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FOREWORD
“You will be the same person in five years as you are
today except for the people you meet and the books you
read.” Charlie Tremendous Jones
When I was working in a sales manager role (2001-2004),
feeling far less than fulfilled, financially and otherwise, I
began to dream of a better future for new family and
myself. I knew that what I had been doing, working 60-80+
hours a week and still not gaining any momentum, was not
a recipe for joy, happiness or adventure. This was more of
a path to stress, being overwhelmed, struggling and
feeling as if I had become a failure. I, who didn’t even
come close to realizing my full potential, was missing out
on my children’s lives. My life was my work for this
company, and it was passionless and pathetic.
I knew that if I didn’t make any changes, my results
wouldn’t either.
That’s when I started tapping into some of the wisdom
through books, audios, videos and live events from people
like: Jim Rohn, Zig Ziglar, Tony Robbins, Brian Tracy, Joe
Vitale, Joseph Sugarman, Mark Victor Hansen, David
Bach, Robert Allen, Ted Nicholas, Dan Kennedy, Jay
Abraham, Michael Masterson and most all of the top
Internet Marketing experts through working side by side
with Mike Filsaime (2006-2011) and Rich Schefren (2011
to present).
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One step — a book, an audio, a video, and a live event at
a time.
I was able to take myself from where I was to where I
wanted to be. Darn close to five years on the dot from
when I took this journey seriously (2001) and began
reading and meeting people, as the quote from Charlie
Jones states.
I have met all of my heroes listed above, and many more,
which have helped bring me from that corporate path of
frustration to my incredibly fulfilling entrepreneurial
journey, which included assisting in over $25 million in
results from online sales since 2006. The small percentage
of those results, which I have been blessed to keep, has
allowed me to live a life that I had once only dreamed of. It
includes cultivating an incredible relationship with my two
amazing children. We often create memorable moments
together.
What excites me is that if I, who was a master of selfsabotage can do it, then so can you. What excites me
more is that you are now holding this powerful book, which
can and will shortcut your journey significantly. This fact
alone tells me that, You will Stand Up! You will Stand Out!
And, you will leave the Standing Aside to others!
Regardless of where you are right now, you must always
remain vigilant and observant to the one thing that can
make or break you, and that is change. Change happens!
You can either adapt to it and benefit from it, or be a victim
of it and allow it to ruin all of your hard efforts.
In this book, Steve Brossman clearly points out how and
why the business landscape and the marketplace has
Stand up, Stand Out or Stand Aside | Page | 8
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changed, how most people are continuing with business
as usual, and how you can adapt to these changes and
benefit widely while others struggle and scratch their
heads at their hard work and lack of results.
While your competitors are working twice as hard for half
the results, you’ll be learning how to stand out in the
marketplace amidst all of the noise. You’ll learn how to
cultivate a true relationship with your prospects and
clients, and make the transition from being a hunter of
sales to a creator of raving fans who will push your results
beyond what imagined.
Imagine living the lifestyle you have always dreamed of
while doing what you truly love and are passionate about.
In essence, you’ll be getting paid extremely well to play.
This book you are now reading will open your eyes to how
you can make that a reality. You will learn how to Stand
Up! You will realize a life with passion, excitement and
adventure. Then you will learn how to Stand Out, in a
crowded, noisy marketplace and gain raving fans who will
move Heaven and Earth for you. Your competitors will
have no choice but to Step Aside as you stride past them
through implementing, all that Steve teaches you to do in
this results creating book.
Steve Brossman is a man who walks his talk. He loves life,
he loves his family, he is great at and loves what he does,
and he loves you, his readers, prospects, and clients. I am
proud to call him a friend and was honored to be asked to
write the foreword to this powerful book.
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My intent and desire is that these brief words get you as
excited to be holding this life and results changing book in
your hands as I am for you. My hope is that you are not
one of the statistics who purchase a book and never read
it. Do yourself and your future a favor, and carve out the
time now to read this book. Skip TV time, skip a movie and
read it. If you are like me, you’ll be thankful that you did,
and will most likely read it many more times to come.
Make Today Great!
Tom Beal
How to make the most of this book
This book contains strategies, case studies, stories as well
as questions and other information to help you through this
process.
There will be links via QR Codes, urls and videos for you
to watch me explaining, in more detail, some of the
strategies.
These will give you access to worksheets that were too
large to put in this book.
To get your QR Code scanner apps, visit the appropriate
website link below.
Android :
http://magneticdigitalmarketing.com/redlaserandroid
Apple:
http://magneticdigitalmarketing.com/redlaserapple
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If you are more comfortable not standing out in your
market, put down this book, it is not for you.
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INTRODUCTION
WHY STAND UP NOW?
Over the past 10 years, many things have changed
that have affected businesses dramatically. Things
like technology, how we communicate, social media
and even the Global Financial Crisis (GFC) are
attributed with (or blamed for) how we do business
and the current business environment.
Many people are blaming the rapidly changing
technology for their own reduction in results in their
marketing and business. While others are jumping on
every piece of new technology possible, with limited
results and return on investment (ROI).
I personally believe all of that is just a cop-out for not
getting the basics right.
Let me take a step back to marketing 101 and give
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you my take on it, plus bring in some concepts from
other people to give you a clearer picture of the
current market and how to successfully navigate it for
your business survival.
In today’s world, it is first about identifying a MARKET
with a particular problem and providing a unique
solution to their needs, wants and desires, then
communicating the RIGHT MESSAGE to them using
the RIGHT MEDIUMS.
Dan Kennedy keeps hammering that marketing is
about Message, Market and Medium and, I for one,
agree with him wholeheartedly.
Because of the rapid changes in technology, and
people wanting to push their particular product or
service, they often fixate on what mediums to use.
They lose sight of the most crucial part of marketing,
your products and services, which is just providing
solutions to the right market, at just the right time that
they are ready to receive it and take action.
In fact, the old school “push marketing” where you
have a product or service and all you do is market the
heck out of it using every possible medium that you
can, is producing very limited results these days.
Moreover, business owners are aware of this, but they
don’t know what else to do because that is what they
have always done and sadly their marketing has just
become a habit with dwindling results.
Stand up, Stand Out or Stand Aside | Page | 14
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In the recently released book, The Pendulum by
Michael Drew you will read that every 40 years we
transition through a “ME” focused society to a “WE”
focused society and then it returns again 40 years
later just like the swing of a pendulum (brilliant
analogy I thought). In this brilliant book, he documents
that 2003 was the start of the new WE focus where
we have moved from the big loud “buy my products
because it is bigger, better and you need it” type
marketing messages. These may have been
successful in the ME society to a solutions and
relationship based, trust and transparent marketing
message of the WE period.
When I read this book, late in 2012, everything I had
been using in my own businesses, and teaching
others to do in their business, just made sense.
Over the past 20 years, I have built several highly
successful multi-national businesses, and there have
been some common themes throughout each of them.
Solve a problem, build relationships and don’t
compete on a level playing field. (Later, in this
book, I will talk about the “Change the Game”
program which I was able to track back to using in my
own businesses as far back as 1983.)
Even today, I see most businesses are not leveraging
their unique differentiations from their competitors as
an attraction tool in their marketing. Instead, they
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compete on the Same Playing Field using the Same
Message to the Same Market and believe that by
talking louder and using a few different mediums that
they will “stand out” in their industry and attract their
competitor’s customers.
Big mistake!
That can only result in one thing, and that is a price
war. In the end, no one really wins in those wars do
they?
This book is designed to show you firstly, WHY you
should change and HOW you can BOOST your profits
using some simple and very practical strategies and
techniques that I have personally been using,
learning, teaching and refining for over 30 years.
Oh, and just to clear things up — I am not an
academic, yet I study extensively what I need to know
directly from successful leaders in marketing mastery
on a global scale. What I call the best of the best.
While, this book may not be declared a literary
masterpiece, you will find that it is written in a down to
earth style that is full of practical information that is
easy take action on by implementing very simple
steps, systems and strategies into your business in
the next 30-60 days.
Since 1983 when I purchased my first Marketing and
Sales training program with cassettes and workbooks,
I have known the value in investing in my education
Stand up, Stand Out or Stand Aside | Page | 16
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and training. Over the past five years, my wife Pam
and I have invested heavily in our own education. We
purchased courses, traveled around the world to
attend live events and paid for high level personal
mentoring by the best in our industry.
Because, our attitude is to enable us to provide our
clients with the best — we have to learn from the best.
Since taking on this attitude, we have never looked
back and even throughout the GFC, when most
businesses were going bust or struggling to survive;
our businesses were thriving, and so can yours. You
just have to learn how to Stand Out and in this book I
am going to give you some strategies to do that.
The two people that have had the biggest impact on
my professional journey are Rich Schefren and Dan
Kennedy.
Rich is one of the smartest marketers you can learn
from. His attention to detail and his depth of
knowledge in marketing, and in particular online
marketing, is without peer. I have been part of his
program for the past three years, and it has been the
foundation for much of my success.
Marketing and more specifically, Direct Response
Marketing should never be mentioned without calling
attention to my other mentor Dan Kennedy. His no
nonsense, no bull, approach to marketing has
influenced my journey immensely.
Stand up, Stand Out or Stand Aside | Page | 17

The reason I am telling you this is you will see
influences from each of them filtering throughout my
book. Just reading a book will not do it for you. You
need to take action on what is in this book and
ideally get a mentor that keeps you on track and
accelerates your results. For the first part of 2013, I
had Tom Beal as my accountability coach and he
really helped me kick start the year and made sure
this book was written. Thanks Tom.
Plus, my wife, Amazon Best Selling author of five
books, Pam Brossman, has been kicking my backside
for the last 12 months trying to get this book out of my
head and out there helping others who need to learn
how to Stand Out in their business.
Rich Schefren taught me the powerful creative
process of using a journal each day. So, sit back, get
yourself a journal, take many notes — and enjoy the
ride.
You will also see that the book flows through a simple
formula of 7 P’s. This formula is from my Perpetual
Profits Blueprint …. How to Create Predictable
and Sustainable Profits. It is the same process
where I successfully take my personal coaching
clients through, and I’m inviting you to come on this
journey too.
Purpose: Your Why
Position: Unique Champion’s Position
Stand up, Stand Out or Stand Aside | Page | 18
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Package: The Unique Solution to the Problem
Promote: Marketing
Persuade: Sales
Protect: Your relationships with prospects, clients and
profits
Propagate: Building additional profit centers.
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STAND UP!
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CHAPTER 1
STAND UP, STAND OUT OR STAND ASIDE
This book’s title is a call to action for anyone who
wants to succeed in this so called “new economy” as
we get deeper into the WE era from the Pendulum. It
basically says that you need to Stand Up and become
the face of your business, identify why you are
different, or as I put it, you need to become the unique
and obvious solution and then communicate that
genuinely to your market.
If you don’t, you will be left behind, you will be seen as
a dinosaur in your marketplace and very quickly fade
from the memories of your prospects and clients
forever. Loyalty can only carry your business so far,
and if you are not keeping up with your market then
eventually they will move on to a greener pastures.
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You can no longer hide away behind a business
name, locked away in an office, shop or on a
computer and not form relationships with your
prospects and clients. Today customers are very
fluid, which means they can flow easily along a path
of least resistance, jumping from one supplier to
another unless they are diverted or a dam was built.
That dam is your relationship with your clients and it
will hold your clients and customers keeping them
loyal to you while you provide value to their lives and
communicate that regularly to them.
The dam wall is your service and communication to
them. It will only hold your clients and prospects in
while you are continually maintaining it. If you neglect
the service and communications to your people, the
wall will come down and they will flow on.

http://magneticdigitalmarketing.com/standouttraining/
This book is not for everyone. While the concepts and
strategies that I have put into this book might make
sense, seem straightforward and relatively simple, I’m
not saying they are easy. In fact, for many people,
Stand up, Stand Out or Stand Aside | Page | 24
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Standing Out is the last thing they want to do.
So, if you are thinking that soon everybody will be
doing this, think again. If you follow the steps that I will
be giving you in this book, you will rapidly jump ahead
of your competitors and establish yourself as the
leader because you will be one of an extremely
small minority who will actually do it.
STAND UP
Make The Decision to Stand Up.

Have you heard of Donald Trump, Oprah, Michael
Jordan, Madonna and here in Australia, Mark Bouris?
Do you think they started out famous? No, they
started out just like you and me.
They all had a goal and a burning desire to do
something extraordinary. There are many people who
dream of being Sports Stars, Pop Stars, and Business
Moguls but remarkably few take that first step in
making it a reality.
That first step is the decision to Stand Up because
you cannot Stand Out sitting down and being the
same as everyone else.
In this book, I will be showing you why now is the time
that you must Stand Out to succeed and why it has
never been easier if you follow some simple steps. I
will be showing you ways that you can stand out, no
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matter what your market, profession or aspirations
are.
Don’t worry, it is not about having to be big, loud and
obnoxious to get attention! You could Stand Out by
providing such awesome and caring service that you
become legendary to your target market in a
remarkably short period.
However, it is about how you Position and Package
that service and then Promote (communicate) it to the
market that will have the biggest impact in the long
term.
I will also be sharing with you several times, from my
own personal journey, where I have followed this
process with amazing success and times where I
foolishly ignored my own strategies and how that
ignorance affected the results in my business.
Therefore, while I talk about it all, starting with a
decision, nothing happens until you actually take
action. You can make all the decisions you want until
you actually Stand Up, and that requires energy and
commitment of the highest level. Until then, nothing
will happen.
Notice this book’s title doesn’t say, “stretch your neck
up and take a look” or “Rise up just a little” no, it says
“Stand Up! And stand up straight!”
Do it with full commitment and do it in a way that as
soon as you do Stand Up, you are prepared to be
Stand up, Stand Out or Stand Aside | Page | 26
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noticed and take action when the doors of opportunity
start flowing your way.
A crucial part of the decision to Stand Up is who you
are and when is the right time to Stand Up!
Later in this book I will go into detail about your
“Unique Champion’s Position” and how to find and
communicate it.
Important note: You Do Not want to stand up trying to
be the same as everyone else because all you will
have is to try to be louder than your competitors and
that is not an attraction magnet strategy.
Getting Life’s Rewards and “THE U-GAP”
I am not going to get hyper-mathematical here so
early in the book, however, I’ve been looking at all
those who are actually achieving their life’s dreams
and goals, and they all have one thing in common.
They are not doing the same as everyone else. They
are Standing Up and Out in some way. In addition,
the greater they Stand Out the greater their
rewards.
Before I go too much further let me clear up an
extremely important point first. This is as much about
the rewards of helping others as it is about your own
personal and family rewards.
Once I clearly understood this, I developed The U-
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Gap. The U stands for Uniqueness or how much you
stand out.
The larger Uniqueness Gap between you and your
competitors the smaller the gap is between what you
have now and what you desire.
Or, to put it another way…
The more you can stand out above your competitor
the closer you will be to reaching your desired goals.
On the following page, I have an exercise to establish
the U-Gap in your business.
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EXERCISE
1. Write down what you currently do.

Write down what others in your marketplace do.

Rate yourself from 1-10 as to how Unique you are
and how you currently stand out in your marketplace.
1 being “not very” and 10 being you “dominate it, and
you are the go-to leader.”
1 2 3 4 5 6 7 8 9 10
2. Write down your ultimate financial and other
lifestyle related goals.

3. Write down where you are right now.

Rate yourself 1-10 as to how close you are to your
ideal goals. 1 being “very close,” i.e. just 1 step
away through to 10 where “your goals are just a
dream.”
1

2

3

4

5

6

7

8

9

10
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So, here is how it works … the bigger “The
Uniqueness Gap” the more you stand out from your
competitors, and the smaller the gap between your
current lifestyle and your ultimate goals.
For a more detailed example of the U-Gap, click on
the QR code to watch video explanation or visit the
link.
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HERE IS MY FIRST EXAMPLE OF THIS IN ACTION:
When I first opened my Health Centre in 1983, it was
at the beginning of the Aerobic and Fitness craze and
Gyms were the place to be seen as much as work out.
Sometimes people didn’t go to the gym until they were
already fit and in shape. Many gyms were just
focusing on the body beautiful set.
I decided right from the start to be different. With a
distinct lack of mirrors and minimal heavy weights, I
provided a place where the less fit and overweight
could get started in comfort.
We had specific programs for the out-of-shape, kids,
Stand up, Stand Out or Stand Aside | Page | 30
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seniors, pregnant, sports-injury rehabilitation and
specific weight loss.
In a very competitive market, we stood out in a sea of
sameness because even back then I made the
decision to be different. We definitely stood up and
stood out.
While the other gyms were showing off their body
building and body sculpting trophies we were helping
change people’s lives (a lot of them), as we were the
only ones providing those less glamorous programs.
Pain vs. Payoff…. “But, sitting down really is quite
comfortable.”
Look, I know that some people are quite comfortable
just sitting down doing the same as everyone else,
always looking, longing and wishing, but never
actually doing anything about it. I also know that
Standing Up and Standing Out is a personal choice
as well as a personal goal. Having said that, I
personally believe if people just knew how easy it was
to Stand Up and Stand Out, more people would do it,
and that is my own personal goal to help more people
achieve extraordinary things in their life!
You see, to make that first decision and to actually
Stand Up takes energy and sometimes discomfort and
that feeling of vulnerability. Standing Out from the rest
is what makes many people quickly sit down and slip
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back into that comfortable sameness.
Have you ever been sitting in one spot for a long time
and then all of a sudden try and stand up? You feel a
little stiff, don’t you? And, it isn’t till you start moving
that you loosen up and feel better. Well this is the
same thing but only in your business.
Once you make the decision that you want to Stand
Up, and Stand Out, take action to commit seriously
and Stand Up. You must then start the forward
momentum immediately and push through any
discomfort, remain moving forward and not return to
old habits, which is so easy to do.
One of the best ways to do this is to get a coach, an
accountability partner or join a mastermind group of
likeminded people with the same drive and ambition
as you to succeed and Stand Out.
Those who have the desire, drive and a plan will push
through the early discomfort and reap fantastic
rewards.
I remember enjoying athletics as a young boy. I was
never brilliant, and I was usually the 3rd or 4th kid
picked for our relay team, but I had fun. I gave
athletics away for a few years in my early teens, but in
my last year of High School I set a goal to win the
Senior Athletics Championship. A significant goal as I
had not even won a single age race throughout all of
High School.
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I shared this goal with Dad and he knew I was
serious, so he sought out a coach to help me achieve
this personal goal. Well I never had a coach before,
and I decided to throw everything into my training
sessions.
My running colleagues still remind me to this day that I
trained so hard in the first week that I was physically
sick. Yes, I vomited during each of the first seven
sessions, but I always continued to train through
because my commitment to my goal was stronger
than any physical pain.
I guess you could say I more than pushed through the
early discomfort, and it must have worked because I
did win the High School Championship as well as
become regional Champion and went on to make the
finals in 100, 200 and 400 at State.
Over the next seven years, I competed at open level
and went on to win 10 State, one National Title and
several prestigious professional races.
It would have been different if I had not had a coach to
hold me accountable, or if I had not been prepared to
push through some discomfort.
So, before you start this journey, know that there will
be pains to go through first before reaching your
desired outcome; however, the payoffs are
unquestionably worth it.
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WHAT TO DO BEFORE YOU STAND UP
By now you have made the decision that you are
going to Stand Up, but before you do, it is crucial for
you to get a few things right.
In this next section, I am going to take some analogies
from sport and show you how you can apply them to
your business. They are processes that I have been
using successfully for over 30 years, and when I break
it down for my clients, it helps them immensely.
In many sports, there are talent identification scouts
who look for people with the set of attributes that are
required to succeed in their selected sport and even a
particular position in that sport.
I have seen Gymnasts who have not quite made it to
the top as a Gymnast, be scouted and become
Olympic Divers and Arial Ski Jump Champions. I have
also seen Netball and Basketball players who may
have just missed the top level in their sport become
Champion Rowers. It was just a process of identifying
their right talents (core strengths) and applying them
to a game they could win.
In business, there is a myriad of personality tests that
give you guidance (and sometimes misdirection) on
who you are, your personality type and what you will
be best at in business. While they have their place
and there are some set attributes that you must have
to succeed in business, I want to give you a different
take on it.
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I want to break it down very simply for you. First, we
need to look at YOU and then determine what GAME
you can play so you can win.
 What do you love to do and why… Purpose and
Passion?
 What are your core strengths?
 What is the Game that YOU can Play that you can
easily Win?
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CHAPTER 2
YOUR PURPOSE AND PASSION
They say, “If your WHY is strong enough you can
make anything happen.”
By now you will realise that I’m a straight shooter and
not much into the woo woo, “follow your passion and
the universe will provide” sort of thinking. However I
do say “Without passion you are just a pulse!”
To build a business that is going to survive, there will
be times that you will need to be able to dig deep and
put in that extra effort when the going gets tough. In
addition, to do that you have to, know the real purpose
of your business or as many put it know your WHY!
One of the definitions of purpose is “the reason for
which anything is done.”
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If you have a clearly defined purpose, then you will
have a much greater focus and be less likely to stray
from your goals.
I believe your purpose creates your passion.
I was tempted to start the book with Passion;
however, I have often seen that Passion without
Purpose can be misguided. You will see that I do
place significant importance on Passion because
without passion, you really are just a pulse, and you
just exist.
Have you ever seen sports people lift for the last few
minutes in a tight match to win? Or, have you seen an
athlete find that extra little boost over the dying
stages of a race to come from behind and win? They
achieve great things because they have a burning
desire to succeed and they are passionate about
what they are doing.
They have been passionate about their training and
doing the extra things that people don’t see that
makes the difference.
For you to find that “extra” when it counts, you also
need to be passionate about what you do and have
that burning desire to succeed.
Before we go too much further let’s get back to
business. Dan Kennedy once said, “The purpose of
any business is to make a profit.”
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I have added a little more….
“It is what you do in the business, and with the profit,
that is your passion.”
Many people start in their business by following family
tradition, get a job, or start a business because it
seemed a reasonable “opportunity” at the time. Then
they end up just existing without any real passion and
drive.
This is a recipe for disaster. Because, sooner rather
than later, there will be times when you find yourself
either putting in extra hours or resources to keep the
business afloat or even to keep up with expansion.
Your level of passion will determine your level of
commitment as well as success.
It is this level of commitment that will determine
whether you will do enough to succeed. If you don’t
have the passion and drive, then, it often won’t be
enough, and you will either fail or at best just continue
to exist.
I’m not here to tell you that all it takes to be successful
is to just do what you are passionate about, and you
will automatically make money. Success is hard work,
and there are so many more pieces of the puzzle that
needs to be implemented to turn a passion into a
profitable and successful business, which is where
many people go wrong.
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They start with passion and forget all the business
principles that must be adhered to. The number of
times that I have heard, “I just want to do what is
congruent with what I believe in,” or…
“I just want to follow my passion,” from people who
are dead broke.
Just as often, I see people slaving away in a business
that may be a family business that they were expected
to join, or in a business that grew out of an
occupation, and they dread every minute of being
there.
Well, life is too short for you not enjoy it or get the
rewards you really deserve. If you decide to follow
through and Stand Up and Stand Out, then you will
get much greater rewards and have much more fun
than just sitting on your butt and watching life go by.
NOW IT’S TIME TO CHANGE THE GAME
I want to help you find your passion and purpose,
combine it with your core strengths and the prospects
needs, then give you the tools to develop a game
plan to build a successful business.
To help you get started, I want you to think about and
answer the following questions.
1. If you knew you could earn more than enough to
support your desired lifestyle what would you want
that to be? Some may ask what is your dream job
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or what would you do if you didn’t get paid and
money was no object. However, I want you to still
think of having to get paid for what you do.
2. Why do you want to/need to earn money? This is
your big WHY? Is it to provide for your family, to
support your favourite cause, to get out of debt or
even to be famous? What is going to get you out of
bed on the tough days?
YOUR CORE STRENGTHS
Without going into an exhaustive list of what your
personal strengths could be, ask yourself a few simple
questions
3. What has got you to where you are now?
4. What do you attribute your greatest successes to?
-

Business
Non business (personal, sporting etc.)

5. What is it that other people say that you do well?
6. What do other people say comes easy to you?
You will find that you may come up with a mix of the
following:
Drive,
Commitment,
Communication Skills,
Innovative,
Passion,
and quite a few more.

Creativity,
Personality,
Leadership, Inspirational,
Compassion,
Integrity

It is important to know what you believe are your core
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strengths and what others believe they are. That way,
you can use them as the foundation to build your
Unique Champions Position that you will learn more
about shortly.
PLAY A GAME YOU CAN WIN
There is absolutely no sense, whatsoever, selecting a
game where you compete with the masses, don’t
Stand Out and have very little chance of collecting
the prize.
This Change the Game process that we are about to
go through is one that I have had a lot of success with
for my clients and others that have used it in their
business.
It is all about determining the game that you can win!
Not playing a game that is determined by your
competition or by your market.
When people start their business, they want to cover
as wide a market as possible as they believe they can
get more people and more money through the door.
However, what that normally does is opens up as
much direct competition as possible.
That leads to a lot of people competing in the same
marketplace and they won’t Stand Out. I want to
show you how you can slice off a section of the
market so that you can Stand Out and own it —
where you will have minimal competition.
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A position, whereby, you become the “Unique
Champion,” deliver outstanding service and a
unique solution to their problem.
Click on the QR code below or visit the url to watch a
video of me explaining in more detail the Change the
Game process.

http://magneticdigitalmarketing.com/changethega
menow/
After watching the video, download the Change the
Game Matrix that can be found below the video and
follow the instructions. Remember the more honest
you are, the bigger the shift in your business.
Note: The answers given in the Matrix are usually not
the definitive answers, but form the basis for me to
ask deeper questions to uncover what your true
unique and champion position is. This matrix is
usually followed by a consulting session, whereby we
determine exactly what your Why is and strategies for
you to implement immediately to Stand Out and start
winning the game, usually so quickly that your
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competitors don’t know what hit them!
So let’s quickly go through the Change the Game
process as seen in the video...
 To understand your market; you need to be able
to clearly articulate what their pains, fears,
frustrations, hopes, dreams and desires are.
 Identify who you are; what your core strengths are
and what your personal uniqueness is in your
business and/or industry.
 How can your core strengths service the needs of
your market?
 Identify a section of the market that is already
paying well for those services. I’ll say that again, a
section of the market that is already paying well.
You don’t want a section of the market that is not
paying well. You must value you and your time if
you expect others to do the same.
 Slice off the section that is paying well. Identify
what your Unique Solution is and package it in an
outcome-based package or program.
 Educate your section of the market as to why your
product or program is the unique solution for their
needs “right now,” not in six months’ time but “right
now” ― and why you are the right and only person
that has that solution.
By doing this, you are shifting the goal posts onto your
playing field and playing on your terms. Now you’re
the person that’s kicking the goals for that section of
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the market and the competition is fighting over the
rest.
WHILE OTHERS LAUGHED, I MADE MONEY
It appears I have been doing my own version of the
Change the Game program since I started in
business. One classic example of not competing on
equal footing took me to 12 countries virtually as a
celebrity in my market.
Back in 1994, I was regarded as one of the top three
Children’s Activity presenters in the fitness industry,
and I was asked to speak at an international summit in
London. The organizers were also holding a large
adult fitness convention the following week and said if
I had an aerobics class to present, they would pay for
the extra week and appearance fees.
Well, I was a good aerobics instructor at best.
Certainly not to the level of all the international stars
that were going to be at this conference, but I could
definitely hold my own when push came to shove.
Back home at my gym, in Australia, I had a monthly
themed fancy dress class and the most popular was
the “Country themed Step Class.” I accepted their
generous offer by telling them I had an awesome
Country Step Class I think their attendees would love.
Now to be truthful, I had only worked on about 15
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minutes of the class and the rest was finished off the
week before the event, which was consistent with a
favorite motto of mine…
“Bite off more than you can chew, then chew like
crazy!”
Crunch time came, and I fronted up with denim
looking aerobic shorts, a black vest and black cowboy
hat. That set the scene for the participants that it was
party time!
The first thing I taught was not even an aerobic step
move. I was more interested in getting the mood
happening in the room, so I got them to start yelling,
“Yee hah!” really loud. The purpose of this was to
give the participants permission to be loud and enjoy
themselves while attracting more attention to my class
from the other rooms.
With the booming sound of good-ole country music
and moves like Around the barn, Over the hay bale,
The doh-see-doh, and Rattle snake to name a few,
the class went wild, and they actually forgot they were
working out.
Technically, I would give it 5 out of 10, but the fun
factor was easily 11 out of 10. Do you think I stood
out? It was the most talked about class at the event.
Other famous instructors came to see what all the
noise was about and by the time it was finished the
room was bursting at the seams with people who were
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told, “You just have to go and check this out.”
NOTE: Sell the experience not the process!
In that 60-minute period, I went from the kid’s expert
who was invited to speak only where they had
specialty topics on kid’s fitness, to all of a sudden
being known as “The Country Step Guy,” being
offered invitations all around the world.
I knew I had a hit on my hands. I went back home,
polished up the routine, and added leather chaps and
vest to add to the performance. In the following six
years, I was invited to teach it in 12 different countries.
Not only that, but the class was filmed and released in
the USA on video.
That is what I call Standing Out, and something you
can easily do in your own business. Not necessarily in
a pair of leather chaps, but you get the idea.
Sure, there were aerobic purists telling me I looked
like a male stripper on go-go juice and many who took
great pleasure in having a go at my classes, but do
you think I cared? No way! Because I knew, they
were not Standing Out.
They were struggling to teach classes in their local
Gym while I was being paid to travel the world, create
a global brand and following and have a blast at the
same time. Who do you think was laughing the
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hardest?
But, more importantly, I changed the game so I wasn’t
competing on the same field as everyone else and
who was Standing Out and getting the business? I
was!
It just proves that if you follow the Change the Game
formula you too can go from obscurity to the leader in
your market if you are prepared to Stand Up and
Stand Out.
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STAND OUT!
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CHAPTER 3
POSITION
“Your Perceive Position Predicts your Profits”
Today consumers have access to information via the
internet and mobile devices that they can operate on a
day to day basis. Meaning, they can now search and
research anything they want to know about you, your
brand, products and services while comparing you to
your competitors like never before.
To escape the ever-present price wars you need to
“Stand Up, Stand Out or Stand Aside.”
In the last chapter, we talked briefly about your
Unique Champions Position. In this chapter, I will
talk more on how to develop it and how to use it to
boost your business.
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The continual improvements in technology, reduction
in production costs and globalization of markets have
made it nearly impossible to build your brand by just
being “better, cheaper or faster.” If you do, it makes it
easy for someone else to come along and claim the
same as you, which leads to you continually
competing on price alone.
I saw it explained once that in the 70’s if you were
better, cheaper or faster, you could Stand Out.
In the 80’s you had to be two of them, e.g. better and
faster or cheaper and better to Stand Out.
In the 90’s you had to be all three to Stand Out, and
now, you have to be all three just to compete!
Seth Godin in one of his talks said, “These days it is
more important to be different than be better or
cheaper because anyone can always claim they are
better and sooner or later someone will make it
cheaper.”
In your market, there will always be a section that is
prepared to pay a premium price for quality. It is in this
section of the market that you need to position
yourself as the unique solution to their current needs
and wants.
In the last chapter (and in the video example) you
should have determined and identified your premium
prospects and their pains, frustrations, desires and
what they are currently prepared to pay for their
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solutions in the marketplace.
Now is the time to work seriously on your Unique
Champions Position.

People often are hung up on the “Uniqueness” that
is required to be unique, and how different they need
to be to Stand Out. All Zebras are unique, yet to the
human eye, they all look the same.
When a Zebra is looking to attract a mate, they
highlight their difference, not their similarity (I am only
assuming this because at the time of this publication I
have yet to be, or have any desire to be a part of the
Zebra mating process). In the same way, you need to
know what your premium prospect is looking for and
find uniqueness in your positioning to highlight what
will be attractive to them, their pains, wants, needs,
desires, or solutions to a problem they have in their
life right now.
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Below are just some of the 30+ areas we look at in
our Perpetual Profits Transformation program:
 Your experience, qualifications or expertise
 Your background and track record
 A unique system or way of doing things (we talk
about packaging shortly)
 Product or program design
 Team (service or delivery time and methods)
You need to find something that is unique about you,
or your business that cannot be replicated by your
competitors. Or, you need to communicate it in such a
way that if they do, they will always look like
“copycats.”
One of the best-known examples of positioning is
Domino’s Pizza. They built their business on not being
the best tasting or the cheapest pizzas on the market
but “Delivered in 30 min or its Free.”
Their initial market was based near college and
university students who were hungry late at night and
wanted food fast. Notice, they didn’t talk about the
Pizzas like most of their competition at the time?
Note: I didn’t talk about USP, the ever popular Unique
Sales Position. Today, it is not all about the sale, it is
about building the relationship with your people. The
sooner you can move from the Hunter that is seen to
be preying on unsuspecting new customers (in for the
quick sale), to the Farmer (cultivating a relationship
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and providing value over and over again for your
customers) the faster you will build a more secure
business.
Once you have decided on your Unique Champion’s
Position (UCP) it should be communicated in a way
that you, (your product or service) cannot be
compared directly to your competitors. You need to
position yourself in such a way that they are
comparing apples to fruit salad instead of apples to
apples. We will talk more about that in Packaging.
A POSITIONING SHIFT THAT CHANGED OUR LIVES AND
THE WAY WE THINK!
Just over three years ago Pam and I were moving
towards building a business within the social media
industry as consultants. We diligently studied
everything we could and even signed up and
completed a very comprehensive course.
We very soon realized that every second person was
claiming to be a Social Media Expert and our
“Perceived Position” was no different to anyone else.
So, it was then, without having the process designed
as it is now that I did the Change the Game on
ourselves and find what it was that we had in our area
of expertise that we could use to Stand Out and be
Unique.
I did not have to look far as:
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 I had over 20 years in and around TV and Videos.
I had written, hosted and produced a TV show for
a National Network, appeared on TV in Europe,
USA, Asia, New Zealand and Australia. I was also
Executive Producer on a project with Warner Bros.
I was very familiar with both sides of the camera.
 I had 30 years marketing experience from my own
local and multi-national businesses as well as
consulting others for 25 years.
 Pam, my wife, had developed her internet
marketing skills and knowledge to quite a high
level.
 Videos were just starting to play a vital role in
online marketing.
When we put this all down on paper it was very clear
to us that no one else had (or has today) our unique
combination of expertise. Some people knew how to
use videos on the internet, in particular, YouTube.
Others knew how to produce them, and some were
good on camera, but very few could show businesses
how to use them in their day to day business outside
of YouTube or social media.
What was unique about Pam and I was our
experience in marketing and communications, and
how to use video to leverage small businesses offline
marketing online. Immediately we knew we were onto
a winning Stand Out positioning for our business, and
the rest, as they say, in business is history (we say
profit).
Stand up, Stand Out or Stand Aside | Page | 56

Steve Brossman | #1 Best Selling Author

We moved from drowning in a sea of sameness in
social media, to Standing Out in the early days of
Video Marketing and are now globally recognized as
leaders in this highly competitive niche market.
At the time of writing this book, I have taught, face to
face, over 800 businesses video marketing strategies
and even more internationally via online coaching
programs and business is booming!
During the last three years, we have grown and
morphed with the evolving needs of the market. Pam
is now specializing in digital self-publishing via her
new program, Digital Authors Academy, as well as
teaching time-strapped entrepreneurs and small
business owners how to create highly leveraged
digital product funnels and campaign formulas via her
new Digital Boost programs.
As for me, I am more focused on a combination of
Video, Digital and Relationship Marketing that can
help businesses to build stronger foundations, attract
a higher quality of long term customers while reestablishing relationships with past customers using
easy to implement “Stand Out” business models
targeted specifically to their niche market and target
audience.
As you will also see in the chapter, called
“Propagate,” later in the book, I have also moved
into high-end coaching and consulting due to the
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demand in my area of expertise, which I am enjoying
immensely and was a natural progression for my
business.

You do not have to change stripes into spots to be
different.
When you are going through your Change the Game
process or looking for your Uniqueness, you do not
have to be totally different to be unique. Just like a
Zebra doesn’t have to change their stripes to spots to
be different. You only need to find that one or two core
strengths that you do exceptionally well that will help
you Stand Out in a remarkably short period of time.
In the Packaging Chapter, I will show you that when
you find your Unique Stand Out qualities within you,
your business or the products and services you
provide, you will use them in the packaging of your
products and services in a unique way as well.
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Let me take you through a couple of case studies that
I have done for clients of mine so you can get an
insight into the process.

CASE STUDY 1
One client was in Financial Planning and Mortgage
Broking, which is super competitive and very hard to
Stand Out. With very little diversity outside of
qualifications, experience and product offerings, we found
that he had a unique way of working with his clients
personally. He conducted more regular reviews and
worked closer with his clients than others did.
He said, “It’s almost like how a Personal Trainer looks after
their clients.”
So, we positioned him as “Your Financial Personal
Trainer” and reworded a lot of his language to
incorporate a Fitness and Training theme to his brand, his
product and service offerings.
The combination of two concepts that do not normally go
together also helped him to Stand Out. We went with that
angle as it was self-explanatory. He provides the personal
attention that a Personal Trainer would give to his fitness
clients, to his client’s personal and business finance.

In addition, in his marketing, products and programs,
he uses a combination of personal training and
financial planning terminology to be unique and Stand
Out.
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Are you getting some ideas yet?

CASE STUDY 2
The second client was within the business-coaching
niche, and that arena was just as competitive and
hard to Stand Out in as the financial planning market.
We went through the Change the Game process and
gave her instructions on a simple uniqueness strategy
to help her find that one thing to leverage in her
marketing going forward.
Here is what you can do if you are struggling to find
your UCP (Unique Champion’s Position), or core
strengths. Search for and read as many of your recent
customer’s testimonials as you can. Then, uncover
what it is that is most important to your clients using
their own language and words to connect emotionally
to your marketing message.
After going through this with my client’s testimonials, it
soon became clear, in the words of her clients that her
unique quality most appreciated was as a Business
Coach; that she delivered “accelerated results.”
So while, giving it some thought, I happened to
remember a topic back from my high school chemistry
days that a catalyst is a substance when added to a
chemical reaction that speeds it up without altering it.
I started to play around with these two ideas and
combined the unlikely concepts of “accelerated
Stand up, Stand Out or Stand Aside | Page | 60

Steve Brossman | #1 Best Selling Author

results” and the word catalyst to produce a Unique
Position for her and her business. That is when I
came up with the final rebrand for my client. She went
from being a Business Coach like thousands of other
coaches in her industry, to being rebranded as the
Business Results Catalyst for business leaders and
the last I heard from her, business is booming!
By using this form of positioning, it conveys her
“outcome based” uniqueness, as well as, making it
hard to directly compare her to anyone else in her
marketplace.
Is there an adjacent market that targets the same
target audience as you, but in a different niche? You
may be able to align the same analogy or buzz words
to create a Unique Service Offering or Positioning
Statement for your uniqueness to help you stand out
in your industry.
Have a look at your previous testimonials from happy
customers and clients and see what you can create. I
think you will be surprised by what your “wow factor”
is for your clients, versus what you thought it was.
How easy it will be to introduce it into your marketing
copy, advertising and conversations. Remember
consistency is key for success.
Important Note: Your UCP must be relevant to your
market and serve as a unique solution to their current
and highest priority problems.
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STAND UP AND CLAIM IT!
Once you have your Unique Champion’s Position
you need to stand up and claim it. It is not beneficial to
do all this work developing a strong unique position if
you keep it to yourself and don’t tell anyone. You need
to take the action of Standing Up and shouting out
loud this is who you are. When I had my health club
we had over 60% of all our new clients and members
come from referrals and word of mouth. Over 70%
retention rates and an unheard of low level of staff
turnover. Why? Because we focused on creating
relationships with our team and members.
I have continued and developed relationship
marketing through my other businesses. When you
add that to my experience with videos and general
marketing, it was remarkably easy for me, within 12
months, to position myself as “Australia’s leading
Video and Relationship Marketing Strategist.” You
must do the same in your industry if you are to survive
the current economic environment. Leaders never
compete they just Stand Out and attract. You must
become magnetic to your market, or you will go bust.
Because of my unique background and experience, I
felt completely justified in positioning myself as the
leader in this specific area of marketing. By combining
video and relationship marketing together, it became
very easy to become the go to person and attract
affluent clients to my knowledge and expertise for
their business.
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I was not a video marketer; I was not a video editor; I
was not another marketer or business coach; I was
Australia’s Leading Video and Relationship
Marketing Strategist. Can you see the difference and
how that would impact what you charge for your
expertise?
You will see that I have limited it to Australia in the title
as 90% of my work is local, and it was very easily
justified. If I were to claim the World’s Best… That
would be harder to justify and potentially reduce your
credibility. So be careful that your title does not reduce
the credibility from the start. Don’t wait for someone to
bestow a title on you because it is likely that it won’t
happen. People are not laying awake thinking about
what title to give YOU. Create your own positioning
statement that is outcome-based to attract your ideal
client while standing out at the same time. You will
see an enormous impact on the way you market and
attract clients into your business funnel.

HOW TO COMMUNICATE IT
Claim it then proclaim it!
Following through with the Change the Game
Blueprint, you have determined the section of the
market that is paying well and that you can provide a
unique solution for. You have developed your Unique
Champions Position, now, it is time to start
communicating it to your highly targeted market and
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develop collateral to support your position.
This can include videos, books, webinars, seminars,
newsletters, etc.
Your market and particularly where and how they are
accustomed to receiving their information will
determine what you use.

VIDEO
Note: that, by 2014, 90% of internet traffic will be in
the form of videos and with YouTube being the 2nd
largest search engine it makes sense that you should
start communicating with your target market with
videos.
Videos connect with the viewer quicker and form a
relationship with them faster and deeper than any other
medium online and offline. In a video, you can involve
more senses and emotions as well as share some of your
personality, which is why it has become an information
delivery method of choice by all smart businesses both
large and small.

With the development of high quality video capabilities
within the new range of smart phones, there is no
excuse not to start filming videos and publishing your
content to position you as the leader and logical
choice in your market. I always tell my clients if they
are not watching your videos ― whose videos are
they watching and how is that impacting your
business!
Stand up, Stand Out or Stand Aside | Page | 64

Steve Brossman | #1 Best Selling Author

You will find the minute you start using videos you will
Stand Out in your market and be seen as a leader.
This window of opportunity will not last forever as
more and more people start to realize they must use
videos. The smart business owners see that this as an
opportunity to lead, which is what we have done for
the last four years, allowing us to Stand Up and
Stand Out very quickly. The opportunity is there for
you to do the same! What is even more exciting is that
this is the most inexpensive marketing strategy that
you could implement into your marketing funnel.
In the Promotion section, I will cover several ways you
can use videos to promote/market you and your
business.

A BOOK ― AUTHOR = AUTHORITY
With the latest combination of Amazon, iPads, Kindle
and other digital reading devices, it has never been
easier to produce quality materials such as Books,
Digital Books and eBooks that can position you as the
Expert or Unique Champion in your market.
Having a book, such as the book you are currently
reading, is becoming an essential part of your armory
and being an Amazon Best Seller elevates you
another level again.
It becomes part of who you are and how you are
introduced. “Steve Brossman ― Leading Video and

Stand up, Stand Out or Stand Aside | Page | 65

Relationship Marketing Strategist, International
Speaker and Amazon Best Selling Author” has a
certain ring of authority to it don’t you think?
We have moved from the eBook to the digital book.
What’s the difference you say? Perception and
positioning!
Most recently, eBooks have been used as free
giveaways to get people’s email addresses and,
unfortunately, these days have very little perceived
value. Whereas a book that has been published, and
is on Amazon is perceived to have the similar content
value as a fully published print book. Why? Because
specialists and experts have books on their expertise,
so if you have a book then you MUST be the expert
on that topic. Therefore, you becom the go to person
in that industry.
Remember it is your “PERCEIVED Position that
predicts your Profits” and the perception of being a
published author is far more respected than someone
who has written an eBook.
Self-publishing is very easy, and I have personally
gone through the whole process to publish and
promote this book thanks to help and guidance of my
wife Pam who runs the Digital Authors Academy. If
you are serious about your positioning, Pam’s courses
and process make it so simple for you to have it
written and published in just 8 weeks (or even less).
She has some free video tutorials that you will find
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helpful on becoming a best-selling author. You can
access them by visiting her
website
at
http://www.digitalboostmarketing.com
BLOGS, NEWSLETTERS AND MAGAZINES
You have to realize that not everyone will want to “buy
your stuff” the minute they meet you, whether it be
digital or live. It is necessary to be continually staying
in touch with your people, giving them superior quality
content that will benefit them ― so that at the point
when they need your product or service you are at the
front of their minds and the logical choice.
There are so many ways to stay in touch, and I will
cover this more in the Protect section because it is
specifically about protecting the relationship with your
market and protecting your ongoing income.
Later, I will also be showing you some truly innovative
ways you can stay in touch with your audience, which
is highly interactive, and includes easy to use formats.
HOW TO MOVE BEYOND WORKING “ON THE BUSINESS”
The majority of business people find themselves
caught up in the day-to-day operations of performing
their profession, spending most of their time running
the business or working IN the business. Several
years ago, Michael Gerber came out and spoke about
the E Myth, stating that for your business to grow you
should step away from working IN the business and
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start working ON your business.
While I agree that you should have spent time working
ON your business and getting it to be the most
efficient and profitable it can be that alone will not
make it Stand Out in this economy.
You see the GFC has performed a massive clean out
of inefficient unprofitable businesses leaving only
“real” businesses that have their act together. What
we are seeing now is everyone operating cost
effectively, delivering fast and efficient products and
services, and many are just focusing on the
“cost/price” as their sole differentiating factor.
As Seth Goden says in one of his videos …
“There is a race to the bottom where people are trying
to get cheaper and cheaper... And winning the race to
the bottom sucks (as you will probably be so cheap
you don’t make money).”
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YOU as the business person need to Stand Up and
Stand OUT as the leader, champion and go to person
in your market …. To be the face of the business
where people are attracted to you, who you are and
what you stand for.
When you start developing your collateral mentioned
above and communicating your position to the market,
people will be attracted to you because you are
educating them that you are the unique solution to
their needs.
When you do that, it is what I call working over your
business. Because you Standing Out you are
elevating your position above the business and are
not just defined by your business.
People are attracted to people, not businesses.
People deal with people, and when you stand out
above your business as the Unique Champion, people
will be attracted to you.
Hence, working over your business.
Note: As you see in the video if you attempt to
promote your business with “you” being the face
without clear, unique and strong positioning, it will not
work, and you won’t stand out.
Some great examples of people being the face of their
business and people being attracted to their business
because of positioning are, Steve Jobs, Bill Gates,
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Oprah, Richard Branson, even Warren Buffet.
Other classic examples here in Australia include Mark
Bouris and Gerry Harvey.
IT ALL STARTS WITH POSITIONING
I am often asked by potential clients to help with sales
and marketing for their business and I always go
through this three-step process. Position, Package,
then Promote.
Results are significantly diminished if you are
attempting to use the old school push marketing “I
have a product or service― how I can sell it?”
Versus, “I am the leader in your area, and I have a
logical and effective solution to your problem.”
If you are looking to commence a marketing campaign
for anything, I urge you to go through this process
first.
Before you move onto the Packaging of your product
or services, download the Change the Game Matrix
and use it as a template to develop your Positioning
Statement.
Note: When I work personally with clients, my review
of the Matrix is not to find the definitive positioning
statement, but to give me a guide to the next round of
questioning. I urge you to complete the table as
detailed as possible and as brutally honest as you can
be. Then put it away for a day.
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Come back the next day and try to go another layer
deeper into your UNIQUENESS and ask yourself is
that really unique?
When I really drill down with my coaching clients, this
is the part that most frustrates them. Quite often when
they say, “I’m really passionate about what I do, or
I provide really good service.”
I reply, “Can anyone else claim that?”
The answer comes back, “well yes, but I am really
good at what I do.”
Again I say, “Can anyone else say that?”
I continue this until either they hit me, or we have a
lead into something that is unique that we can
develop.
The “which means” process
This is best done live with another person and not just
sitting at a computer or with a piece of paper. You
want the raw emotions as you talk about products,
services and how it helps your market. (Note: this can
get extremely frustrating.)
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EXERCISE:
1. Write down your top three areas of uniqueness.
2. Pick your #1 area of uniqueness and say it to the
other person.
3. Then they ask “which means?” Referring to what
does that mean to the client or prospect?
4. You then refine what you said, and they repeat
“which means?”
5. You refine it again and repeat this process until
you have a positioning statement around a product
or service that you provide which has a unique
benefit or outcome for your prospect.
6. Repeat that for your other two unique qualities or
expertise and pick which has the strongest appeal
to your market.
Once you have completed that, move on to preparing
a communications plan and then move on to the next
chapter.
1. What does my uniqueness mean to my target
market and their pains?
2. How does it make me the unique solution to those
pains?
3. What collateral do I need to create to communicate
this to them?
4. What methods of communication does my market
prefer?
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CHAPTER 4
PACKAGE
What are you really selling?
“People buy how they will feel when and after they do
business with you.”
This is where most businesses let themselves down.
Particularly, if they are a service business and are
used to charging for time based services.
In this chapter, I am going to share with you several
examples of how you can package yourself and your
services to avoid the direct comparison trap and more
importantly, be paid what you are actually worth.
If you have followed the steps in the book you will
have identified:
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 Your market’s pains, needs, frustrations and
desires that you can solve.
 Your Unique Champion’s Position.
 Which section of the market is already paying well
for those pains to be resolved.
It is time to package your programs and products into
a unique and logical solution. Doing it in a way that
best provides the outcomes your market needs AND
wants. (I’m going to talk about needs and wants a little
later).

When people ask me, “how much do you charge?” My
standard reply is, “I charge per outcome, not per
hour.”
Here is “My biggest bugbear. …”
Let me get this off my chest first. People do not pay
for an hour of your time! They pay for what you can do
for them in that hour.
I have not seen any problems solved by buying an
hour of someone’s time, sitting beside them and
saying nothing.
REMEMBER: People do not buy an hour of your time
― they buy one hour’s access to the sum total of all of
your accumulated knowledge and previous life’s
experiences.
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Say you had to pay for access to a library. Would you
pay more for access to a library with 10 books in it or
4,000 books in it?
Let me give you an example.
A person walks into a dentist’s office and says,
“Doctor I have this awful toothache. Can you fix it,
please?”
The dentist looks at the patient, drills for about 5
minutes, puts a dressing on it and finishes by saying,
“All fixed, that will be $300.00 thank you.”
The patient is outraged at being charged $300.00 for
10 minutes work, he is feeling totally ripped off.
The dentist says, “Would you like to hop back up in
the chair, and I will drill for another 20 minutes if you
think that will make you feel better?”
The point I am trying to make is ― would you rather
pay more to have your toothache fixed faster or spend
four hours in a dentist chair having your tooth drilled
because you feel $300 should be at least four hours of
the dentist’s time to warrant the expense?
When you have positioned yourself as the Obvious
and Unique Solution in the market, you need to
package your products and services as the solution
not the process.
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I will digress a little to give you three more P’s that are
crucial to your thinking to get all of this right.
Most people are so ingrained and proud of what they
do they just want to talk about the process, the what
and the how.
However, the old saying is true that people are really
only tuned in to WIIFM, the “What’s In It For Me.”
Do you think the guy with the toothache would have
sat and listened to the Dentist explain, “Today I am
going to use the Acme 350 D drill, the 0.7mm drill bit
and it will be spinning at a speed of 2000rpm, blah,
blah, blah?” I don’t think so. I’m sure he would have
been more tuned in if the dentist said, “Pain free in 10
minutes.”
PURPOSE | PROCESS | PAYOFF
With too many business people thinking that other
customers and prospects are just as excited about
their
process
as
they
are,
I have reworked some traditional 3 P’s to packaging
and presenting your product.
Rule #1. Your customer only wants to hear:





Do you understand what I need?
Do you have something to help?
How can it help me?
How quick can I get it?
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 How can I be sure it will deliver the outcome that I
want?
PURPOSE:
The purpose is the reason why you create your
product or service in the first place.
These are your market’s pains, fears, frustrations,
desires, hopes and dreams. You need to be able to
clearly articulate to your clients that you understand
what they dealing with and that you have a solution.
PROCESS:
This is where you need to develop your unique
system; process or product that you use to fulfill your
market’s needs and wants. I say unique because you
need to package it in a way that you can talk about it
briefly as a unique product or process that delivers
specific results that your market wants right now! Not
yesterday, not last month ― right now!
For example the dentist could have said, “We have 2
options…
1. The standard process will take around 30 min, first
we will numb the area, then I will drill to remove the
decay, then I will…, then I will..., then I will, etc.,
etc. or
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2. Our unique Fast Track Toothache Eliminator
Process where we will have you pain free in 10
minutes? Which would you prefer?”
Option one is very process driven while option two is a
unique system with benefits and is outcome based.
Can you see how by packaging the desired outcome
using the Unique Process Title it allows you to pass
over what you are going to do and move directly into
the Payoff?
PAYOFF
This is what people are actually paying for. They are
buying the result! Therefore, if you package you, your
product, service or program as an outcome based
solution and spend more time talking about the
Payoff you will be able to avoid direct comparison and
price per hour based competition.
Below is a recommendation of the approximate time
you should spend on each when talking to your
prospect, presenting or pitching or when scripting a
video to reach a wider audience.
PURPOSE:
20% ― Clearly articulate their pains and that you
understand them.
PROCESS
10-15% ― Your unique system to solve their problem.
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PAYOFF
65-70% ― What they will get and how they will feel
when they get the results they are after.
When I watch or listen to most people who are
passionate about WHAT they do, I see the equation
look very much like this.
Purpose: 0%
Process: 95%
Payoff:

5%

UNIQUE PACKAGING
When you talk to a Coach, Trainer, Consultant or
many other professionals such as Accountants,
Lawyers and Health Professionals they focus their
deliverables on the “per-session or per-hour” model.
Personal Trainers and Life Coaches may sell their
services for (example only) $50 per-session or a 10
pack for $450.
Can you see what it is that they are solely focused
on? The $ per-hour!
What do you think the prospect is going to do with that
information? They are going to directly compare the
only thing you have given them to make their buying
decision, and that is PRICE!
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Here is a simple format example that I have
recommended for several of my clients:
Step 1: Identify exactly what the market needs to get
started and design a pack for that specific outcome or
benefit. Examples: Fast Start Coaching, Rapid Weight
Loss, etc.
Step 2: Identify three to four processes that you
include as a standard part of the sessions. Examples:
Current Eating Plan Review, Goal Setting Session,
Individual Program Design, etc.
Step 3: Pick an odd number of sessions (like 7 or 9
because people don’t like dividing by 7 or 9 in their
head) and sell the pack and the outcome which
highlights the benefits and outcomes that are included
in the sessions.
So let’s go back to the example of a Trainer who sells
Personal Training for $50 per-session or 10 Sessions
for $450. Most people who want to get started training
want to lose weight, so that is what they are tuned into
achieving ― their personal goal or outcome.
For example, in the Rapid Weight Loss Starter
Program we:
 Review your current eating plan
 Assess where you are currently; physically and
with your fitness levels
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 After the goal setting session, we prepare a
personalised eating plan
 We include seven fully-personalised training
sessions
 Customize your program so it is individually
designed to maximise your initial weight loss
 For just $445.00 (this is based on the original)
Note: By selling the pack and picking an odd number,
it takes out the direct-price-only comparison shopping.
The sessions were included in the benefits, not the
only thing you focused on, and the desired outcome
(maximise your initial weight loss) was again restated
just before the price.
In another scenario, I remember enquiring with an
Allied Health professional recently about some
treatment. Their reply was solely focused on sessions
and cost per-session, not whether they can help me
and how would I feel after the treatment.
“It will be 12 sessions and that will cost $70 per
session.” All I heard was 12 and $70.
What if they had said, “Yes, we can help you with our
realignment program, which will reduce your pain and
have you moving so much more freely? Most
importantly, we will focus on reducing those nasty
headaches you are having which are stopping you
from sleeping and working effectively. It includes the
Initial Review and 12 complete treatments for just
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$840 or we can make it easier for you with a payment
plan of three fortnightly payments of only $320,
whichever best fits with your current situation.”
Did you notice the pricing? The upfront was what the
total would have been if they had paid individually per
session and not a discount.
The payment plan, which commits them to the regular
treatment, and not the “pay as you go” or “turn up
when you feel like it scenario” is an additional $10 per
session.
Can you see how price becomes irrelevant because
he was addressing the bigger pain solution and
outcome that the patient was looking for?
The other set of professionals who can benefit greatly
from Packs, not dollars per hour are the Financial
and Legal groups. I won’t go into this in any depth,
however they could benefit greatly from Fixed Fee
outcome based packaging of services and
Recurring Billing. This creates predictable work and
income.
SELLING THE PACKAGING
After you have the packaging, here is my fill in the
blanks way to sell it to your customers.
First, you have to remember that they have come to
you as the trusted advisor because they genuinely
believe you can help them. You should never let them
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leave without doing everything in your power to have
them take the next step to work with you.
After you have had an email interaction, phone or
face-to-face communication with your prospective
client, and you have been given enough information to
decide how you can help them ― here is how it
should play out:
“If I am hearing you right, you want to…” (Restate
their goals and problems they want solved).
“From what you have said, I recommend…” (Name
the pack).
“Which includes…” (Brief overview of your unique
system, program or pack).
“And will…” (State what outcome is expected).
“That makes sense doesn’t it?” (Then silence).
Then you can use whatever closing techniques or call
to action that is appropriate for you to close the sale.
This is the easiest and most effective way to avoid
selling yourself per hour.
WHY KNOWING THE DIFFERENCE BETWEEN NEEDS AND
WANTS WILL MAKE YOU WEALTHY.
I see so many businesses struggling and frustrated
because they have a product or service that they
believe their market needs, and yet, no one is buying
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from them.
If all of us only bought what we needed, the world
would be a very different place. For example, we
would probably all be driving three-year-old beige
Volvo Station Wagons because they are practical,
safe, reliable and versatile and really, we do not need
to go any faster than the speed limit.
Yet, why are Ferraris sold? They only carry two
people, they are hard to drive around town and why
do you need a car that goes 2½ times the legal speed
limit? It’s simple. It is because people feel great in
them! They want to look fabulous driving it; they want
to show it off to their friends and colleagues. Yes, of
course they don’t need a car that powerful!
People will pay more for “wants” than “needs.”
So…market to their wants and fulfill their needs!
Here are a quick couple of lessons about marketing to
wants and fulfilling needs.
LESSON 1: DON’T SELL THE PROCESS
Not long after I opened my health club, the weight loss
scene really started to expand and was becoming
very aggressive in their marketing. There were weight
loss centers, weight loss classes and those trimming
and toning passive exercise machine clinics were
springing up all over the place.
The sad thing was as a professional I knew most did
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not work; however, they were charging up to 10 times
more than we were and we were selling excellent
quality exercise programs which people needed to get
fit.
I travelled to a meeting of several leaders, from the
fitness industry, to look at what we could do about it.
They were talking about government submissions,
etc., but in the middle of all that, it hit me. We were
trying to sell something that generally most people
don’t want to do. We were trying to sell what we
believed the market needed.
We were selling hard work and sweat and talking
about getting fit. Most gyms, at that time, did not have
any form of nutritional guidance. We were at fault. ...
We were selling what the people needed not what
they wanted. Over 90% of people who start exercising
do it to lose weight (once they start they keep doing it
because they feel better). Yet, we were preaching
fitness.
As my Buddy Paul Brown from Face2Face Fitness
(the world’s leading health club retention program) so
correctly states, “They come for vanity and stay for
health.”
We were trying to sell the process ― not the payoffs!
Within six weeks, I had hired a dietician, a weight loss
counselor and together we created a Weight Loss
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program that focused on weight loss, nutrition and
included some exercise.
Here are some key points.
 I called it “Shed ‘n Shape Budget Weight loss” with
no mention of fitness.
 Budget because it was less than half the major
weight loss programs, yet twice my normal gym
membership.
 It included “trimming and toning routines” which
were actually well designed low impact aerobics.
Most of the participants had previously avoided
exercise if it was called aerobics; however,
everyone said that was a highlight of the program.
 I started it in a church hall near my club that was
already used for two other weight loss meetings,
avoiding the initial fear of walking into a health
club. Once everyone was comfortable, and they
were getting fantastic results we did a “special”
class at the gym and never left.
 The program was so successful I sold it to other
Health Clubs and Gyms across Australia and New
Zealand.
LESSON 2: FIND A CLEAR WANT
This is a perfect example of someone implementing
the Change the Game process. Identifying a section
of the market where you can be the Unique
Champion and specifically targeting them.
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This lesson also comes from the fitness and weight
loss market, and I find it is a fantastic learning area,
because, with 70% of western populations being
overweight or obese, weight loss and health (or lack
of it) has become a massive and highly sophisticated
industry.
This example is more about identifying a clear market
with a clear want (need) and servicing it with a simple
solution.
One of our early Video Marketing Bootcamp
participants had a passion for helping childhood
obesity, as did I, so I gave him a scholarship to one of
our three-day bootcamps. During those three days, I
covered so much more than videos ― a massive
“aha” moment occurred. Here is a snapshot of what
happened.
His fiancé is a successful bikini model and fitness
trainer and together they have put together a simple
program. She shows young girls what she does to
stay in shape and get ready for competitions.
So, do you think there are a lot of young girls who
want to look good in a bikini? You bet.
The program promotes and teaches good quality
nutrition, avoiding diet pills and fad diets, which many
young girls do try hoping for short cut results. She
promotes a regular, yet simple exercise program.
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I’m sure they won’t mind me saying it, but, it is not
rocket science, it’s not revolutionary but it is targeted
and speaks in the language of the prospect. They
provide online and live options, as well as a
community forum that is very cost effective.
They have become so successful that the purists,
complaining that they are not teaching anything new,
and it is just common sense, have publicly criticized
them. These are the same people who are stuck in
the “diet and exercise” mentality that is keeping them
broke and our country fat!
News flash ― if it was just common sense why aren’t
people already doing it. How can you be criticized for
teaching people to avoid short cuts and drugs.
This is a perfect example of marketing to the wants of
the market and fulfilling it with what they really need.
They have packaged their program beautifully with the
specific outcomes for their exact target market.
As we move to the Promotion (marketing) section
there is a quote used that says:
“You must enter into a conversation that is already
going on in your prospects mind.”
They are more emotionally connected to their wants
than their needs. The conversations in people’s heads
are more about wants than needs! Now that we have
your Positioning and Packaging set, you are now
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ready to Promote… and start marketing.
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CHAPTER 5
PROMOTE (MARKETING]
This chapter can only successfully be implemented if
you have worked through the previous chapters and
are very clear on what your Unique Champion’s
Position is and what Unique Solution your Packages
(products or services) provide.
Because marketing is primarily about…
“Matching your Message to your Market and being in
front of your prospect’s mind when they are ready to
buy.”
Now that sentence has only 20 words in it, however, it
says a lot and distils the essence of marketing.
Let’s go back to the Pendulum Shift from, “Hey, I have
a great product ― buy it now” to “What is it that you
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need, and how can I help you.”
I remember a great quote from Zig Ziglar in the first
marketing program I bought and he said:
“If you help enough people get what they want,
you will be so stinking rich you will have to
get a wheelbarrow to carry home your paycheck.”
You will see in the Change the Game process it also
starts with matching your core strengths and the
needs of a section of the market so that you can
provide a unique solution to that market.
Marketing all starts with solving problems for a
specific group of people and providing solutions for
them. It starts with understanding your market not
how best to promote your product.
UNDERSTANDING VS MARKETING
Let me highlight this in a quick story. I had a person
come to me asking for help with their marketing and
sales. They had gone to a trade show and had a
successful booth. They had collected over 300
prospects names who were interested in finding out
more about their service.
They then hosted a free information night of which
over 50 turned up. However, at the end of the evening
no one was interested in what they had to offer. They
said to me, “Steve, we need to get better at
selling.”
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I suggested that they get better at understanding the
needs and wants of their prospects first and then
design the program around that. They should go back
to the 300 and find out what it was that the prospects
wanted, needed and believed that they could provide
for them when they first filled out the contact form.
Go back and find out what conversation was going on
inside the prospects head.
IDEAL AND AAA CLIENTS
Here is a different slant on marketing 101 where you
are told to write down your ideal client in detail. If you
are in business and have an existing client or
customer list, divide them up into your A, B, C, and D
clients as you have often been told to do. Now look for
your top three in the AAA space.
They are the ones who are most regular, pay you the
most and are the easiest to deal with. Now ask
yourself the following questions:
 Why are they so good to deal with?
 What have I provided them that keep them coming
back?
 What have I done to create this relationship with
them?
 What is common across these people and where
can I find more?
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 What would my business be if I focussed on
providing better products or services and created
better relationships with more of the same people?
Now, if you don’t have a current list of AAA clients
then you may need to go through the Perfect
Customer process where you describe in intimate
detail the following:
 What are their greatest pains, fears, hopes desires
and dreams?
 What are their demo, socio and psychographics?
 How have you or how can you provide a unique
solution to change their life?
At the end of the above, you should be able to picture
exactly what they look like, where they live, what they
do and give them a name and personality so that you
can tailor your marketing to them.
THE IGNORED MARKET! THE OVERLOOKED IMMEDIATE
CASH… YOUR EXISTING CLIENTS!
To talk about this market I need to jump forward to
Persuade, which is all about selling. Many people in
business hate selling. They have the vision of a
salesperson who focusses on the sale and has no
regard for the customer. They have an internalized
perception of selling as trying to force people to buy
something that they do not need or want.
When I do training, I ask the people in the room “who
here loves sales.”
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I generally get 5% maybe 10% of the room. Then I
ask, “Who here loves helping people.”
It usually jumps to 100%. I then share my definition of
selling.
“Selling is professionally servicing other people’s
needs for a mutually beneficial gain.”
After I tell them this and explain it, I repeat the
question about who likes selling. It jumps up to 90+ %.
Back to marketing. Whenever I go into a business to
design a marketing strategy, my first question is this:
“Have you completely serviced your current clients or
database with every product or service that they
should or could need from you?”
(Notice the question in not “have you sold everything
possible to your list?”)
Without fail the answer is no.
The next steps are very simple:
 Segment your list into need based groups.
 Communicate that you are the Unique Champion
providing quality information helping them and that
you provide a unique solution to that need or want.
 Here is what you need to do to get it so I can help
you even more.
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Note: If you have gone through the “Change the
Game” program and created a new and stronger
positioning statement, the first people you need to
communicate this to are your current client and
prospect lists. (More on that in Protect).
Notice, I didn’t say send out a cheap generic blast to
everyone, “Hey buy more stuff from me.” It should
be a segmented communication focusing on how you
can help them with their previously identified need.
In Persuasion I will give you the script for one
question that has made me and my clients tens of
thousands of dollars.
THE FARMING APPROACH TO MARKETING
I’m sure you have heard of the difference between a
hunter and a farmer in business.
A hunter goes in for one quick sale where as a farmer
looks to build a relationship where they can service on
an ongoing basis for regular and repeat sales.
A hunter relies more on push marketing, “Here, buy
my stuff now” from the old ME society versus pull or
attraction marketing in the newer current WE society
(as mentioned before from The Pendulum).
I want to take you through a system I used in a
primitive version with my health club and in the
chapter Protect I will show you how it has morphed
into one that you can use with many of the online and
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social media tools available today.
In the Health Club, I usually had a four-part marketing
cycle:
1. I would use a combination of external marketing,
i.e. advertising, events, lead boxes etc., to attract
new members.
2. Provide such an awesome buying and getting
started experience that they become raving fans
very quickly. This step in outstanding service is
crucial and often overlooked as a part of your
marketing.
3. Conduct an internal referral marketing drive with
incentives and competitions for existing members
and make it easy for them to invite friends and
family members at the height of their early
excitement.
4. Usually after the first referral drive I would do
another less obvious campaign for all those new
members, from the first referral campaign, to bring
friends and guests as well.
A tip on how to know your market. I knew that
when a person started an exercise program, at around
2-3 weeks they have become comfortable coming to
the gym, they are more confident, have loads more
energy, they are excited and ready to tell their friends.
So, the ideal time for me to run an internal referral
campaign was 2-3 weeks after an external drive. Yet,
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most health clubs still make it a part of the joining
process to ask for names. Quite often, they just give
names to get the sales person off their back.
Genuine referrals when a client is excited are far more
valuable than names that are a part of the sign up
process.
1. Write down the peak excitement time for your
clients.
2. And why?
Note: It is much easier and more predictable to
harvest products from a field that you have prepared,
fertilized, planted, watered and protected than to run
around looking for game to hunt.
Most people are continually focusing on step one…
more new clients. More new clients without realizing
that steps 2, 3 and 4 would be far more profitable for
their business.
Hint: Providing Awesome and Addictive Service IS
Marketing.
To have success gaining referrals you must provide
outstanding service or as a few people, including me,
call addictive service. I will talk more about that in
the Protect chapter; however it should be included as
a powerful marketing component.
You can’t have people talking about you unless you
give them something to talk about. Referral or Word of
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Mouth marketing starts at, or even prior to, the first
contact with you.
The reason my health club was so successful was the
awesome and addictive service that we provided.
Even back in 1983 when a one-year membership was
only $300, and you could buy an individual aerobics
class for $3.00, I told all my staff to treat everyone
who walked through the front door like a $600
member. Even if they were coming on a trial guest
pass, in fact, more so if they were coming in for a free
trial.
It was the $300 membership that they would
eventually buy, and the $300 friend they would bring
along.
I remember going to a Gym in another state for a
workout as a friend had given me a guest pass. The
person at the front counter, who was actually the
owner, just reached over and took the pass from me,
pointed to where the Gym and change rooms were
without getting off his stool. As I walked away, I heard
him say to another person, “He is just a freebie,
won’t be getting any money out of him today.”
He was right. He didn’t get any money that day or any
time after that and I certainly didn’t send anyone there
with service like that.
It was no surprise that they were spending loads of
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money on big ads promoting cheap memberships
continually having to attract new members.
PROMOTING YOUR POSITION TO START THE ATTRACTION
Years ago, when Pam and I first started the Social
Marketing Channel, our first online video channel,
where we posted regular (and looking back on them
pretty ordinary) videos on “what’s new in Social Media
Marketing.” It took just two weeks for people around
the world to start asking if they could be on our
channel and how could they work with us.
Prior to starting that channel, we went through the
same dilemma that many people ask me, “But I don’t
know everything about that topic, and I’m not The
Expert.”
What they were really worried about was, “What will
people think of me if I Stand Up and Stand Out.”
If you believe that you have some information, even if
you are an aggregator or the reporter of other
people’s information, and you believe that it will help
people in your market, it is your duty to share it. It
would be selfish of you not to share it.
So does that give you a kick in the butt thinking that
you aren’t good enough to do it?
Apart from the inclusion of your positioning statement
in everything that you communicate to prospects,
clients, suppliers, via newsletters and social media I
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believe there are four stand out ways to leverage and
promote your expertise.
1.
2.
3.
4.

Videos
Books
Speaking
Interviews

VIDEOS
It has been reported that 90% of internet traffic will be
videos by 2014 ― videos cannot be ignored. Videos
and the way we have used videos are almost single
handedly the reason I am where I am today.
However, I am not going to turn this into a video
marketing book so I will give you a brief overview as
to how you can use them to position yourself and build
relationships with your market.
While most people will talk just about videos and
YouTube marketing, I will be covering various other
methods that can be implemented straight away
without being an expert or having to stay up to date
with all the changes in video SEO.
BUILDING RELATIONSHIPS
How many times have you heard someone talk about
an actor or character from a TV show or a movie as if
they know them or have a relationship with them.
That’s what videos can do if used properly.
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 You can share more of you, your personality,
heart, values, humour and likeability. This and
more can all come through the camera and not an
email or piece of paper.
 You can create more emotional contact with the
viewer and build a strong relationship.
 It is hard to fake on the camera, and it is a great
way to build trust.
 Very few people actually get in front of the
camera, so it is still a perfect way to Stand Out.
 Plus, it is the most highly leveraged form of
communication and relationship marketing outside
of face to face interaction.
It is personality and passion NOT perfection that
produces profits!
TIPS FOR PRESENTING ON CAMERA
 Be yourself. People can see through fake. But
remember the camera squeezes a lot of your
personality out so you will have to practice being a
little more animated than normal.
 “Reverse the lens.” Have you ever seen
someone on video that looks as if they are a deer
caught in the headlights? In other words they are
looking at the camera thinking and worrying that
the camera is looking at them. Using my reverse
the lens process you “use the lens as a telescope
into the life of the person you are talking to.”
Picture them, who they are, where they are and
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how you are going to talk to them. This helps you
look through the camera not at it.
 Talk don’t present. We hope your video is
watched by thousands; however, normally it is just
one person at a time so make that person feel as
if you are talking to them personally.
 Be Present. Make them feel as if there is no place
that you would rather be than talking to them.
 Watch yourself, Watch yourself and Watch
yourself. The only way to get better at presenting
is to get comfortable at watching yourself and
knowing what you do comes through the camera. I
have a simple 3X5X5 formula

http://magneticdigitalmarketing.com/standouttraining
WHAT TO VIDEO
The minute you start putting out quality information
there is a paradigm shift in your mind and in the minds
of viewers and readers. Because you author the
information, you become an authority on that
information. You rise above the general crowded
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marketplace and are perceived differently than your
competition.
So first, you need to use videos to put out superior
quality information that will help your clients and
members as well as your prospects. So many times
people say, “But I don’t know what to video?”

EXERCISE:
Go through the list below and it should give you at
least your first 20 videos.
 Frequently asked questions are always an
excellent starting point. Because if people are
actually asking you these questions then many
more have that same question going on in their
head as well. Remember what I said earlier? Enter
into the conversation that is already going on in
the mind of the prospect. If they are asking the
question they are definitely having that
conversation.
 Product Demonstration. When a person can
actually see how it works they are picturing
themselves using it and how they will feel using it.
Remember to point out the emotional benefits of
using the product because they don’t buy the
product ― they buy what it will do for them.
 Testimonials. These are very powerful. People
talking about what you or your product has done
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for them is many times more powerful that you
talking about yourself.
Note: The purpose of a strong testimonial is to
overcome a potential objection in a prospects mind,
so think carefully about who you get to say what and
have a mix of what people say. (In my live three-day
Video Mastery Bootcamps, we spend two hours just
on how to ask for and capture quality video
testimonials).
Case studies actually explaining step by step how
someone has used your package and the results that
they got.
VIDEO SCRIPTING 101
There are many formulas and templates you can
follow to write and produce your videos, however, it
comes down to the Grab…Give…Get!
Grab their attention (get an emotional connection with
them). You must grab their attention in the first 5-10
seconds; let them know they are in the right place and
what they will get if they invest more time watching the
rest of the video!
Give them quality information. Depending on the
purpose of the video this is the content section and
remember the Purpose, Process and Payoff formula
applies here as well
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Get them to do something. Give very clear and simple
instructions of what you want them to do next. This is
actually, where you start. What is the purpose of the
video? Is it a sales video, landing page, general
information, etc.? Always, always, always get them to
do something. It could be as simple as click “like,”
share this with your friends, drop your details over
here to get your. ... Or just buy now.
When starting the video planning you need to know
what you want them to do at the end of the video. In
planning, it starts with Get. Then what information do
you need to Give them to do that and finally how can
you Grab their attention in the beginning.
Too many times, I hear of people shooting a video
without knowing what they want them to do at the end.
The purpose of a video is to take the viewer on an
emotional journey where, at the end, in their mind they
make a logical decision that they just have to do
business with you.
At the end of the video, you want the viewer thinking,
“That makes sense, and of course I have to do it.”
Now you have some suggestions as to what to video,
here are just a few ways you can deliver them:
 Vlog or video blog. Simply put videos on your
blog will increase traffic and connection with your
readers.
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 Video Channel. There are various ways to create
a Web TV or even a YouTube channel and the
perception of having a “channel” is very powerful.
 Videos in your Newsletter, flyers or magazine.
There are a growing number of programs and
tools available for you to use that look like a
turning page, flyer or magazine. Videos in even
the most basic of newsletters increase open rates,
sharing and referrals.
Tip: Make it easy for people to share and view!
What do you do when you see a great video? You
share it with your friends with just the click of the
mouse. Make it easy for your viewers to share with
appropriate links, share, like, comment, social media
buttons and whatever else is new by the time you
read this.
Make your videos mobile friendly. If you don’t have a
player like Easy Video Suite that immediately
converts your videos to all formats and intuitively
plays the appropriate device friendly video, then make
sure everyone can view your videos.
VIDEO SALES FUNNEL
Remember the “not now” group of people? Well
getting regular content from you builds a relationship
with them and keeps you in front in their minds until
they are ready to buy.
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I work with clients to build what I call a video sales
funnel. That is an automated process that keeps you
in touch with the prospect using videos and personally
builds a relationship with them.
It can be simple or as complex as your complete sales
funnel. However you have contact with them use
videos as it creates a closer relationship and helps
promotes you as the “logical choice” when they are
ready to decide to buy.
It may go something like the diagram below, which is
a schematic for the Fitness Industry.
Insert slide from Presentation
Scan the QR code to watch a sample video following
an enquiry use the url to access the video example.
Can you imagine getting a video like that after you
have made an enquiry? With consumers having the
ability to research multiple options online prior to
purchasing, it is crucial to Stand Out, and this has
proved very successful.
The stronger you can form a relationship with your
prospect, even before they purchase, the more likely
you are to gain them as a client or customer.
I’m sure all of you have been in a close personal
relationship. How often while the relationship was still
good have you gone to the other person and said,
“Things are going great with us, I feel as if I know
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and trust you and thank you for the time you have
spent with me. However, I am going to leave you
and go with the cheapskate down the road who
pays me no attention and probably won’t treat me
well once I’m with them.”
No, it does not seem logical that you would do that, so
if you form a strong enough relationship with your
prospect they won’t do it either.
FOLLOW UP VIDEOS
How is this for a simple scenario? You finish meeting
with a prospect and walk outside to a quiet spot. You
pull out your smart phone and shoot a quick video
confirming the points of the meeting, anything that you
will be doing for them and “to save you time I will give
you a call at (a specific time and date) to answer any
more questions that you may have.”
My wife, Pam, did a demonstration tutorial of the video
email program we use. You can watch the free tutorial
on her blog here.

http://magneticdigitalmarketing.com/standouttraining
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This video follow up system has been responsible for
several large contracts that I have personally gained
and many for my clients and students. They started
using it for pre and post meetings and coaching
sessions as well as accompanying proposals
personally explaining the contents and rationale that
cannot adequately be explained in the text.
 It shows you are proactive and very efficient.
 You display innovation and will stand out from
competitors.
 You maintain control of the sales process with the
closing comment.
Go back to the last line of the script. “To save you
time I will give you a call (time and date) to answer
any questions you may have.”
This may sound as if you are doing it to save them
time and is perceived as an additional service,
however, by you setting the time you are in control
and are now not waiting for them to get back to you.
BOOKS
It has been a well-accepted belief that you gain instant
credibility the minute you publish a book. Or to put it
another way, when you author a book, you instantly
become an Authority.
Just as I suggested a paradigm shift when you started
producing regular videos the same happens when you
publish a book.
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Not that long ago, you had to write the manuscript and
knock on the publisher’s doors to try to get one of
them to put it on the bookshelves and promote it. Now
with the growth and acceptance of Amazon, selfpublishing has become so much easier yet still holds
the same respect.
Like most people, I found the thought of writing a
published book to be a daunting task. That was until I
saw my wife blitzing her niche market by selfpublishing five #1 Best Sellers in less than 12 months.
Pam and I are very similar because we like things to
be simple and provide quick ROI on our investment of
time and effort.
When she decided to teach others how to leverage
book marketing in their business through selfpublishing, I knew I could no longer sit back and
watch her brand grow globally without implementing
this “Stand Out” strategy into my business. Which is
how this book came to be in your hands and the
hands of many people around the world?
You will learn when you hang out with Pam that
everyone has at least two books within them. One is
their legacy story (experiences in life) and their
passion, knowledge or expertise. She believes
everyone will (or at least should) write a book in his or
her lifetime — especially now that self-publishing is so
easy to do.
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Pam has personally experienced the power of
Amazon book advantage with over 44,000 people
having her books globally in fewer than 12 months.
She is focused on teaching business owners and
entrepreneurs the marketing power of books for their
positioning, packaging and promotion. There has
never been a more highly targeted marketing
opportunity to drive traffic into your business funnel
then now, and we are excited.
Pam has some great free video content on the benefit
of book marketing for your business, your brand and
your bank balance. I think you will be as impressed as
I am with the many highly leveraged marketing
strategies a book can be used for to market and
position your knowledge and expertise.
If you want to watch them scan the QR code below or
visit the url to access the free training tutorials.

http://magneticdigitalmarketing.com/standouttraining/
I have had this book in my head for several years,
however, it was the framework that Pam gave me that
made it easy to produce. When she wrote her first
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book, she did it in eight days, and I thought it was a
fluke. She launched it four weeks later on Amazon,
and it was a #1 Best Seller in 24 hours with 13,000
downloads. I knew she was onto something!
Then in September, she did it again by writing her
second book in 10 days and raised $2,500 for a
breast cancer charity, The McGrath Foundation, and
another 4,000 downloads globally. It was then that I
realized that she really did have an easy system and
that is what I used to write this book. It took me a bit
longer than Pam, but those who know my wife, know
that when it comes to the turnaround time she is a
woman on a mission and, quite frankly, deserves an
Olympic Medal.
The point I am trying to make is there is a simple
recipe you can follow to get that knowledge and
expertise out of your head and up on Amazon, where
millions and millions of targeted people can benefit,
learn and share with others. Do not do what I did and
wait years to leverage this new marketing tool. This is
one of the most powerful tools we have implemented
into our business-marketing arsenal, outside of video
marketing, in a very long time.
EBOOK VS DIGITAL SELF-PUBLISHING IS ALL ABOUT THE
POSITIONING
eBooks became very popular several years back and
still are, to an extent, today. However, the main use
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for them now is as free reports and giveaways on
websites. This, in my opinion, has reduced the
perceived value of an eBook.
Whereas a digital book, hosted and sold on Amazon,
has prestige and value since it is perceived to have
gone through the process of being published versus
just putting some thoughts into a PDF for an eBook.
Positioning, by association, with other thought leaders
on Amazon has huge credibility for your brand
positioning. It should not be underestimated as a
marketing tool for your pricing and packaging models.
People pay thousands and thousands to get celebrity
associations with their brands. On Amazon, you can
do it free — especially when you have been shown
the formula.
With having Print on Demand books as an option,
you don’t have to order thousands of books, at one
time, and store them in your garage hoping to sell
them or give them away one day. Today you can
order as few as 50 books and have them shipped to
you quickly, allowing you to order as needed.
Not only that, but you can also have a sponsorship
model whereby others can promote or advertise within
your book and buy them in bulk — a very popular
goodwill strategy being used by brands and opening
doors to JV’s (joint ventures) with the same target
audience.
You make money from having a book not selling it.
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I certainly don’t expect to get rich from sales of this
book, however, what it will do is give me greater
positioning in the marketplace, open doors to greater
opportunities and I will be perceived as an Authority
on the concepts I have written about in this book.
 Imagine being introduced, prior to speaking, at an
event, meeting or to a group of people as the
Amazon’s International #1 Best Selling Author
of Stand Up, Stand Out or Stand Aside.
 Being able to give your book away from the stage
or sell and autograph copies at the back of the
room after your talk.
 You mention to a client that you talk about their
product or service in your book and ask them
whether they would like to advertise or sponsor
the book and give to their clients in bulk at a
wholesale rate (such a powerful strategy].
 You walk into a meeting and hand the other
person a copy of your book.
 You give a valued client a copy of your book,
thanking them and then give them two more
copies to pass on to friends or colleagues who
they feel may benefit from the book and services
you provide.
 At a networking event, you meet someone and
instead of going into the sales process you say,
“Let me send you a copy of my book because,
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from what you’ve said, I believe chapter X will be
able to help you.”
Now that is a WOW Factor!
These are just some of the ways you can use your
book.
I believe it is as powerful as videos in helping you
Stand Out, however it does take a little longer. For
those who don’t want to start from scratch there is no
reason that you cannot repurpose your eBooks into a
more readable book format. It is very important to note
when putting your book on Amazon that you cannot
advertise or sell from your book. However, you can
send them to your website, free training or tutorials as
long as you are not marketing or selling on the book
pages.
SPEAKING
Speaking to people in groups is one of the most
effective ways to position yourself as a leader in your
market while leveraging your time and marketing your
business.
There is what I call a “dynamic line of credibility.”
You will gain instant credibility the minute you produce
good quality information videos and publish a book. In
addition, the line is drawn between you the speaker
and the audience. You gain credibility the minute you
cross the line from the audience to speaker.
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Later in this section, I will talk about interviews and
how the line of credibility applies there as well.
There are multitudes of speakers who sell formulas as
well, however if you follow the basic principles that I
have outlined for videos you cannot go wrong.
You need to emotionally connect with your audience,
gain their trust, take them on an emotional journey
and lead them to a logical conclusion where you give
them clear instructions for the next step.
Note: I have seen many people who are awesome at
speaking and engaging a crowd of people, but have
trouble adjusting to the non-feedback situation of
videos. The simple reason is that they go from
connecting with the audience to presenting at the
camera instead of “reversing the lens” and connecting
through it to the one person that is watching.
INTERVIEWS
The last of my top four, for positioning and marketing,
is Interviews. Just ask yourself who you normally see
being interviewed? You see Celebrities, Politicians
and Experts. By default, when you are interviewed ―
you join that same group.
Remember, perception in the eyes of your target
market is half the battle. If the perception is that you
are a leader, expert or celebrity then you will create a
community of loyal fans who will bring people to you.
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That is what Standing Out is all about. You are
creating a community of raving fans and providing
them value while servicing their immediate wants on
an ongoing basis.
In this section, I will talk about the value of the
interview, developing the skills to interview people and
the opportunities it can provide.
Whether you are the interviewer or interviewee, make
sure you know the purpose for the interview. The two
main reasons for an interview are as a positioning
interview or a sales interview.
THE POSITIONING INTERVIEW
This is where the interviewer introduces the person,
builds them up and asks them leading and prepared
questions. The interviewee is allowed to talk about
themselves, their experience and expertise in a way
that the viewers will feel comfortable watching.
The viewers would not feel comfortable watching the
same information presented straight at the camera. It
would be like them getting up saying, “Hey I’m good,
listen to me, trust me and buy from me.” and we
know that no one likes that.
When a positioning interview is planned and executed
correctly, the interviewee is positioned highly in the
introduction and asked through a series of well-crafted
questions to talk about himself or herself. Because we
have been watching interviews on TV for over 50
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years it feels perfectly normal and not seen as a sales
pitch ― this allows the interviewee to use it as a
positioning tool for their business.
THE SALES INTERVIEW
The purpose for this contains all of the above in the
positioning interview but goes several steps further.
The interviewer must:
 Position the interviewee as a credible authority in
the market.
 Ask questions around the product or service,
whom it is for and what solution it provides.
 Ask questions that the viewer would be thinking.
These questions are to overcome potential
objections in the viewer’s mind.
 Lead the viewer to a logical conclusion ― if they
are in need of this product or service then they
should get it. This should be done in a
conversational manner.
The interviewee must be able to answer questions
about the product or service in a way that does not
sound “salesy.” Ideally, provide case studies in story
form, appear to be genuine and have solutions that
focus on the viewers.
Note: think of the interview as a three-way coffee
conversation with only 2 people speaking. The
viewers are the 3rd person at the table... DON’T
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ignore them.
The points below are taken from the notes of my
Three-Day Video Mastery Bootcamp where we
practice interviewing and being interviewed.
YOUR ROLE AS THE INTERVIEWER
 Know your content and do your homework! Most
people I interview ask how I do it so easily. To
most people it looks as if I am just adlibbing on the
spot.
That
is
not
the
case
―
I prepare extensively, so it just looks as if I am
running the interview completely off the cuff. I do
this to put the interviewee at ease and feel as
though they are in a simple and casual chat.
 They have all completed the questionnaire I sent
them. I review that and any other information I can
find on them via their website or the web.
 I formulate my introduction and several questions.
 We always have a pre-chat to go over any points
they hadn’t put on the questionnaire.
 However, the main reason for the pre-chat is for
me to settle them down and make them feel
relaxed. This way I can determine the pace, tone
and energy that I need to deliver.
 The bottom line is I come prepared and
knowledgeable on my topic, my guest and how
best to position their product, service and
expertise that makes them Stand Out as a leader
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to their community, customers and prospective
clients.
Be clear on what persona you are going to project.
Use the introduction to build your guest up to a
level that they can talk about themselves during
the interview (i.e. edify and elevate).
Facilitate and lead; do not dominate.
Direct the pace, energy and emotion of the
interview.
Continually invite the viewers into the conversation
by looking back at the camera or ask leading
questions that involve the viewers.

“So can you tell my people out there….”
“I’m sure the viewers would love to hear…”
If you see the person only talking to you and not
involving the viewers, this is a powerful way to remind
them that there is a camera and to talk to the viewers.
 Fill in the gaps that the interviewee may have
missed in an answer.
“So what you are saying is…”
“So let me get this right... you…”
 Practice your opening and close. This allows you
to cut straight to the close without having to think
about what to say next. Too many people just talk
while they are trying to figure out how to finish ―
that is where you lose your viewers. Make it short,

Stand up, Stand Out or Stand Aside | Page | 121

sharp and well-rehearsed so you don’t have to
stop and think. It will make you look very
professional. If you do regular interviews for a blog
or Web TV develop a signature close.
HOW TO BE A GREAT INTERVIEW SUBJECT
 Prepare your interviewer by giving
-

Your background
How to be introduced and
Provide suggested questions.

 Be relaxed and just talk.
 Know your topic and answers to the questions you
have submitted and be prepared for other
questions the interviewer may throw at you.
 Have a definite purpose for the interview and only
a few key points that support it.
 Answer in short “sound bites” of 20-30 seconds.
Not only does it look more conversational, that
way, if you are being recorded for TV they will
include the complete sound bite and not edit it.
This avoids the possibility for your section being
edited and misrepresenting your message.
 Where possible invite viewers in yourself.
 When experienced practice the “Boomerang”
answer. This is normally covered in my live
training.
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POWERFUL WAYS TO USE YOUR INTERVIEW
1. On your website as proof of your expert status.
2. In your newsletter, to existing clients, to solidify
your role as trusted advisor.
3. Send to:
- Prospects with proposals as an authority
statement.
- Inactive clients to get them buying again.
- To existing clients to remind them that they are
dealing with the leader and to give them
something to forward to referral prospects.
4. On a DVD as a Direct Mail piece or part of a major
marketing pack.
5. Send it to media as a press release. This works for
two reasons. First, they see your topic and area of
expertise. Secondly, they now know that you can
be interviewed comfortably in front of the camera.
6. Take out the audio and use the mp3 as a podcast.
7. Have content transcribed to be used as, articles,
blog posts, reports etc.
8. Give away as a bonus if it is a long educational
interview.
9. Playing at trade shows, in office reception, etc.
10. Use as a referral tool.
As we go from Promotion to Persuasion (Marketing
to Sales), I often see that these are two areas that
business people avoid. I continually see business
owners, particularly in the professional space
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spending hours and thousands of dollars in training to
find how they can be 1 or 2% better at what they do.
They believe that knowing the latest technique will
magically turn around their business.
If you have followed my book so far and you are
providing a solution to a group of people who value it,
then it is all about sales, marketing, and developing
those relationships.
Assuming that you are appropriately qualified and
provide a professional service it is even more crucial
that you get better at marketing your business than
better at your profession.
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CHAPTER 6
PERSUASION
Sales… Sales… Sales…
There it is, out in the open. Sell, that four-letter word
that makes most business people cringe ― even
though they can’t survive without.
FACT: You will not make money if you don’t sell
something.
FACT: Selling is NOT trying to talk someone into
something that they don’t need or want. It is not trying
to take advantage of people.
“Selling is professionally servicing other people’s
needs for a mutually beneficial gain.”
The above statement says it all. You are servicing
their needs, (often by marketing to their wants) and
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the mutually beneficial gain is that they now have a
problem solved or a desire attained and you get paid.
Old school push marketing and sales example: Buy
my product ― it is better, cheaper, faster and when
you do I will give you a round trip to the moon and
back.
My way of attraction and relationship selling example:
“You have originally found or contacted me because
you have a specific need as you saw from the
information I put out. I am the leader in this area and
will provide you with a unique solution to that need.
Not only that, but I will provide you updated
information and solutions to continually assist you.”
In this book, I am not going to go into sales scripts,
closing techniques, overcoming objections, etc. I am
going to cover a unique approach that I have included
in this Persuasion section. It permeates through the
rest of the book and my philosophy in working with
people.
Earlier in the book I described the purpose of a video
was to “take the viewer on an emotional journey to
where, in their mind, they make a logical decision that
they must do business with you (or at least take the
next step).”
I want you to expand that now across the entire sales
and marketing process.
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THE TRIPLE INVESTMENT APPROACH
When dealing with people you are looking to get them
to make three separate investments with you.
1. Emotional
2. Time
3. Money
The Persuasion process starts with the first contact
you have with a prospect. It is when they first see your
website, your video, a flyer ― not when you are just
about to make the sale.
If you take this Triple Investment Approach (to
make it easier for you to remember, The ETM
Approach) you will turn your business into an ATM.
This process hit me like a ton of bricks when a video
student asked me about the purpose of the first part of
a video. I just came straight out and said, “To make
an emotional connection with the viewer so they
will stay to watch more.”
From that one statement, my whole thought process
about marketing and sales changed. It is all about
making a connection with prospects, forming a
relationship with them, and leading them to a logical
conclusion that you are the right person to help them.
I could summarize this whole philosophy up in just a
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few lines:
1. You seek to make an emotional connection with
the viewer (prospect), so they will make an
emotional investment with you and spend more
time reading, watching, listening to you or your
information.
2. You want them to invest more time with you so that
you can make a deeper emotional connection with
them.
3. Once they invest more emotion with you, then it is
logical, they will spend more time, etc.
4. Finally, they will get to the point where they will see
that you and your solutions are a logical choice;
they will invest money with you and buy your
product or services.
Word of warning. If you do not get adequate
emotional and time investment from your prospects,
they will not make a financial investment with you.
The amount of time and emotion required is relative to
the amount of money required to be invested.
For example, you are at the supermarket checkout
and are waiting in line. You see the “impulse buy
items” strategically placed to catch your eye as you
stand there waiting in line. You see a delicious looking
chocolate, and you immediately have an emotional
connection to it.
You can feel your mouth watering as you remember
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what it tasted like the last time you had one. You have
no choice but to stay there and invest more time
looking at it, thinking how wonderful it tastes while
trying to talk yourself out of wanting it.
The line is moving slowly, and by now, your mouth is
really salivating. You come to a logical conclusion that
it is a small dollar investment, so you proceed to buy
it.
The truth is that if you had walked past the same
chocolate in the aisle while doing your shopping you
may not have even noticed it. Yet, it was when you
were forced to look at it and invest time and emotion
while looking at it that you rationalized to yourself that
you should buy it.
At the other end of the scale, you rarely hear of a
person walking past a Ferrari dealership window and
stop to say, “Hmm, that one looks nice, I think I will
have it.” (Unless they are a billionaire with nothing
better to do.)
Generally, it takes a few test drives, and these days
you get to take it home for the weekend. There you
will spend more time with it forming a deeper
emotional connection, which makes it even harder to
give back ― so you decide to buy it.
“What do you want them to feel?”
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When writing copy
website, scripting,
seminar or sales
conscious of what
part of the process.

for an advertisement, email, your
delivering a video, doing a live
presentation you need to be
you want them to feel at every

While a primary goal of a good headline or the
opening of a video is to grab their attention, it is also
to stimulate that first emotion. The emotion you want
them to feel is, “Wow, this is me, this is exactly
how I feel right now, what is going on in my life or
just what I was looking for. I am definitely in the
right place.”
That is a great initial emotion because if that is how
they feel immediately then they will invest time and
stick around to find out more.
When writing a headline or script opening ask
yourself:
What do I want them to feel right now?
Most sales trainers do not teach this. At best, they will
direct you to ask questions on uncovering their needs
and wants and then show you how to best fulfill them
and overcome objections when they arise. Several
great trainers do this.
However, I like to really involve the ETM process in
the sales process and use what I call “The Emotional
Timeline.”
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VIDEOS
I teach this heavily in video scripting because it is a
point-to-point conversation that you are having with
someone while receiving no direct feedback. It is
important to be aware of the emotions you want them
to feel as you write and deliver your video.
This will help with:
 The words, imagery and stories you use
 Your body language and facial expressions
 Your vocals, tone, pace and inflections
Remember earlier I talked about “reversing the
lens,” picturing the person you are talking to? Well
now, you can take it one-step further by picturing
them, and what emotions you want them to feel, at
every section of the video. If you get the emotional
investment right, you will get their time investment to
watch the whole video.
In our Three-Day Video Marketing Bootcamps, we
teach our students how to use the ETM process and
map out their videos with the emotional timeline. Once
the focus comes off presenting to a camera and they
use the tools and training, I gave them, to connect and
“engage” with that one viewer ― their videos
improve dramatically.
LIVE PRESENTATION EXERCISE
Once your presentation is prepared, take a large
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sheet of paper and attach it horizontally to the wall.
Draw a time line across the bottom length of your
paper and then a line across the middle.
Then across the page, matching the time line, write
down some milestones, major points or activities, you
will be covering.
Using the middle line as the divider between positive
and negative emotions map out what emotions your
viewers feel or you want them to feel at each of the
points on the timeline.
This will give you a visual representation of your
emotional timeline and if you are getting the right
emotion for your time investment. You will know if you
are leading them to the logical conclusion that they
need to invest money with you.
ONE-ON-ONE SALES PRESENTATION
Note: this is not the start of the persuasion (selling). If
you follow the E.T.M. process, everything in your
marketing up until now has been to persuade the
prospect that you are the logical choice to provide the
unique solution to their needs.
When you have an integrated system that follows
these processes you will know what part of marketing
has caused them to take action, what emotions they
are feeling because of it, and you can build on that
process.
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For example, you have a Health and Fitness Facility.
The person who comes in from a marketing
campaign, targeting summer bikini shape up, will be
feeling a different set of emotions than someone who
has come through a program targeting medical
practitioners and their patients who need to lose
weight for medical reasons.
You need to know where on the emotional timeline the
person is, and what further emotional time
investments they need to make prior to making the
logical conclusion to invest time and money with you.
A CLOSING FRAMEWORK
If you have Positioned yourself as the Unique
Champion in your market, Packaged your products
and services as outcome based and solutions
focused, used the E.T.M. process in your Promotion
and continued the emotional timeline into the
Persuasion then this closing framework is ideal.
Once you have decided that it is time to move them to
the “logical decision,” you can take the next step.
Here is the framework I use:
“(Name) from what you have said…” Briefly restate
their pains, frustrations, desires and goals in a way
that they know that you understand them. This shows
that you have listened and have empathy for them
(the purpose).
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“I recommend showing…” This shows that you are
the authority and do it in a way that a Doctor would
recommend a course of treatment. This will be one of
your unique packages or programs that are outcome
based.
“Which…” Go briefly through the … outline (the
uniquely named process).
“And will …” Brief overview of what it will deliver (the
payoff) which should include their goals.
“That makes sense doesn’t it?” You have
summarized what they want and need, explained
clearly that you have a system to help them, and now
the emotional journey has now come to a logical
conclusion. For them not go forward with you, they
have have to say, “No it doesn’t make sense.”
If you look at this carefully, it also follows the
Purpose, Process, Payoff model as well. Stick to the
percentages I gave you earlier in the book and do not
be sucked in to spending most of your time on how
your process works.
This works very effectively if you have followed and
implemented the book so far.
THE SIX FIGURE SALES LINE
In the Promotion chapter, I talked about going back to
your existing clients or customers that you are not fully
servicing. I told you I was going to give you a script
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that I have used, and quite a few of my clients have
used, to generate many thousands of dollars in
additional income.
The first assumption is that you are already helping
these clients, and you know there is more you can do.
Ideally, this is done verbally, and best face to face if it
is a big ticket client. The appointment should be based
on recognizing and rewarding existing clients (see
more details on this in the next chapter Protect) for
something they have already achieved with
outstanding results or milestones.
“(Name), congratulations on the results we have
helped you achieve, you must be very happy with the
progress. …”
Stop, let them reflect, agree and praise your work then
continue and ask them…
“Has this put you at full capacity?” (The golden line)
Then pause…
Of course, most, if not all, will say no. Then continue
to ask them…
“Would you like to get closer to full capacity?”
Again, most will say yes.
“Well (name) we have two possibly three (pick a low
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number) more strategies, programs, widgets… that
will increase turnover. Let’s make a time to go over in
what order we should implement them.”
I am not going to go over all the subtle inclusions in
just those five lines, however; I have not seen that
sales strategy taught anywhere else. In the right
circumstances it is a simple process to help clients
and customers more while upselling them into a
greater range of your programs and services.

Stand up, Stand Out or Stand Aside | Page | 136

Steve Brossman | #1 Best Selling Author

CHAPTER 7
PROTECT
This section is about how you can Protect your
relationship with your clients, customers and
prospects (your list), which will Protect your on-going
ability to make money and grow your business.
It has been previously said that “the money is in the
list” inferring the larger the list the more money you
make. Well, to a point having a larger list is
advantageous, however, the “real money is in the
relationship with your list.”
Below are the 7 R’s of growing and keeping a strong
loyal following. By using these, and including them in
your daily routines, it will keep you Standing Out in a
sea of sameness and businesses that do not invest
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back into their relationships with their people.
I said in the beginning of the book that we live in a
world of very fluid customers and when you use these
7 R’s you will build a large and solid dam around your
people.
RECOGNISE
It has been said that 78% of people who leave a
business don’t do so because of price, but because of
“perceived indifference.” They left because they felt
you didn’t care. So the first thing that you should do is
recognize each and every one of your customers,
clients and prospects in an appropriate way that
shows them you do care.
Remember it isn’t what you think you are doing, it is
how they feel and perceive what you are doing that
affects their actions.
Have you ever walked into a store and were
completely ignored by all the staff? I’ll bet you felt like
walking out. Whether online or face to face the feeling
is the same.
REWARD
Reward them for being loyal clients or customers. A
surprise reward has more impact than an expected
reward. Look for ways to deliver those unexpected
little things that your clients will value and know you
appreciate them and potentially go that one-step
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further and talk to their friends about you.
One Mother’s Day a supermarket, which was part of a
large chain that had been receiving negative press for
a variety of reasons, decided to have a person stand
at the front of the store. They gave every mother who
walked in to shop a single rose to wish them a Happy
Mother’s Day and thank them for shopping with them.
Interestingly enough, per basket sales went up 15%,
which meant it put them in a good mood to buy more,
store traffic was up 20% meaning they obviously told
their friends, the store office was flooded with thank
you emails and calls and even head office was
receiving emails and calls.
While roses were great in that instance, rewarding
your clients with outstanding quality information that
may assist them beyond what your product or service
is doing is appreciated if it is done in a more
personalized non-generic way.
REMIND
How often do you remind your clients of the great
work you have done for them? Quite often, you take
your work and their results for granted, as do they.
You need to remind them continually of the value you
provide (and that going elsewhere is not a logical
option).

Stand up, Stand Out or Stand Aside | Page | 139

I recall a friend of mine told me he was on his way to
see an ex-client. Of course I asked why are they an
ex-client? He rambled on about staff and policy
changes and rotating suppliers. Which to me, was just
a total “cop out” and pretty useless excuses?
To which I replied, “Crap, you just didn’t demonstrate
the value that you provided.”
He replied again with the pitiful excuse about rotating
suppliers, etc., etc. To which I replied, “That is B. S.,
you just didn’t remind them along the way of all the
great work you were doing for them.”
So I asked what tangible results and benefits did you
deliver? He told me of a specific and quite impressive
result, to which I said, “Go and get a beautifully
framed certificate giving them the Bronze level
achievement Award.”
Organize an award presentation with the appropriate
people including the CEO. The CEO signs the checks
and probably doesn’t know what you have done for
them or that you aren’t still working with them.
Now the reason I selected bronze was to demonstrate
that the work they had done was not finished. They
had higher levels to achieve. Moreover, a reward like
this goes in the staff newsletter as a reward to them
and sets a goal to get to the next level.
The end result is that the client came back, and they
are now using a Remind and Reward system with all
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their clients.
RETAIN
The first 3 Rs certainly help with retention, however,
there is nothing better for retention than providing
outstanding service. Years ago, I heard the term
“addictive service” and as far back as 1983 when I
opened my health club, I was instilling this type of
service into my team.
Without going into great medical detail, emotions
create hormonal/chemical reactions in our body.
When you feel a wave of excitement or fear, it is a
sweeping chemical reaction flowing through your
body. When you feel enjoyment, love, relaxation they
are different chemical reactions happening within the
body, but they are still chemical reactions.
When you hear that people are addicted to exercise,
that is not accurate. They are addicted to the
endorphins and analgesics that are produced when
they have exercised to the level that creates them and
the feelings those chemicals produce.
When you provide outstanding service to ensure your
clients and customers feel a certain way, time after
time, they can get “addicted” to that feeling, service
and you.
A friend of mine told me she goes to a coffee shop to
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get her coffee each morning. Nothing there was
notable except she said, “Even though the coffee was
very ordinary the barista sang to me each day and
that made me feel good.”
Interestingly, her addiction to the feeling the singing
gave her was greater than that for good coffee.

EXERCISE:
Write a list of ways you can provide outstanding
service and how you may be able to turn that into
addictive service.
1.
2.
3.
4.
REFER
Do you have a formal referral strategy in place? I
cannot tell you the amount of people that say, “I rely
on word of mouth for business.”
Yet when I ask, “do you have a formal referral
structure/system in place?” They look at me blankly
as if I was talking a foreign language.
Before I go any further, you have no right to ask for a
referral unless you provide outstanding service. So
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get that right first.
In addition, most of your clients are not walking
around trying to think of people who they can refer to
you. However, once prompted they can generally
think of several.
Here are two simple structures/scripts that I use and
you may want to model.
1. When they have just said something nice about
you say, “Thank you for that, we love working with
people like you. Is there anyone you can think of
right now that you believe we would be able to help
the same way as we have helped you?” Pause and
wait.
2. If they haven’t said anything specifically, but you
know they are getting satisfactory results.
“Congratulations on the great results you have
been getting with us (you should be more
specific) that has to make you happy.” Pause
and wait for them to say yes and most likely thank
you.
“Is there anyone you can think of right now
either a business colleague or friends that
would benefit from similar results?” Pause and
wait for a reply.
Do you have a peak excitement time?
When people start an exercise program for the first
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time they are usually a bit scared, not confident and
most likely reluctant to refer someone to a place that
they may not be comfortable in themselves. Yet most
Gyms ask at the point of joining as a part of the sales
process and that is how the gym is viewed.
However, it all changes around the week two if they
have been training regularly. Their energy levels rise
as does their self-confidence and it is now that they
want to start telling people that they are going to the
Gym. This is the ideal time to start following the
formula above to gain referrals.
For new cars, it may be after the first early service, for
accountants after they have delivered an awesome
tax check. Find that peak excitement time and build
your referral campaigns around that time because
there is a heightened sense of trust you can use.
USING VIDEOS FOR REFERRALS
Apart from a client, colleague or joint venture partner
walking you around personally introducing you to their
own customer list, which is extremely time consuming,
using the following video techniques are the next most
powerful strategies.
1. A straight referral video that you sent to someone
(or a list) that you have been referred to. Include in
the beginning … “the reason you have received
this video is that (name) has been getting some
fantastic results with us and believes that you may
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want
to
achieve
those
results.”
Then proceed to demonstrate how you can work
together and get started.
2. An interview referral video. My favorite is for two
business people to virtually interview each other
effectively introducing them to each other’s list
following all the points in the interview section in
this book.
- Ideally in two separate interviews each person
takes the lead, edify and elevate the other in the
introduction.
- Highlight why you have been using their
services and the results you have been getting.
- Ask some questions that the list/viewers would
want to know prior to contacting them. Have a
special offer that is just for the host’s people.
 By using this technique, they are endorsing
positively the other person, going on to talk about
their business and services offered. At the end
have an offer or a reason to do business with that
person that is specifically offered to the
interviewee’s clients.
 The interviewee then sends it out to their list
personally, via video, introducing and endorsing
that person.
 Then, while they are videoing, they reverse roles.
This is a very powerful referral tool when used
effectively.
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REVIEW
This part is easy. Check to see what is working. To
protect your business you should be constantly
reviewing what is working and what is not. If you do
not measure it, you cannot improve it or even know if
you need to improve it.
Be constantly asking how you are doing.
REPEAT
Repeat what is working review and refine what is
not.
I am constantly amazed at the number of times I hear,
“Yes it worked really well, but we haven’t done it
since.” Why Not?
People believe that they have to keep putting out
brand new marketing all the time not realizing that a
constant stream of new people may be seeing the
existing marketing making it new to them. If it is
working, continue it until its effectiveness starts
reducing and the only way to know this is if you
continually review.
So there are the 7 R’s to protecting your relationship
with your clients, customers and prospect and in turn
protecting your ongoing income.
THE FARMING AGGREGATION
Farmers that grow crops in most areas have adapted
the crops to suit the climate, soil conditions and
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requirements of the available market. Apart from
unforeseen climatic events, they have a relatively
predictable yield.
The yield per area will fluctuate depending whether it
is:
1. A new field that requires preparation and
planting.
2. A prime field that is continually producing high
yields.
3. A stale field that needs a break to rejuvenate
yet can be brought back to prime very quickly.
The old Push/Buy Now/Hunter type of marketing
that relies on the prospect buying now or not at all is
not sustainable or leverage able. In addition, the
Farming type of marketing where you continually
market to one group has its limitations.
The Farming Aggregation System is the optimum way
to do business and to explain it very simply I have
divided prospects and customers into three groups
and the farm into three types of fields.
Type

Prospect/Client
Description

Field/Yield

New

This is a prospect that has
opted in to a marketing
campaign but has not

New field, low yield
at present, needs
work to produce
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purchased yet.

high yield.

Prime

They have invested
emotion and time, are
ready to buy or have
recently purchased, are
excited with the results,
and are ready to purchase
again and refer people to
you.

This field is in its
prime and has a
high yield. With the
right amount of care
will continue to
produce high yields.

Stale

Existing clients, who have
been neglected, ignored or
bombarded with “buy now”
and not helpful
information.

Prime fields can be
reduced to low
yield through
neglect AND
overuse, yet with
the right care can
bounce back to
high yield quite
quickly.

The Farming Aggregation System is simple.
1. Attend to your prime field first and make sure it is
at the optimum yield.
-

-

Continually water and fertilize with the right
fertilizer. Be aware that some fertilizers can
produce short term jumps in yield yet can be
toxic long term.
Provide outstanding service and look to provide
additional information that can help your clients
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business. Look to increase the range of
products and services you provide those clients
and optimise your referral process.
2. Always be looking to add new fields.
-

Look for new fields that you can easily work and
add to your prime fields.
Continue to market and grow your list of “not
yet” people, who with the right amount of
emotion and time investment can move from
prospects to become ideal clients.

3. Work the new fields to add them or a portion of
them to the prime fields. This increases your ideal
business base and predictable income.
-

-

If you have picked the right field, with the right
amount of cultivation, watering and fertilising
you can turn at least part of the new field into a
prime field and add it to the rest.
If you have selected your market correctly and
they are continuing to invest emotion and time
with you then they will become ideal clients.
Note: the amount of “cultivation” required is
totally dependent on your program or
product.

4. Keep watch for fields going stale.
-

Overuse or neglect will lead to a field losing
productivity and eventually become an expense
not an asset. When a field is in its Prime yield
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-

-

state avoid the temptation to overstock or over
plant for a short term gain but long term loss.
If you neglect your clients they will leave. The
same applies to over promoting. Your clients
will feel like you are continually selling to them
and that you don’t genuinely care about them or
their business ― this will also drive them away.
You need to provide outstanding service,
excellent value in the information you make
available and any sales should be a “logical”
extension to what you are already providing.
Crop rotation is a popular way to rejuvenate
fields. Looking for ways to provide additional
products or services that will enhance your
client’s life or business may also be a way of
rejuvenating your relationship with them.

http://magneticdigitalmarketing.com/standouttraining/
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CHAPTER 8
PROPAGATE
You may be thinking, “What has Propagate got to do
with Business?” When I think of plant propagation I
think of cross pollination of already successful plants
or the grafting on of part of a plant onto another.
Propagation in business is to take your already
successful business and the core strengths that you
have used to build it and graft on additional profit
centers by extending your range of products and
services into your current market or extend into
nearby markets.
Too many times, I see business people jump from one
business to another and run a range of businesses
that are very different and not based on their core
strengths. This is not only extremely draining it does
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not provide leverage through cross promotion and
marketing.
Without knowing it, I was actually propagating very
successfully when I expanded my fitness business.
Building on my core strengths of:
 Knowledge in the specialty populations in the
fitness industry.
 Creating innovative programs.
 Being prepared to be the first in certain markets.
 Ability to leverage in the marketplace.
I built several businesses that “grafted” on to my
existing Health Club Business.
1. Kids Fitness: (1984) Starting with one class and
12 participants I built The Gym Jam Club and
licensed it in five countries and 100’s of clubs. At
one time I had my own National Network TV Show
of the same name.
2. Seniors: (1983) “Swing-along Exercises for
seniors” were the first chair based exercise to
music class of its kind released on video. It soon
became the standard for many senior support
programs and seniors homes.
3. Aqua fitness: Building on the fact that very few
males teach this I seized the opportunity to
develop a style of aqua fitness not previously
taught. I then developed some products to support
this class. Because of the uniqueness of this class
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and my presentation style, I was invited to teach
this in 15 countries.
4. Sports Training: I used my athletics background
as a National Track Champion to create a speed
and agility program and a product called MDATS
(Multi Directional Acceleration Training System).
This system has been used by many national
premiership winning teams of various sports as
well as Olympic Gold Medallists.
MY BUSINESS TODAY LOOKS VERY SIMILAR.
As you know, Pam and I originally started together in
Social Media and more recently with Video Marketing
utilizing my core strength in Video presentation and
production, as well as a very strong background in
marketing. I combined that with Pam’s internet
marketing background and vast experience from the
corporate world in document design and product
creation.
What started as a Training and Education business
has now morphed and grown. I primarily manage
Magnetic Digital Marketing and its three sections. This
business focuses on Video and Digital Marketing
using the implementation of the 7 P’s in this book,
which is wrapped up in the Perpetual Profits Blueprint
via the following.

Stand up, Stand Out or Stand Aside | Page | 153

SPEAKING AND TRAINING
We conduct our own short seminars, One-Day Master
classes and Three-Day Bootcamps. I am often asked
to speak at other people’s events and for other
businesses.
COACHING AND MENTORING
I work one on one and in small groups assisting
people and businesses to build their Unique
Champion Position by implementing the techniques
taught in this book. Generally people start with me
because they are recommended or they see that I can
help with Video and Digital marketing.
What happens in the first few sessions is that we
realize that they do not have their positioning or
packaging right and we end up working right through
the whole Perpetual Profits Program.
CONSULTING
More recently, I have been consulting with larger
businesses designing marketing strategies that
include my experience with traditional marketing,
video and digital marketing and most often a hybrid of
both.
Pam has used her expertise in training, marketing and
communications to create the Digital Authors
Academy, Page Flip Digital Print Marketing and
Digital Boost Blueprint & Digital Boost Systems.
Each of these teach entrepreneurs, experts and small
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business owners how to profitably Productize and
Package their knowledge while creating highly
lucrative and leveraged global business ascension
models.
Pam utilizes core strengths while teaching others how
to create highly leveraged and cost effective profit
centers for their business, including our own. She is a
stickler for first implementing the strategies she
teaches to her students and clients to ensure they
work. Her motto is, “If I can’t make it work then I
am not going to teach it.” She believes it must be
easy to implement and not a “one hit wonder” to
qualify as a strategy that all businesses can use.
You will be interested to know that Pam’s last
Propagation is The Digital Boost Blueprint & Digital
Boost System, which takes people through the
process of creating an ascension model based on
their lifestyle, their goals, their expertise and the wants
and desires of their target market.
Then she upsells people into the Digital Boost
System where over a 12-week period they build their
blueprints (yes, she recommends implementing three
campaign funnels). She then she teaches you how to
promote those “solutions” to your target market while
attracting new customers and clients into these newly
created income streams for your business.
Throughout the above, you see there is a simple
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pattern of using existing core strengths to build
additional profit centers.
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STAND ASIDE!
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CHAPTER 9
STAND ASIDE
The world has changed, and the rules of business
have changed. If you don’t want to implement what
you have read in this book then stand aside because
there will be people that will and they will be the ones
Standing Up, Standing Out and Dominating your
market

OR STAND ASIDE.
The world has changed, and the rules of business
have changed.
So far, in this book we have spoken about Standing
Up and what you need to do. First, DECIDE then
TAKE ACTION.
Once you have decided that you do want to become
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the Unique Champion in your market, have identified
your Unique Positioning Statement and are
communicating it to the section of the market that
wants your Unique and Logical Solution and will pay
well ― it is time to Stand Out.
I have shown you a wide range of strategies, tools
and resources to assist in helping you stand out.
I mentioned that, in this part of the WE society, it is
people dealing with people that will determine whether
a business is successful or not and that YOU need to
become the face of your business.
Without looking too hard, I see a growing number of
programs promising to make people into celebrities,
industry rock stars, and even authorities overnight.
Whether I like or agree with some of their methods is
irrelevant. What it does mean is that eventually you
will come up against someone in your market that
understands and is implementing this principle. If you
are not Standing Out on a solid foundation, then you
will be swept aside.
What I have given you in this book is a blueprint to
build a solid business foundation and not just a magic
pill to instant stardom. If you think, you can just read
one chapter and become an instant success and life
will change without work then think again.
Remember why I chose Champion as my program
avatar? Champions do what losers don’t. To get to the
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top they generally work harder than anyone else and
with this blueprint, I have shown you how you can
work smarter.
The saying goes, “You can lead a horse to water, but
you cannot make it drink.”
If you do not want to implement what you have read in
this book then Stand Aside because there will be
people that will and they will be the ones Standing Up,
Standing Out and Dominating your market.
I hope these strategies make sense to you and are
articulated in a way that allows you to implement
them, start getting results and live a long and
prosperous life in business as you Stand Out as the
leader in your industry.Please let me know if you
implement one or two of these strategies, as I love
sharing smart business owner’s success stories with
my community.
To your marketing success!
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About the Author
Steve Brossman
Steve is a former National
Professional Track Champion,
author of the book “Creating
Lifetime
Customers”
and
together with his wife Pam are
contributing authors of the
Amazon Best Seller, “The
Relationship Age.”
Steve has spoken and consulted in 15 countries and
trained over 18,000 instructors, coaches and
consultants. He has over 20 years TV and video
experience including hosting and producing his own
TV show for Channel 9 and was the creator and
Executive Producer on a project with Warner Bros.
Steve has practical business experience and has
created several businesses including licensing one of
them into five countries. He has invented and
marketed an environmental product that sold four
million units into 26 Countries.
Steve is a master of marketing and personal branding,
which he used to position himself to become the first
non-American to win International Fitness Instructor of
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the Year.
He has been using videos to successfully market
himself and his businesses since 1995. Together with
his wife Pam, teaches businesses and entrepreneurs
how to market themselves effectively using video,
digital marketing and social media marketing
strategies.
Steve’s success story is his son Hunter. He enjoys
spending quality time with his family on the beaches
of Sydney, Australia when he is not speaking and
consulting around the world.
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BOOK LAUNCH SPECIAL OFFER
Visit magneticdigitalmarketing.com/freetraining
for more information on how to book in your Stand Out
session.
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TESTIMONIALS
Nic Lucas Ph.D.
CEO and Founder, The Influence Faculty
Steve’s greatest value is not in his technical expertise,
which is substantial, but in his strategic out-of-the-box
thinking. I’ve watched and learned as he, time and time
again, has applied his lateral thinking to optimize, and in
some cases revolutionize, the business strategy of
seasoned professionals who are already expert
themselves. For some reason, he has decided to reveal a
lot of this thinking in this new book. Read it. Model it. And
profit.

Rich Waterman
International Speaker, Business Success Coach. UK.
I have had the pleasure of sharing a stage with Steve at
the World Internet Summit and witnessed his cutting edge
video marketing advice first-hand. This book combines his
unquestioned authenticity and expertise with extremely
powerful yet simple-to-follow business tools. If you want
your business to “Stand Out” then I 100% recommend
this book. If not then “Stand Aside.” Great man. Great
book.
Copyright Magnetic Digital Marketing 2013
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Vince Murdoch Ph.D
Murdoch and Associates
I've known Steve for nearly 40 years and am delighted to
see him capture his creativity and experience in marketing
and selling into a medium that can reach so many people.
Stand up, Stand out or Stand aside personifies Steve's
approach to business - clients use him because he shows
them exactly how to make their business more successful.
Many business books are heavy on theory and light on
what to do. Not this one. It's straightforward and packed
with practical examples and advice based on experience.
The videos are an outstanding way to bring his tips,
reminders and insights even more to life. Buy it - you'll
learn a lot. You'll rethink your business and you'll generate
ideas for growth and marketing strategies you can
implement immediately.
Joanna Rushton
The Organic Chef theenergycoachinginstitute.com
Since working with Steve and Standing Out my business
has not been the same. I am now an Amazon Best Seller,
have been offered my own TV Show, am getting more
speaking engagements and I am building products to
reach a wider market. Steve has taken me through the 7
P’s in the book as his real life system. Thanks for sharing
so much.
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