Is All Important

Understand one thing.

It is your mind that determines your success. Believe that you
cannot win, and you will surely fail. Believe you can win and you
can. But first, you must think like awinner.

There'sastory I'm sure you' ve heard before but it’s worth
repeating to demonstrate this point.

The University of Chicago once conducted an experiment with a

group of undergraduates. They divided them into three groups,
had each group throw basketballs at the basket and scored their
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ability to do so. They told the first group “We want you kidsto
come out to the gym for one hour every day and practice throwing
the basketball through the basket.” They told the second group
“Forget about basketball. Don’t touch a basketball. Don’'t even
think about it.” Then they told the third group “We want you to
get by yourselves for one hour every day and imagine yourself
successfully throwing the basketball through the basket.”

At the end of thirty days they gave the three groups another test.
The kids who had actually practiced for one hour a day showed an
increase in ability of 24%. The kids who hadn’t practiced at all
showed no improvement. But the kids who had imagined
practicing for one hour each day showed an increased performance
level of 23%!

The two groups who improved their performance both trained.
One physically and the other mentally, yet they both achieved
nearly identical increases even though one group didn’t touch a
basketball for thirty days.

This clearly demonstrates the power of the mind. Y ou can achieve
anything you want by thinking it so. To quote John Kehoe, author
of Mind Power:

“Your mind creates your reality. Y ou can be conscious of it, and
get your mind working for you, or you can ignoreit, and allow it to
work in ways that will hinder and hold you back.”

We must train our minds to think like winners and feed them with
the right thoughts so that success thoughts become a habit. In
order to do this, we must act like winnersfirst. We must act asif
we already are what we wish to become. Then we must make
these actions habit. AsMark Spitz (winner of seven gold medals
at the 1976 Olympics) said: “We dl love to win, but how many
people loveto train?’

Look upon this program as atraining ground that will help you fine
tune your skills to become better at your marketing and
consequently grow your practice in the way you wish to. Just like
an athlete, you must train, and you must have goals. Y ou must
chart a course to your destination with a series of smaller goals
along the way.

Think of it like an ocean liner sailing from one side of the world to

the other. For ninety-five percent of the journey the captain can’'t
see the end destination, but he stops at a number of ports along the
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way. These ports are your smaller goalsthat will lead to your final
destination.

Asthey say, if you want to eat an elephant, you can only do so one
mouthful at atime. By theinchit’sacinch - by the yard it’s too
hard.

So work on one module at atime. And take your time. If you put
oneideaor ‘pillar’ in place every three months, you'll have four
more pillars at the end of the year. Do the same next year and
you'll have eight pillars.

Now, just before | get you started, it’simportant you read the next
section. It will give you an overview of what you’ll be dealing
with in your program.

Three Questions Every Business Owner Should Know
The Answer To:

There are certain things all practice owners should know about
their business but the three that stand out most are the following
guestions. If you can’t answer them, it’s time to take a closer look
at your business.

Question 1: What are you selling?

This relates not so much to your product or service, but to the
benefit your clients will receive from using you. For exampleif
you were afinancial planner, your client is probably not after stock
ownership, they’re after the safety of their family and the peace of
mind they receive by being a responsible investor who plans for
the future. Or you may think that your clients come in because you
had the cheapest feesin town but if you did asurvey, you may find
that it was the politeness of the front desk receptionist that
appealed to your clients. So you could change the whole direction
of your advertising, increase your prices and your business will
thrive.

Ask your clientswhat it is about your practice that causes them to
buy from you.
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Question 2: Who are your clients?

Is there a specific demographic group? Do your clients come from
a specific geographic location? Arethey within a certain age
group? Do they enjoy similar activities?

There s an interesting story of atime when two marketing
executives from Coca Cola were interviewing advertising agencies
for their account. One of the agency representatives asked the Coca
Colaboys “Who is your demographic market?’

WEell, the Coca Cola executives looked strangely at each other and
one of them replied: “It's Coke for God’' s sake!...Any fool with a
mouth!”

Now you may not have the luxury of total market coverage like
Coca Cola, but it'simportant that you know who your target
market is. Sometimesit can be different from whom you might
think it is.

Let me explain what | mean by that...As ageneral rule of thumb,
veterinarians target “baby boomer” women, but the needs of this

group has changed over the years. It used to be that these women
held down jobs and had children in high school and college.

But now, the needs of this type of client has changed. Many are
retired and their kids have al graduated and moved off. There
needs have changed from convenient hours and lower cost, to
quality and value (I don’t mind spending whatever it takes aslong
as| can seethevauein it by education, personal relationship
building, etc). So you need to find out who your rea client are.
The results may shock you.

Go back to your clients and ask them these questions:

o Why do you buy from us?

o What is specia about your business compared to your
competitors?

. What isit that we do differently that you like?

o What isit that we do differently that you don't like?

o What do our competitors do that you like that we don’t?

o What are some of the things that you' d like usto offer that
nobody does?

o Why are these things important to you?
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Now that last question isthe clincher. It'sall very well to have the
answers to the other questions but this one “Why are these things
important to you?’ helps you to get to the underlying reasons of
what motivates your clients to buy.

Now, you can have an educated guess at what it is your clients
would answer to each of these questions, but that’s still just your
interpretation. And your clients have awhole variety of different
personalities with different wants, needs and problems so the only
way you can reliably get to the underlying theme of those different
thoughts, isto ask them.

Thisiswhat they call market research. And you can easily do it
yourself without having to spend thousands of dollars to have some
other company find out what you perhaps know, and can certainly
find out yourself.

Question 3: What is your Unique Selling Proposition?

Or in other words, what it is about your business that’s different
from your competitors? Without this, the only thing your potential
clients have to compare your practice with your competitorsis
price, right? Thisforces you to compete on price.

If | were to ask you “Do you ever undercharge what your products
or services are truly worth?’ | bet the answer is“yes.” And that’s
purely because you haven't given your clients any reasons to buy
from you other than price.

So how do you get around that? Well, the first thing is to go back
to question number 1 and analyze what you're selling. Now I'd
like to introduce one of the fundamental principles of marketing:

People don’t buy your product or service - they buy what your
product or service can do for them.

Think about that for asecond... the man who goesinto a hardware
storeto buy adrill bit doesn’t want adrill bit does he? Hewantsa
hole. Thedrill bitispurely ameansto anend. And it’s exactly the
same with your products and services.

If you haven't considered this aspect of your product yet, then this
alone, can revolutionize your practice. When you start to think in
terms of end user benefits and portray that in al your marketing,
you’ll make more money; period.
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Measure What You Do

There' s an old saying: “What you can measure you can manage”
and it isquite true. In your business you need to measure
everything you can with marketing. Thisway you'll be able to
gauge what works and what doesn’t, then keep using what does
and throw out what doesn't.

Keep adiary of your advertisements and write down where and
when they appeared, and how many responses you received from
them. After awhile you'll find patterns develop and these will help
you enormously with future ads and increase your chances of
success immeasurably.

Likewise, with phone conversion. Measure how many inquiries
you currently get aweek or a month, then set new targets for
improved performance. Many business owners have increased
their conversion rate ssmply by being aware of what it issince
they’ d never measured it before.

The same appliesto sales |etters and any other marketing strategy
you apply that can be measured. In your “How To Make Ads Work
Overtime” module, you'll find several ways to measure response
rates.

So set your goals around what you can measure and increase them
asyour skillsimprovein these areas. To keep on track, finish at
least one of these modules every month. Not just once, but several
times over. These will help keep you fired up and bring your goals
back to life.

So having said that, let’s get you started.

Where To Start Your Program

When choosing which strategies to apply, first listen to this module
—"How To Double Your Net Profit”. Thiswill giveyou ‘the big
picture’ sinceit isan overview of all the strategies that are covered
in greater detail in the other modules. Read through the written
text and keep the CDs in your car. Play them regularly. Regular
repetition helps cement the ideas in your mind.
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Next it’stime to begin work on your first ‘pillar’. Select the
module you fedl will have the most impact on your business. |
would personally recommend the one on USP (Unique Selling
Proposition).

Listen to the CDs and read through the written text. Here you'll
find more detailed information on that particular strategy. Over
the pages are listed the ten *pillars’ (modules). Select one to begin
with. Usually thiswill be one of the following:

The reason is that these are the modules that will impact most
immediately on your sales. Don’t, however, underestimate the
importance of implementing the other modules at alater time since
these are longer term strategies and can impact significantly on
your business for years to come.

So right now, select which strategies you' Il work on first and put
dates to them when you'll put them into practice. Write this date
down in your diary to keep you on track. Remember, the more
pillars you havein place, the more you will have...

Unique Sdlling Proposition

“Your unique selling proposition is that distinct, appealing idea
that sets your business apart from every other ‘ me too’
competitor.”

“The entire marketing and operational success should be built upon
your unique selling proposition.

The 6 Success Pitfalls:

Failuresmajor in minors.

Failures overestimate the people they rely on.

Failures do not take total responsibility.

Failures do not spend time improving themselves and see

their business as separate to themselves.

e Failures compare themselves with standard practices and
results as opposed to opening their mind to higher levels.

e Failures do not step up their lifestyle and have a poverty

mentality.
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The 12 Keys To Business Success:

©Better Business Institute 2008

Entrepreneurs take risks and understand that high risk and
massive education = low risk! Low risk = low upside.
Entrepreneurs focus on ONE thing and do it well.
Entrepreneurs do not over estimate the short term or under
estimate the long term.

Entrepreneurs NEV ER give up, they just change tact.
Entrepreneurs do the numbers then back themselves to the
hilt.

Entrepreneurs surround themselves with like minded
people.

Entrepreneurs make decisions quickly and confidently.
Entrepreneurs make everything urgent.

Entrepreneurs take time out to formulate their own thinking
about critical issuesrelating to their life.
Entrepreneurs ‘How can 1?7 instead of saying ‘I can’t’.
Entrepreneurs do whatever it takes to change their lives.
Entrepreneurs always take personal responsibility and
never place blame. If one person can do it, then they can do
it!
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