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DISCLAIMER 

The people and events described and depicted in this book are for educational purposes 

only. While every attempt has been made to verify that the information provided in this 

book is correct and up to date, the author assumes no responsibility for any error, 

inaccuracy or omission. 

If advice concerning legal or related matters is needed, the services of a qualified 

professional should be sought. This book is not intended for use as a source of legal or 

financial or personal advice. You are expected to be aware of any law that governs any 

financial and business transactions or other business practices in your State or Region. 

The examples in this book are not intended to represent or guarantee that everyone or 

anyone will achieve their desired results. Every individual’s success is determined by a 

number of varying factors which include his or her desire, dedication, effort and 

motivation. The tools, stories and information are provided as examples only; not as 
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FOREWORD 

8 FIGURE MENTOR: SOHAIL KHAN 

 

After going from multi-millionaire to zero in a few months and losing everything during 

the great recession of 2008, then starting over in 2010 it took me 5 short years to regain 

my wealth and be positioned as the worlds #1 Joint Venture Expert. 

So how did I do it? 

I focused on building my Authority as quickly as possible to attract success. The biggest 

stumbling block for business owners has always been generating leads and sales. 

However, if you could not only generate leads and sales but also be able to charge much 

higher prices than your competitors, what would that do to your existing business? 

Using Authority Attraction, I not only got to charge between $30k to $50k a day for my 

joint venture consulting services to corporations but, also had the ability to charge $15k 

for a 3-day Certified Joint Venture Broker Bootcamp which netted me just over $5M 

during its lifetime. 

In August 2017, I eventually sold that consulting and training business for 8 figures 

because of a simple system and starting mentoring people including Steve, and quickly 

became known as ‘The 8 Figure Mentor’. 

The concern for many business owners and marketers today is how to differentiate, 

compete and stand out from the increasingly noisy digital landscape. People do business 

with those they trust and becoming an Authority, by publishing your book as well as 

using videos to communicate and build relationships with your prospects and clients, is 

the knockout blow to build your business.   

Imagine establishing a ‘bankable’ point of difference that makes you stand out from 

your competition, by becoming an Amazon Best Seller or creating the perfect video 

that positions you above competition, attracts qualified leads and converts them into 

lifetime customers. 
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In ‘The Authority Client Attraction System’ consultant, speaker and entrepreneur Steve 

Brossman takes the concept one step further by creating a system that can take you from 

virtually unknown to expert just by following a few steps. 

After building several of his own six and seven figure businesses, Steve has invested 

heavily in his own education and after meeting and tapping into the wisdom of world-

leading marketers, he’s established a very successful international consulting business. 

After writing an Amazon best-selling book, speaking in 15 countries and training over 

18,000 instructors, coaches and consultants, Steve currently works with small businesses 

through to multi-billion-dollar corporations. 

May this book serve as a catalyst to helping you build the Ultimate Authority Client 

Attraction System. 
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INTRODUCTION 

WHY NOW? 

You have 7-10 seconds to grab someone’s attention online.  

With the click of a mouse, you get noticed or you are lost in the crowd. You are 

reviewed. You are talked about and researched. But unless you can stand out and grab 

their attention in the first 7-10 seconds you are dead to them. 

And if you are noticed, and you do not position yourself as an Authority (as 95% of 

professionals and businesses do not), you leave a massive opportunity for those who 

do. 

Social media has made it easier for people to talk about you, find out what others think 

about you and for you to distribute your message and if they’re going to view you 

positively - to know, like and trust you - you need to be seen as an Authority in your 

market. People always prefer to deal with professionals and businesses they can trust.   

The speed of the Internet means you have 7-10 seconds to get noticed… to stand out… 

and to position yourself as an Authority. Are you getting noticed, or are you getting 

trampled in the herd? 

In this book, I will take you through a proven System to position you as the Authority 

and then show you how to leverage that to attract and enrol more clients.   

WHY ME? 

When researching my first book Stand Up, Stand Out or Stand Aside more than 4 years 

ago I realised that I have personally been using these principles in my businesses and 

coaching since 1983.   

I’m not someone who has read a lot of books, done a few seminars and is regurgitating 

information calling myself an expert as too many do today. This has been working in 

all of my businesses and my clients’ businesses for over 30 years.   
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I have lived and breathed, implemented and taught this exact information as a necessity 

to survive and grow my businesses in a very practical way.   

I will share with you examples and case studies in this book which have been the 

cornerstone for me to be able to:  

 Establish and license a Kids Club Program into 5 Countries  

 Set up an in-gym weight loss program and licence that into 2 countries  

 Write produce and host a Network TV show then later become an Executive 

Producer for Warner Bros.  

 Become the first non-American to be awarded International Fitness Instructor of the 

year  

 Invent, manufacture and market an Environmental Product in a competitive field, 

which won international awards and sold 4 million units into 26 countries  

 Be named video marketing influencer of the year 

 Be invited to a high-level mastermind on Sir Richard Branson’s Necker Island  

I’ve been able to accomplish all of this because I dared to stand up and create my 

Authority Positioning in each of the areas I was doing business in at the time.  

WHY “THE AUTHORITY CLIENT ATTRACTION 

SYSTEM”? 

Most recently I’ve been teaching and coaching systems and blueprints on how to 

uncover your Authority Factor and communicate it to your market. 

And now the we have the complete system that includes true breakthrough information 

that is unique to this program. I will take you through this system in a very easy to 

follow way and include case studies so you can see how other people are using it and 

how you can too.   

There will be links to external videos and checklists to help you get greater value from 

the book. If you are reading this in the print version, you will see there are QR codes 

allowing you to watch the videos as you read the book.   
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I’ve kept this book straightforward, easy to read and as practical as I can allowing you 

to take the concepts and strategies and implement them yourself or at least know where 

you can go to get assistance.   

You will see the foundations in this book are similar to the foundations of my previous 

book Stand Up, Stand Out or Stand Aside. They are the same foundations I’ve been 

using for 30 years and they aren’t going to change any time soon... 

… which is where most people make huge mistakes. Just because there is a new social 

media platform or app being launched every 10 seconds, people believe that everything 

changes. No, people are still the same, just some of the marketing mediums, delivery 

systems and purchasing methods have changed.  

People are still people and they still have the same desires and needs. The hierarchy of 

needs as identified by Maslow are still the same and should be used as a communication 

base with your audience. 

In my previous book I was primarily focussing on what I called Knowledge 

Professionals, i.e. professionals who sell their knowledge skills or expertise as their 

main source of revenue e.g. Coaches, Consultants and Trainers, Professionals in the 

Finance, Real Estate Legal and Health Fitness and Lifestyle sectors.   

Since writing that book I’ve been involved in implementing what is now the Authority 

Client Attraction System into businesses who aren’t necessarily solo professionals 

however, still sell knowledge, skills and expertise:  businesses like Health and Fitness 

Chains, Advertising Agencies, Digital Marketing Agencies, Recruiters, Steel 

Fabrication, Real Estate Agencies, a Pool Company, even through, to a business selling 

fertile bags of dirt.  

Instead of focusing of selling your deliverables as a comparable commodity, which is 

what most professionals and businesses do, I now encourage a shift in thinking to value 

the ‘unique collection of knowledge and experience as a whole’ and therefore the actual 

business is now seen as a leader and authority in the marketplace.    

Those who have adopted this change have enjoyed a massive in their positioning and 

results as they implemented this system.  
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Whether you are a solopreneur, CEO of a larger organisation or even the head of a 

franchise, look to see how you can use The Authority Client Attraction System in your 

business to Stand Up and Stand out in your market.  

In the following chapters I will take you step by step through the system and show you 

how you can implement it in your business.   

I suggest you go through the book in order, watch the videos and read any downloads 

in order.   
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POSITION 

Position: Noun. High standing, important status. 

“Your perceived position predicts your profits” Steve Brossman 2011 

Let me begin with positioning at its most simple and day-to-day level.   

Picture this: when you are in a group of people, perhaps at a networking event and the 

general question is asked, “What do you do?” how many times do you hear most people 

answer, “I am a/an Insurance Agent, Accountant, Broker, Plumber etc.” Basically, they 

announce what their profession or category is. NOT what they do or, even how they 

help people, which is what they really do.    

If you are a business do you say, “We are an I.T. firm, an xyz supplier or abc 

company?”... titling yourself like many others in your category?  

The person hearing that title automatically has a preconceived concept of what you do. 

This is generally determined by previous experience or public perception. You are 

automatically put in a box with all the others.   

HOW TO STAND OUT 

How do you expect to stand out if you call yourself the same as everyone else in that 

category?  

Just the other night I was at a meeting with a group of business people and after meeting 

one businessman dressed smart, I of course eventually asked, “What do you do?” 

I ask that typical question for two reasons.   

 To see how they answer it, and of course  

 To find out what they do.   

Well as it turned out he fell right into the trap and just said, “I’m in real estate.” 

  I immediately thought ‘not another damn agent wanting to seek property listings or 

sell me a property!’ 
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 To tell you the truth, I almost walked off. I didn’t want to spend the next ten minutes 

locked in conversation with a sleazy salesman. I had immediately put him in a boring 

cardboard box, which I was very reluctant to open.  

I did give in and asked, “What part of real estate are you in?”    

He said, “I have a boutique agency here on the Coast but, what I really do is specialize 

in helping people buy property overseas.” Well that certainly got my attention. “Tell 

me more,” was my immediate reply.   

After a brief discussion, I suggested that in future he introduce himself as ‘An 

International Property Investment Specialist’.  

(Note: see how this Positioning is Distinctive [specialist], Noticeable [International] 

and Attractive to those who want to [invest in property].   

It had an immediate impact on his conversations than he had that night and led to several 

prospects where he said that he normally would be lucky to get one. 

 There is no sense putting very exciting contents in a plain cardboard box in a sea of 

other brown cardboard boxes hoping that people will open your box, and not others that 

look the same. Our market is time-poor and people have no desire to spend time opening 

boxes, or choosing between a sea of sameness, just to talk to you.   

Don’t forget your Positioning is everything you do or say that communicates who you 

are and what you do visually or verbally to the public.   

Your Introduction or 15-Second Elevator Pitch is to “INTRIGUE, NOT INFORM.” 

Firstly, most people have got it all wrong and that’s why many people are struggling. 

They try to tell as much about themselves in 15 secs so people can make an informed 

decision on FACTS.  

Instead you should be asking yourself, what is my engagement factor? How can I evoke 

an emotional interactive and engaging conversation with my ideal client?  

Your goal in introducing yourself is to have the person or people say, “Wow, how do 

you do that?” or “That’s interesting, tell me more!” 
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 Here’s another quick example before I jump into some training for you. If you are like 

most people, insurance brokers are not people you would rush to have a conversation 

with.   

I had a client who suffered from people not wanting to talk to him. He would get up at 

typical business networking events and announce. “Hi, my name is … and I’m an 

Insurance Broker.”  It sounded almost like an introduction at Alcoholics Anonymous.  

When we had a discussion at one of our Bootcamps, we uncovered (as per the last 

chapter Purpose), that his real passion was to help protect people’s lifestyle when 

‘events’ happens. He mentioned that too many people were either not insured or poorly 

insured and their lifestyle is avoidably ruined.  

Using a process that I have developed, we repositioned him as a ‘Lifestyle Protection 

Specialist,’ which fits his true Passion, Skills and Value that he provides people.  

Notice this is an outcome based title more than just his occupation or category.   

This change has had the desired effect on his business and how he communicates the 

value he provides people. Plus, the immediate response when he introduces himself 

now as a Lifestyle Protection Specialist is, “How do you do that? Tell me more.” 

  “Sell the aspiration not the perspiration” ~ Steve Brossman 2017  

LEVELS OF POSITIONING 

There are 4 levels of positioning: Click to Watch this video for a more detailed 

explanation. 

LEVEL 1: NO POSITIONING  

You are defined generally by your occupation or category, e.g. as a professional like 

Accountant, Mortgage Broker, Financial Planner, Naturopath, Masseur, Personal 

Trainer or as a business like Digital Marketing, Web Developer, Transport, Sales, Real 

Estate, Construction, etc.  

You communicate no point of difference and generally quote your packages as cost per 

hour, per session or per service.   

https://stevebrossman.com/TACAS
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LEVEL 2: SELF IMPOSED  

This is where people often say, “I’m good,” “We’re No 1,” “We are faster…” or better 

but don’t differentiate... Better at what? Better than…? A professional or business 

claiming to be ‘the best’ lacks credibility or substantiation.    

Pricing and programs are still based around cost recovery or billable hour, i.e. $ per 

hour or service.  

  LEVEL 3: ACKNOWLEDGED 

This level is where other people have used your product or service and are positioning 

you as someone to go to or use. Unfortunately, without clear guidance they will still 

just call you ‘The best person or business to use.’   

You may not be positioning yourself any better than the first two levels, however, you 

are providing such excellent service that other people are recommending you.  

If you do not have a system for others to clearly talk about who you are and how you 

benefit people or how to capture and nurture those leads, then you are playing roulette 

with your referrals.  

LEVEL 4: POWER POSITIONING   

I call this Power Positioning because it gives you the power back over your business. 

No longer are you at the mercy of the market or your competition.   

 Your prospects know who you are, what you stand for and stand against (your 

Why). 

 You have a clearly defined Unique Authority (outcome based) Positioning.  

 You, your prospects and your strategic referral partners have clarity around who 

you are and who you help.    

 CREATING YOUR POSITIONING DNA  

Distinctive: Adj. “To stand out in a similar field and to have a special quality.” 
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It is no longer good enough to just be different. You could easily be different and worse. 

Being Unique means, you are one of a kind. Being DISTINCTIVE, means you are 

special and better.  If you are looking to attract higher level clients you need to be also 

positioned at a higher level. 

A “man of distinction” is perceived to be that one level better.   

Therefore, your Positioning DNA needs to highlight your particular uniqueness that 

make you not only Stand Out but, also Stand Above”  

Noticeable: “Worthy or deserving of attention.”  

Your Positioning needs to be crafted so that it contains statements that are worthy of 

attention and are unique enough to stand out and be noticed.  

Quite often I like to include words in a positioning title that don't normally go together 

or aren’t regularly used in that profession.  

That creates a pattern interrupt and people can’t help themselves but be intrigued.  

Attractive: “having the quality to attract.”  

Most importantly you must be attractive to your target market. The easiest way to 

achieve that is to have an outcome based title, not an occupation or category based 

title.  

Below are some very simple examples of clients who we have worked with. Notice the 

change from occupation to outcome based titles.  

From (JOB) To Magnetic Positioning 

Mortgage Broker Property Portfolio Strategist 

Podiatrist SEQ Leading Functional Podiatrist 

Pharmacist, Naturopath, 

Yoga instructor 

Australia's leading natural and traditional 

Pharmacist 
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Yoga Instructor, Chiropractor, 

Kinesiologist. 

Australia’s leading structural and movement 

therapist 

Business Coach Business results catalyst 

Spiritual Healer with no idea Abundance Breakthrough Specialist 

Spiritual Princess Creator of the Value, Vision and Voice 

program for women 

Insurance Broker Lifestyle Protection Specialist 

Videographer Video Profit Strategist 

Trade Marks “person” Growth Protection Strategist   GPS 

Online Security Consultant Cyber Protection Architect 

Home Buyers Agent House Hunter Concierge 

 

YOUR POSITIONING IS NOT JUST A CATCHY TITLE   

Positioning Rule 1: Have an outcome based title not an occupation based title.   

When you look at the title transitions above, they all came from who they were and 

what they were already doing that was different in their marketplace.  

It wasn’t a matter of coming up with a corny and catchy title of World’s best, Expert 

in, No. 1 etc. the positioning title had to be an outcome based representation of the 

results that their clients were looking for.   
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MOVING FROM AN “A” TO A “THE” 

I have another catchy little saying “when you move from an A to a THE life and your 

bank balance changes.   

If you are AN accountant AN accountancy firm... A coach or A trainer… A consultancy 

firm… you’re just one of many and you have fallen into the trap of occupation or 

category based positioning.  

If you move to a ‘THE’ like I did when I moved from A video marketer to THE 

AUTHORITY CATALYST everything changed.   

Like my client who moved from A Financial Planner to THE Creator of the 3-

Dimensional Financial Review.   

The word ’THE’ creates intrigue, it hints at the outcome and is very unique! It also 

implies without outlandish egotistical sounding claims that you are the best. Most 

importantly it helps you Stand Out. 

 TRIPLE CLARITY DELIVERS CASH 

When you have absolute clarity about your positioning, and coming up next packaging, 

your business will explode. It will multiply in 3 ways: 

1. You: When you have clarity, and can articulate who you are, your Authority 

Positioning and the benefits behind your unique solution, clients will be attracted 

to you.  

2. Prospects: When your prospects have that same clarity, they will make fast and 

informed decisions whether to do business with you and you won’t have to 

repeatedly explain yourself.   

3. Joint Venture Promotion or Referral Partners: When other people have clarity 

around who you are, what you do and who you best help, they will have confidence 

to refer people to you.   

Once you have clarity around your own positioning you need to now work on creating 

a clear message to your prospects. Then create communications for your JV and 

Referral Partners to be able to easily promote you.   
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Some simple tests for your Positioning: 

 Does it create intrigue?   

 Does it create some emotive reaction?  

 Is it just a category description?  

 Does it refer to an outcome desired by your target market.  
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PACKAGE 

Package: verb. To group or combine into a single unit  

This chapter on Packaging is how you can create ‘packages and programs ’to sell more, 

serve more and avoid price comparison.  Plus, how to create your own signature 

Blueprint.   

The biggest mistakes that most professionals and businesses do when packaging their 

products and services or labelling them is to:  

 Title them input-based, not outcome-based  

 Appeal to needs, not wants  

 Sell the process, not the payoff  

 Use the same language as everyone else  

3 P’S OF LANGUAGE  

In the video below I talk about the 3 P’s of language and how too many people lose the 

prospects interest and ultimately the sale by focussing on the WRONG P. 

Briefly here are the 3 Ps. Click here to watch the video. 

PURPOSE: 

These are your market’s pains, fears frustrations, desires, hopes and dreams. You 

need to be able to clearly articulate back to them, that you understand their needs and 

that you are clearly the solution for them to get the results they are looking for. 

The purpose is the ‘reason why’ you create your product or service in the first place.  

Focus on Understanding and Empathy.  

PROCESS: 

https://stevebrossman.com/TACAS
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This is where you need to develop ‘your unique system/blueprint’ where can clearly 

and concisely articulate and show your process or service that you use to fulfil 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 System that delivers specific results that your 

market wants RIGHT NOW. 

Focus on Clarity and Outcomes.  

PAYOFF 

This is what people are really 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. 

Focus on: How your program or service will affect their lives of business.  

Watch the video for a breakdown on how to use the  3 Ps and where most professionals 

get into trouble in their communication and how it transfers into their sales. 

 KEY ELEMENTS OF PACKAGING 

Sell the Aspiration, Not the Perspiration! 

One of the biggest lessons I’ve ever learned, and now currently teach about packaging, 

happened over 30 years ago just after I opened up my health club.   

The weight loss industry was also just taking off, with the Jenny Craigs and Gloria 

Marshalls weight loss centres.  

Then came the passive exercise studios with trimming and toning tables where you just 

lay on them and they did all the work. They were selling programs in the thousands of 

dollars and poor us, in the fitness industry, were struggling to sell in the hundreds of 

dollars.  

 On my way home after a group meeting of gym owners, it hit me that we were stupid 

and were selling the wrong thing.   
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We were selling hard work and sweat yet, the others were selling dreams and 

aspirations. I set out in search of a new way of doing things smarter for a greater return 

on investment.  

I hired a manager from a national weight loss centre and together with a dietician 

already on the team, we put together a weight loss program.  

 I called it ‘Shed’n Shape Budget Weight Loss’ as it was half what the weight loss 

centres were charging.   

The ‘trimming and toning’ routines clients did every session were our normal low 

impact aerobics. The participants enjoyed them and were able to easily keep up yet if 

we told them they were ‘aerobics’ they would have rejected the whole program.   

We continually sold out our programs despite being twice my normal gym membership! 

 We had the same nutritional advice and the same exercise program yet we were always 

full despite the higher price. What was different?  

It was the Outcome Based Packaging and speaking the language of the prospect.  We 

sold to their aspiration. 

The program was such a success that other health clubs wanted to know what I was 

doing. I packaged it up and sold licences across Australia and New Zealand.   

It taught me a fantastic lesson in selling to the WANTS then delivering the NEEDS.  

Plus, people will pay more for an outcome based program than sessions.  

Too many times businesses are so damn excited about what they do, i.e. their process. 

That they think the prospect will be excited too, and that is what they try to sell.   

Well news flash! It’s ALL about that radio station that they are tuned in to: WIIFM 

What’s In It For Me.  

That’s what they are tuned in to.   

HAVE AN OUTCOME BASED TITLE   
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One of my clients is a financial planner. He is also a mortgage broker with an accounting 

degree. For his point of difference, we created a sales tool called his 3D Financial 

Review Blueprint.   

All he does when he talks to prospects is say the following. “[name] I’m a little different 

to most planners who just do financial planning.  In my 3-Dimensional Review I will:  

 Assess your finances and see if you are going to have enough money to retire and 

maintain the lifestyle you want,   

 Determine whether you are paying too much on your loans and see where we can 

save you some money since I’m a Qualified Broker Plus…  

 As I’m also a Qualified Accountant I will Review your financial structure to make 

sure you are not paying too much tax ... does that sound like something you would 

need?”  

His success rate to get the formal appointment has been nearly 4 times the company 

national average.   

He was having issues going to the next step in getting prospects to sign up for a financial 

plan until I found out that he was trying to sell the next step as “A Financial Disclosure 

Statement” and that was priced at $1,650.  

After presenting what the 3D Review does, he now says. “What we need to do now is 

a full 3-Dimensional Review and Implementation Plan and that is $3,300.” 

 Basically, he doubled the price with less resistance. Why?  A Disclosure Statement is 

a document that looks backwards an Implementation Plan looks forward. What would 

you prefer when planning for your future?  

SELL PROGRAMS, NOT PIECES 

A perfect example of this was when we had only just launch the BUTTsOUT company. 

By the way the BUTTsOUT is a product I invented back in 2000 when I was fed up 

with too many cigarette butts littering our streets and beaches because of recently 

imposed indoor smoking bans.  
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It is a small handheld pocket sized personal ashtray with the distinct shape of a human 

‘butt’ (bottom, rear end, tush call it what you want).   

Together with my great mate Vince Murdoch, who has a PhD and specialised in 

Behavioural Change, we built the BUTTsOUT program (an ashtray to engage not 

alienate smokers. Hence the many tag lines that were humorous: Don’t let the ranger 

see your butt. Is your Butt worth $200. Do you have a smelly butt?  etc.   

We were on our way to our first presentation to a Regional City Council when I said to 

Vince. “We should sell campaigns not personal ashtrays I think we will sell more”.   

Over the next hour of the trip Vince was on the computer and we were building 

Australia’s first Cigarette Butt Litter Reduction Campaigns. We included T shirts, 

Posters, How, to run a campaign manual (yet to be created), and of course The 

BUTTsOUT personal ashtrays.   

That moved us from being product peddlers to solution providers.  

We packaged up 3 options and ended up selling the middle one which contained more 

units than we had originally expected to sell. That started a global business where we 

sold more than 4 million units into 26 countries.  

We quickly solved a major problem for councils, corporates, mines, tourist areas, and 

ports.  

Vince and I started “projecting” our expertise by writing papers and speaking at 

conferences and even posting videos. Because we were the first to deliver content and 

a solution, we soon became sought after speakers and consultants and seen as the 

Authorities in this area.   

Our message was clear, that to solve the problem they needed to engage the smokers. 

Our programs were backed by behavioural psychology which meant they needed to buy 

ours.   

A VERY SIMPLE FORMULA. Be seen as an Authority. Deliver excellent content, 

which leads to your solution being the logical unique solution.  
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Most professionals and businesses sell the input (your perspiration) I.e. they focus on 

how many hours they are going to spend with a client, or working on the issue which 

means prospects can relate it all back to a $ per hour.   

When you focus on $ per hour or $ per service you are pointing a big red arrow at you 

saying, “please compare me on price”.   

People pay more per outcome than per hour! 

STIR THEIR EMOTIONS 

What emotion does your program title stir? 

Remember the video earlier about E.T.M. When you are packaging and naming your 

programs remember “what do I want them to FEEL” when they see or hear the name 

of your program.  

 Even back in 1984 Shed’n Shape Budget Weight Loss was saying you can lose weight 

and not pay too much for it.  

2000 Cigarette butt litter reduction campaigns… sounded like a turn key solution to 

an expensive problem.   

3 -Dimensional Financial Review and Implementation Plan sounds like a clear path 

to a financially secure future.  

During the process of uncovering your Positioning DNA you will have identified some 

of the different ways you may do your business or deliver your services.   

 Review all your current services: 

 Do they directly relate to or include a correlation back to $ per hour or $ per session 

that can be easily compared to others in your market?  

 Is it an outcome based title?   

 What emotion is the title designed to deliver? (Have you actually thought about 

this?)  

BEATING THE $ PER HOUR COMPARISON  
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Many professional service providers just sell bulk packs of services believing that if 

they give a bulk discount they will buy.   

I remember having lower back issues several years ago, I enquired with a Chiropractor 

saying I have a sore back, what sort of programs do you have… opening the door for 

them to sell me a program.  

I heard, “Well you need to come in for an assessment which is $120 then you will need 

x-rays, normally around $350, and our treatments are in either $120 per session or 

$1,000 for 10.” 

AAAGGGHHH that reeked of “please shop around on price because I don’t give a 

damn about your back.” 

Perhaps if the Chiropractor e used an outcome-based approach I would have easily 

parted with my money.  

Something like:  “Thanks for calling… (after a short conversation) it sounds like you 

need our Rapid Pain Relief Back Program which includes 11 personalised treatments 

starting with your assessment and referral to your x-rays which are additional. That is 

a total of $1425 however to make it easier to get started and get your back feeling better 

again I can split that into 3 easy payments of just $475.” 

That is solutions driven and the last thing I hear is $475 which if my back was hurting 

would be affordable and a no brainer.   

 

Note: that I put it at 11 ‘personalised sessions’. Well of course they are personalised 

it’s just me and the chiropractor; however it sounds more appealing than just 

calling them sessions or treatments.  

  

Plus, did you see what I did with the numbers? I packaged it all together in 11 sessions 

instead of 1 plus 10. Very quickly and without a calculator how much per session is the 

2nd pack i.e. $1,425 for 11 sessions.   

Well if you are like most people they can’t divide by 11 anymore. It looks OK and the 

easy payment plan and pain relief is highlighted so most go straight away! 
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The truth is you have just elevated your fees by nearly 30%.  

 Option 1: Initial Consult $120 plus 10 sessions $1,000 total $1,120  

 Option 2: Rapid Pain Relief Back Program 11 personalised sessions $1,425   

Fee increase $305. (27%)  

Plus, treatment adherence is increased.   

 The payments will be scheduled to be in front of the treatments reducing 

cancellations as the treatments are already paid for.   

 When they are just referred to as sessions or treatments they recommend a number 

of individual sessions. When a client is nearing the end, they are feeling much better 

and often make a judgement that they don’t have to finish (or pay for) the last few 

sessions. However, if it is a ‘program’, people are more reluctant not to finish a 

program than to cancel an individual session.   

THE POWER OF 7, 9, 11 AND 13 

In many of my seminars and workshop I recommend people use 7, 9, 11 or 13 sessions 

in their programs and I ask the audience why would I do that.  

I usually get a variety of deep financial and psychological reasons. When I tell them the 

plain and simple reason is that people generally can’t divide by those numbers easily in 

their head any more, they laugh first then realise it’s true.   

Most people put together 10-packs at a discount. That is a huge invitation saying (if not 

shouting) “Please compare me in price.” 

Generally, I tell people to increase their fees 15% and use one of those magic numbers!   

HIGHLIGHT THE ADD-ONS AND INCLUDE THE 

DELIVERABLES 

To highlight this process, I’ll use a former client who is a podiatrist. Now, most allied 

health professionals go by their occupation or profession and do not stand out at all.   
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In working with this podiatrist, I identified that he was using a different treatment 

process compared to most. When I asked him how many podiatrists called themselves 

“Structural Podiatrists,” he said none.   

From then he became the region’s leading “Structural Podiatrist.”  

Positioning now taken care of. On to packaging.   

He was taking an expo booth at the large fun run and later the marathon. Normally he 

would have brochures and offer a free foot assessment, which is typical of what all 

allied health professionals do.  

 First, we changed the language to the exact language that a crazy fun-runner and 

marathoner wants to hear.   

“Beat your time … Beat the Pain”  

“Train harder, run faster … less pain”  

Then there was an entry draw to win an Athlete’s Performance Pack. This was huge 

and he collected hundreds of leads.  

Knowing that athletes will pay anything to increase their performance we created the 

Athletes Performance Pack and raised the fees 20%.   

Included in the pack was… wait for it… a training diary. That’s it a training diary. 

However, it was positioned that they brought it to each treatment where their training 

progress and any pain was reviewed. The truth is that he would have asked exactly the 

same questions anyway.   

Lastly instead of giving away a standard boring “Free Assessment” we created a “Free 

… Pain and Performance Review.” Again, technically exactly the same process and 

same appointment however, the perceived payoff spoke directly to the target market. 

The Results:  

 4 times the number of leads and clients than the previous year’s promotion   

 More than doubled the weekly appointments in just 6 months  

 Guidelines for putting your packaging your programs and services   
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 Create and outcome-based title  

 Sell the outcomes not the deliverables  

 Use the 7, 9, 11 and 13 magic numbers  

 Avoid packaging of time for money: that can be directly compared to others   

 Highlight the add-ons and include the deliverables  

 Use the prospect’s language not industry jargon   

THE BLUEPRINT 

Blueprint: Noun. Plan of action 

This has been the real game changer for myself and all the businesses now using the 

Blueprint process in marketing and selling.   

Clients have gone from:  

 Not being able to sell an introductory service for $250 to selling $10,000 programs 

in just 8 weeks of us building a Blueprint.  

 Previously needing three 40-minute calls to enrol to now only having one 20 min 

call to enrol over 90% using the Blueprint.  

 Only being able to sell web services as competitive rates to selling higher paying 

‘client attraction systems’.  

This one change, and I will call it a breakthrough, has changed many businesses and 

lives and is the real cornerstone in the Authority Client Attraction System.  

It was around 5 years ago when I was transitioning my business from being the “Video 

Marketing Guy” to more of what I’m doing now, I was struggling to explain to people 

who I was and what I did.   

Possibly because I was sounding like, “Hey, I have some really good ideas and great 

skills that can help you… trust me I’m good”.   

It was hard to explain over and over again and a therefore a struggle to get the new type 

of clients that I wanted.  Plus, every time I felt like I was selling myself  
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To form the framework for my book I decided to map out how I worked with people. 

After several hours on a whiteboard I realised that I had a repeatable system to deliver 

results.   

For nearly 30 years I had been intuitively doing the same process over and over again 

in many different circumstances with multiple successes. It was now time to formulate 

it and share it with others.   

My original Blueprint was the Authority Accelerator Blueprint and mirrored 5 of the 

key chapters in my first book for consistency.   

Honestly, I must tell you that the minute I presented from the blueprint and “Sold the 

system not self” my life changed for ever.  

I am a very good sales person and can sell most things with ease. Yet when it comes to 

selling myself I’m like most professionals ‘I take it personally’. 

Using the Blueprint model takes all pressure off selling yourself. I have seen clients 

actually enjoy the once feared process of selling, because it is not all about them.  The 

feel very comfortable selling the SYSTEM not SELF. Click here to get Blueprint 

Download. 

 

https://stevebrossman.com/TACAS
https://stevebrossman.com/TACAS
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BLUEPRINT ELEMENTS 

An Emotive Outcome Based Title   

Note the 3 Titles that I have used: 

 Authority Accelerator Blueprint (Speeding up being seen as an authority)  

 Authority Sales Boost Blueprint (How to get more sales by being seen as an 

authority.)  

 The Authority Client Attraction System (A system that delivers more clients with 

you being seen as an Authority. Note I moved from Blueprint to System as I have 

moved from working with primarily professionals to include businesses and system 

is a stronger word.)   

Each of the titles position the desired outcome as a part of the title. When you design 

the Blueprint, visually you need a prominent outcome-based title. As you are going 

through the Blueprint with your prospect, they will always look away and look back to 

the Blueprint many times during the talk. When they do look back you want them to 

see the outcome every time ensuring it is subconsciously embedded over and over again 

and they will start thinking that “this is the outcome I want.”  

THE MULTI LAYERS OF THE BLUEPRINT 

Over the years of teaching businesses how to create and use blueprints I have seen many 

not completely understand the actual purpose of the Blueprint.   

 The Blueprint is to be a visually attractive, easy to understand diagram of the 

journey that the prospective client will go through when working with you.   

 It should have well-choreographed ‘value pit-stops’ that allow you to demonstrate 

the value being significantly greater than their potential investment.   

 Designed to inspire action, not to educate on what you do  

 It is NOT to be a schematic of your working systems  

 Designed to collaborate not present   
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 Not to be self-explanatory as a standalone document yet at the end people should 

think “that makes sense”  

Too many times I see Blueprints that are nothing more than an education piece trying 

to explain what the person or business does.  

 THE TWO UNDERSTANDINGS 

 Several times I’ve had emails from frustrated business people saying, “But they don’t 

understand what I do!”   

That normally comes from highly qualified or highly technical people.   

Basically, that is internal ego talking saying, “They don’t really understand that what I 

do is really complicated and I’m really good at doing the complicated thing and you 

need to understand that I’m really good.”  

My answer is very simple. You are focusing on the wrong understanding. Your clients 

need to understand two other understandings:   

 They need to understand that you understand them. When you can articulate back 

to them their needs, wants, hopes, dreams and desires as good, if not better than 

they can, they know that you understand them. That makes all the difference in the 

starting point of the conversation. They are saying to themselves, “Finally, someone 

who gets me and what I really need.”  

 They need to understand, how what you do will affect their business or life, i.e. how 

it will benefit them. They don’t need to know how a plane works, just that it will 

them to their destination quicker than any other transport.    

If they understand those two understandings you are well on your way of to having a 

new client.  

UNDERSTANDING + CONFIDENCE =TRUST   

Once they know that you understand them and that what you deliver is what they are 

after, they just need confidence that you can deliver it.   

Imagine two people are bidding for a contract.   
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One walks in basically saying, “I’m really good, here is what I do really well buy me.” 

The other says, “From what you have told me I understand what you need and I have 

a Blueprint, a proven system to be able to deliver the results that you are after.”  

Who inspires more confidence?  

In most professional or service industries, no one has a Blueprint for their service. When 

you have a Blueprint, firstly you will stand out and secondly, you will give the prospect 

much more confidence that you actually have a system to deliver results.   

For example, businesses are more likely to allocate funds in a budget for an 

implementing a system than hiring a consultant/coach. They feel as if they are getting 

something tangible in return, more than simply knowledge and a report.   

 THE EMOTIVE PENDULUM     

Watch the Video on the Emotive Pendulum it will almost be life changing.  

“People buy on emotion and anchor with logic.”  

You will recall that I said earlier “the purpose of the whole marketing/sales journey 

/client experience is to “take them on an emotional journey where in the end in their 

mind they make a logical decision that they must do business with you.”  

This Emotive Pendulum process is the tool and process to do just that.   

This really all came about when I was about to work with a female chiropractor who 

said, “I don’t want to work with people who had sore backs anymore, I just want to 

work with people to enhance their life.”  

Firstly, let me ask you a question. When was the last time you went to the doctor saying, 

“Doc I’m feeling 10% off today, can you make me feel 10% better?”  

Never!   

Well that is what you will see on the VIDEO as the RED ZONE OF DEATH: trying to 

sell logically to the absolute needs only.  Or selling to people who haven’t really felt 

the pain of the problem yet.  

https://stevebrossman.com/TACAS
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Whenever you are talking to the prospect, and even in your material that you are 

projecting out there, you need to think and talk with the Emotive Pendulum in mind: 

Needs, Wants and Why!  

Ted McGrath in his book Never Be Closing reinforced this by saying “If you sell to 

their needs, you can sell in the hundreds, if you sell to their wants you can sell in the 

thousands, yet if you can provide a complete transformation you can sell to the 

hundreds of thousands.” 

Here is a quick review of the Emotive Sales Pendulum; however, I do urge you to watch 

the full video training.  

 

 

Here’s how it works: 

Normally your prospect will identify a need, highlighting what’s wrong.  It is very 

logical with very little emotion directly attached to it, making it very hard to sell to; or 

if you do it will be for a low fee and generally you will compete on price.  

At this point I always ask my students and clients how can you drag the pendulum up a 

little higher; or as many marketers say, aggravate the problem.   
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If all you do is operate and solve people’s needs you will be operating in what I call the 

red zone of death.  

Golden Rule: The bigger the swing of the pendulum, the bigger the payoff and the 

bigger the payday.  

To pull the pendulum up further you ask leading questions that will move from logic to 

emotion.   

One of my favourites it to be able to quantify the extent of the problem with, “How does 

that affect ...?” and work with them to quantify exactly what that problem is costing 

them.   

Once you do that it will surely stir up emotions. Plus, you have just turned that problem 

into a tangible issue by quantifying it.  

Then to really pull the pendulum up as far as you can, you ask... 

“How does it make you feel knowing that…?” Repeat the quantifiable effect you have 

just uncovered to remind them of the extent of the issue. 

Once you have the pendulum as high as you can, let it go.   

There are several scripts I coach to use as you let the pendulum go depending on the 

situation, however a basic one would be to very quickly highlight the solution as in 

solving the need... then move up the other side by confirming the positive effect by 

solving it.   

Note: You need to know how to do this quickly in the Value Pit Stops in the 

Blueprint. 

Example: 

You: John you have highlighted that your sales staff are spending far too much time 

converting sales. Not only does it frustrate you immensely, you have identified that it is 

costing you $10,000 per month and that money could be used to invest in the growth of 

the business. Am I hearing you correctly? 

 John: Yes.   
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You: Well John, on average, using the Blueprint sales method alone, reduces the time 

spent on the final sales process by 50%. Would that make a difference…?  

John: Yes.  

You: John, apart from the obvious time efficiency, would you say that it would make 

up that $10,000 difference?   

(Note THEY have collaborated on the figure) 

Now broaden the benefit.  

You: John, what effect would that additional $10,000 per month mean to the growth of 

your business?   

Now collaborate on another quantifiable benefit.  

You: Let’s say we fixed this in the next two months. What additional growth would you 

see in the next 6 months?   

Get them to give you another figure that you will use on the next Value Pit Stop. For 

this exercise, we will say grow an additional $20,000 per month.  

Now swing up to the WHY and qualify and emotive benefit.   

You: John, when we solve this in the next 2 months, (repeat back the effect) your sales 

people are going to be much more efficient. You said that will likely save you $10,000 

per month and with that being invested back into the company you will likely grow an 

additional $20,000 and really get the company to where you want it to be. How will tha 

make you feel? 

And just let him talk.   

You have swung the pendulum through the full range.  

Imagine the “sales conversation” if you just focused on the needs as many do.  

Here’s an example: Yes sir, we have a program that will improve the efficiency of your 

sales team by 50%. We will do this via group and online training as well as systems to 

help them achieve their KPIs. We are good at what we do and have done this before.   

The prospect will then look at the results, costs, and compare them to others.   
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When you use the Blueprint, get to the real WHY and swing the pendulum several times 

during the presentation, the prospect will get those two UNDERSTANDINGS 

mentioned earlier.   

1. Because you are getting them to talk about their WHY, they will have a deep sense 

that you understand them.  

2. Plus, you have collaborated with them to quantify the effect, they will understand 

how what you do will benefit them. Most importantly you will have shown the 

value of what you do is significantly higher than the investment.  

When you understand the Emotive Pendulum and rehearse it, you have a very potent 

sales tool that becomes easy and conversational. We will cover more on this is the 

Persuade section; however, I need you to know and be aware of how you use the 

Blueprint before you build it.  

THE TWO BANKS  

Time and time again I would work with entrepreneurs and business people and they 

would talk with pride, about some feature of their product or program. Or they go into 

a jargon-filled monologue detailing how it works. At the end, they expect me to say, 

“Wow, that is fantastic I now know how it works,” or “I know what you do.”   

As if I have a pin pricking their balloon, I rapidly deflate their ego. I would simply say, 

“How do I take that to the bank?” which has become one of my signature lines.   

THE FINANCIAL BANK 

 If you are selling to anyone in business, they need to know that if they invest in you it 

will have a positive impact on their bank balance (sooner or later).  

When it is distilled to the core essence. Most businesspeople will only pay for one of 

three outcomes: 

1. Save time  

2. Save money   

3. Make money 
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Ideally, they want to achieve as many as possible. When you are talking about features 

and benefits of your products and services, be VERY clear how the prospect can take 

it to the bank with one of those three outcomes.  

THE EMOTIONAL BANK 

There is a 2nd bank that is just as important and usually overlooked and that is the 

emotional bank.   

In health, wellness and lifestyle related industries, the emotional bank is the one that 

gets the major deposits. However, you still need to be clear on the Needs, Wants and 

Why of your prospects and how you can use the Emotive Sales Pendulum to show them 

the ultimate benefits, how they will affect them and uncover how they will feel once 

they have done business with you.  

(I will show examples of financial and emotional banking in the Emotive Sales 

Pendulum Video).   

  VALUE PIT STOPS 

Value Pit Stops are unique to this program and are key to your success when selling 

your programs and services.   

They are points in the Blueprint where you pause because the prospect has highlighted 

a particular need, and through your program, product or service, they know you can 

make a difference.   

What you then do is write down one or two items. Financial or emotive benefits, e.g. 

$5,000 per month in income, less time wasted, more time with family, less stress etc.   

Once you have identified tangible values, write them down and move on around the 

Blueprint. The pit stops are to be used to turn your intangible service into tangible 

bankable values that you can highlight.   

The goal of Blueprint is to collect the values at the pit stops and have those values, 

either financial or emotional, be far more valuable than what they will need to invest in 

you.   
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At the pit stop you do a mini ‘emotive pendulum swing’ where you:   

 Identify the need. 

 Drag the pendulum up to the left by asking, “How does that affect your….?” (life, 

business, etc.).  

 Drag it further up to the left by asking, “How does that make you feel?” Get them 

to really articulate how it is making them feel. 

 Then it is time to let the pendulum go by starting back down at the need: “What 

would it mean to you if we could…?” provide the solution.  

 Then ask, “How would that affect you?” If it is a financial payoff, ask them to 

identify a specific financial payoff e.g. “How much per month in additional income 

would that mean to you?”  

 Finally ask, “How would that extra $ per month make your feel?”  

Note: you don’t stop on every item in your blueprint and try and educate them on how 

you do what you do. It is more powerful to stop on only the ones that they have 

identified earlier that are their highest priorities and that are most aligned with their 

WHY.   

Systems, Not Hours! 

People pay more for a system than human hours.   

I remember when I was moving from video marketing services to the first iteration of 

Authority Marketing I was basically selling me and my ideas.   

The minute I created my first Blueprint and I sold the “system, not self” approach I 

jumped my fees well over 150%.  

I must tell you this story as it is the one story highlighted the power of the Blueprint.  

Nearly 2 years ago I was running masterminds in 3 states and going through my 

Authority Accelerator Blueprint.  

In the morning, participants were creating their Blueprint and one of them, an early 

twenties girl who was just getting started in Life Coaching remarked, “This is awesome, 

it’s like taking them through the journey that they will go through my program.”  
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I said, “Exactly, you have it.”  

She said, “I haven’t been able to sell my coaching and I’m just giving it away to get 

people to try it and give me testimonials.” 

That afternoon they were to finish it off and I took them how to sell it, by selling the 

system not themselves and using the Value Pit Stops.  

After her first trial of selling it to one of the others in the groups, her comment was 

priceless.   

“Steve, I feel so empowered not having to sell myself I think I can do it.”   

This was one of my interstate groups and by the time I got home and off the plane I had 

an excited message on my phone.  

“Steve, I used my rough Blueprint tonight and I sold my first two full priced programs 

Thank you, thank you, thank you.”  

It was then that I knew that if she could do it with minimal training and experience I 

had to focus on refining and sharing this Blueprint process.   

USING THE BLUEPRINT IN PROJECTING  

Coming Up shortly is the chapter on Projecting. Now that we have clearly outlined how 

you build your Blueprint, it should form the foundation for all of the information that 

you Project out there.   

Your videos, livestreams and blog posts should all relate back to the Blueprint and how 

it will work for them.  

Even in your Power Positioning Book the chapters will follow the journey of the 

Blueprint.  

Your presentations, whether live or via webinar should follow the Blueprint and use the 

Value Pit Stops and go through the sales procedures that we will talk about in persuade.   

Once you create your Blueprint, having to continually create new and unique content 

will be produced. You just need to use the Blueprint as the base to distribute the content 

from.   
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 KEY POINTS ON PRESENTING WITH THE BLUEPRINT 

 You don’t need to stop and explain every part of it, just the most relevant. 

 Remember to communicate in their language, not yours, and not in your industry’s 

jargon. 

 Create an environment where you can work through the Blueprint together as an 

exercise to solve their problem and create a transformation. In this regard, sitting 

beside them working on it together is more collaborative than opposite.   

 Remember where their value pit stops are: where they originally shared what was 

most important to them. 

 The tone should be collaboration and conversational, not educational. 

 Seek feedback and ideas so that at the end you have created a plan together which 

will make it difficult for them to create objections. Make them feel as if they’ve 

been involved in creating a solution that they want.  
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THE AUTHORITY CLIENT ATTRACTION SYSTEM | 44 | COPYRIGHT 2017 STEVEBROSSMAN.COM 

PERSUADE 

Persuade: Verb. To lead or influence someone to do something. 

“Winning Starts on Monday” ~ Jack Gibson 

Very rarely in today’s business world does something come along that is actually a 

breakthrough and not just some marketing hype.   

As I explained earlier in my book, this sales process was buried deep within the work I 

had been doing in my own businesses for 30 years, as well as with my high-level clients 

over the past 10 years.   

Yet when I saw the dramatic impact it had on people and businesses being able to sell 

the invisible, sell their products and services faster, more consistently and for higher 

fees, I knew it really was the breakthrough that others emphatically said it is.   

In this chapter, you will learn the most important question you need to ask yourself. 

Which is also the first thing I always ask my clients…  

“How can we take that to the bank?” 

TAKING IT TO THE BANK    

I will show you how to pull it all together in a very simple and enjoyable sales process.   

A very successful Australian Rugby League Coach Jack Gibson said the above quote, 

“Winning starts on Monday…” 

… meaning that it is the preparation that you do well before the game that will affect 

the outcome of the game.   

Selling starts with the first interaction that the prospect has with you or your company.   

Remember the E.TM. concept and video earlier in the book? You are continually taking 

your prospects on an emotional journey to provide a deeper and more emotive 

connection with them.   
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The whole concept of The Authority Client Attraction System is to deliver emotively 

engaged prospects who are educated that you are the leader/ authority in your market, 

and that you have a unique solution that they are looking for.   

The selling in our system is exactly persuading: leading and influencing them to take 

action.   

 

In the figure above you will see you will see that in traditional selling you are looking 

to build rapport and potentially positioning collectively. This quite often leads to the 

sales person over-talking about themselves.  

In TACAS positioning and a relationship is already established and the prospect has 

requested the meeting.  

Traditionally, a salesperson will have a presentation prepared and it is primarily a one-

way communication process.  

In TACAS the tone is collaboration and building a solution, not listening to a pitch. The 

collaboration and co-creation of a solution actively reduces objections and in turn 

reduces the entire sales process.  
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SELLING WITH THE BLUEPRINT   

Your BLUEPRINT is your one-page SALES weapon, that you use to take the prospect 

on the ‘emotional journey when in the end in their mind they believe it is a very logical 

decision that they take the next step with you’. It is to inform and inspire, it is not an 

educational piece.   

The Blueprint has 3 key roles:   

1. To provide a visual aid for the emotional journey. It fits perfectly into the VARK 

principles (Visual, Audio, Reading and Kinaesthetic; the more senses you use the 

more powerful the emotive connection). 

2.  To take the selling focus away from you or your business and puts it on the results 

the System will deliver. i.e. sell the system, not self. 

3. To quantify and qualify value and results you will provide, i.e. to demonstrate 

that the financial and/or emotional value that you will provide will be 

significantly greater than their investment with you.   

For example: when going through the blueprint, in collaboration with the prospect, you 

may have agreed that when the blueprint was implemented they would:  

 Increase fees 10%, therefore adding $5,000 per month  

 Through better marketing, add 4 additional clients per month $4,000 per month   

 Through increased conversion rates alone, 3 more clients per month $3,000 per 

month  

 Better sales procedures save 5 hours per week better productivity and some time off  

 Because it’s now systemised and income is increased and more stable, this would 

lead to much less stress.  

By getting started with you, they will generate an additional $12,000 by month two and 

further increase an additional $7,000 each month after that. Plus, they enjoy more time 

off and less stress.   
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They now have a point of reference to compare investment v’s return and what that 

return will mean to them.  Click here to watch the video that shows you step-by-step 

how to bring this all together with the Blueprint. 

3 LEVELS OF PERSUASION 

There are 3 levels of persuasion and this system uses the highest level within the final 

sales process.   

YOU are persuading them: This is the typical sales process where the salesperson is 

doing their pitch and presentation and doing their best to persuade them to buy. This 

generally results in lower sales and increased buyer remorse.  

OTHERS persuading them: When they are receiving information from a friend 

colleague or a trusted advisor ‘persuading’ them that they should take action, the 

responsibility is deflected from you the seller to the trusted advisor and they view your 

program or products with third party endorsements.   

SELF persuasion: This is the highest form of persuasion and when you have them 

come to you ‘cultivated’ and ‘informed’ and you take the journey through the blueprint 

‘collaborating’ and seeding them to agree to the solutions that you have co-created, then 

they are persuading themselves that this is the solution that ‘makes sense.’   

 THINK PENDULUM  

Before you go any further watch the Pendulum video one more time. It is crucial to 

your success.   

When you are taking the prospect through the Blueprint, remember the pendulum, no 

matter where you are in your conversation or presentation remember the pendulum.  

What are they feeling and what do I want them to feel right now?  

DO A QUICK LANGUAGE CHECK REGULARLY   

Are you getting carried away with speaking your PROCESS? Process and needs are at 

the bottom of the pendulum and the bottom of the pay rate. Swing the pendulum through 

wants to their real WHY and you will serve them better and create a better Pay Day.   

https://stevebrossman.com/tacas
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COLLABORATE NOT CONVINCE ON THE PIT STOPS 

Previously I spoke about a crucial key to easily selling your program or services, is to 

create areas for Value Pit-Stops.    

You should have a number of pre-choreographed Pit Stops where you:  

 Use it only when they have clearly identified it as a need (want and why) in your 

pre-chat.  

 Know what series of questions to ask to swing the pendulum and emotion in both 

directions.   

 Know how to lead them to give you some specific values:   

1. Financial e.g. saving $5,000 per month, 3 new clients @ $2,000 per month   

2. Emotional e.g. Less stress, an extra 6 hours of time saving   

Some of them could be:  

Financial Bank Emotional Bank 

Specific additional income 

More Clients 

Additional clients 

Staff productivity 

Increased efficiencies 

Cost reduction 

Positioning to Elevate Fees 

Shorten Sales Cycle 

Time off 

Less stress 

Time with Family 

Build business to where it belongs 

Certainty of income 

 Collaboration Reduces Objections  

As you are going through the blueprint, collaboration is very important. This makes 

them feel as if they have contributed significantly to the solution. Through careful 
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questioning they have given you the information that forms the basis for the potential 

results that you have co-created and have been agreed to by them.  

This process almost totally reduces any risk of them saying, “No, I disagree,” “I don’t 

understand” or even “I don’t trust those numbers.”  

 THE “LOW PRESSURE CLOSE”  

When you have the flow correctly the final part of the sales process goes like this.  

They have come to you knowledgeable that you are a leader and authority in your 

market, they are cultivated and now is the right time for them. 

You have understood their needs, wants and WHY.  

Together you have created solutions using the Blueprint AND they have become 

emotionally involved in the journey.  

You have added up the value pit stops and presented significant quantifiable value well 

in excess of your fees.   

A simple leading question like, “Can you see this system delivering these results?”  is 

just a reminder THEY have been key in producing the numbers. A YES is the general 

answer.   

Then you simply follow up with my favourite sales line of all time.   

“Would it make sense that we implement this sooner rather than later?”  

There are of course other parts to it however, it is as simple as that.   

When you implement the FULL Authority Client Attraction System, the selling actually 

becomes easy because as Jack Gibson says, “Winning starts on Monday.” 

There are many moving parts to The Authority Client Attraction System and when you 

have then all working together you have a seamless transition from unknown prospect 

to loyal client.   

While it has been traditionally very successful for ‘knowledge professionals’ have 

personally been using it with small, medium and larger businesses.   
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In the next chapter, I will take you through how businesses can specifically use it to 

generate more high-level clients. 

SELLING THE INVISIBLE  

The Authority Client Attraction System is specifically designed to make selling the 

invisible easier.  

Most of those who I call ‘knowledge professionals’ or similar businesses who sell 

knowledge skills or expertise, struggle to sell their services as they are invisible or often 

called intangible because they can’t actually see physical results.  

Generally during the sales process, they resort to having to say in a variety of ways 

“trust me I’m good buy me”. 

The Authority Client Attraction System has several advantages for those selling the 

invisible.  

 By the time the prospect is in front of you they are already well informed that you 

are an authority and leader and that your products and services are a predetermined 

solution.  

 By creating the Blueprint as we teach and presenting it to your prospect you are 

showing a visible solution which is easy for prospects to say “yes I want that’.  

 In the sales process, you collaborate with the prospect throughout the blueprint and 

provide quality ‘value pit stops’ which you turn the ‘intangible’ into bankable and 

very tangible results.  

 When the prospect sees a well laid out system, complete with notes on it indicating 

financial and emotional benefits that you have collaborated and agreed on, it is hard 

for them to say no.  

Later in this book you will see case studies and examples of professionals and 

businesses who have revolutionised their sales results by using the Blueprint sales 

process alone.   

 

 



 

THE AUTHORITY CLIENT ATTRACTION SYSTEM | 51 | COPYRIGHT 2017 STEVEBROSSMAN.COM 
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