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Don’t Skip It. 
Read This First.

			My friend, client, and Book The Business coauthor, Adam Witty, founder of the Advantage Media Group empire, asked me to write an utterly candid book about speaking-to-sell.  As you may know, Advantage (advantagefamily.com) represents over a thousand top authorities, experts, and thought leaders in business, finance, medicine, and law around the globe. Many of them want to speak-to-sell, and Adam knew I could lend considerable expertise to the topic. I cautioned him: be careful what you wish for! This is the result. 

			In this book, I am going to lay out exactly what is required to stand up in front of an audience of twenty, two hundred, two thousand, or twenty thousand and deliver a purpose-driven presentation that elicits the response you want—whether that is the immediate stampede to the back of the room to buy information products or register for a program; hurry to book appointments to meet with you; make donations to your church’s building fund or charity’s new initiative; or more “gently” embrace ideas, information, or advice you advocate. Whether you want to open and change minds or open wallets and extract money, this book tells you the unvarnished truth about how to do it.

			Before you listen to anybody about anything, you should verify that they know what the devil they’re talking about—based on personal, successful experience. 

			Why Listen To ME, About THIS?

			Okay, the “America’s Greatest Platform Salesman” tag on the book cover may be an overstatement. So shoot me.

			The late, great Zig Ziglar said that I might be the best he’s ever seen, and that’s something, considering Zig pioneered the art and science of speaking-to-sell, sending stampedes to his back-of-room and floor-of-stadium product tables for five decades. Zig and I were on the number-one public seminar/event tour together for nine consecutive years. He saw me work. He saw my results. We compared results. He was not idly flattering me with his gracious comment.

			I have personally sold well over $150 million in audio programs, courses, seminars, coaching programs, and assorted goods and services by standing on stage and speaking to thousands or tens of thousands, by standing at the front of small rooms speaking to dozens or hundreds, and even by standing in living rooms and speaking to a few, and by doing much the same thing via live webcasts and recorded webinars and speeches and presentations recorded on CDs and DVDs sent through the mail. I’ve sold from the stage to chiropractors, dentists, lawyers, restaurant owners, financial services professionals, carpet cleaners, funeral directors, golf course superintendents, Honda dealership service managers, members of the National Guild of Hypnotists, and even my own peers—authors, speakers, and publishers. For nine years, Zig and I were the only two speakers appearing on every one of the twenty-five to twenty-seven SUCCESS events a year, held mostly in sports arenas and convention centers, with audiences of 10,000 to 35,000, where I sold over a million dollars of my products each year. I know a magic trick: how to pick pockets from a distance, en masse. (Note: if that description disturbs you, you are going to have a rough time with this book, but it confirms that you really need it.)

			Maybe more importantly, I’ve turned countless people into powerful presenters and platform sales pros who never before spoke or who were speaking but failing miserably at selling from the stage. I’ve fixed ‘em and created ‘em from scratch. And I’ve devised group sales presentations for everything from Mace pepper spray to $50,000 franchises to MUA (Manipulation Under Anesthesia) chiropractic procedures to investment services. I’ve launched and built and helped clients launch and build multi-million-dollar businesses with group presentations delivered in seminars or via tele-seminars, webinars, and DVDs sent through the mail. I’ve been at this since 1975.

			It is vital to understand that there is a Grand Canyon-sized difference between “speaking” and “speaking-to-sell.” They have commonalities in the way that zebras and horses, football and soccer, steak and canned dog food, and water and Scotch have commonalities. Some ingredients or elements are the same or nearly the same. There are genealogical and genetic commonalities. Yet they are as different as can be, and the devil is in the differences. So, this book is not about speaking per se or its closest cousins: teaching, lecturing, entertaining, or motivating. It is not about being popular or beloved, it is not about applause and standing ovations, and it is not about peer approval or awards. It is about getting results and getting money. My applause is money. So, yes, personally, I have been a “professional speaker” since 1975, and I have spoken for association, corporate, information marketers’, and seminar promoters’ audiences in every kind of venue, by myself for days or alongside an incredibly diverse array of other professional speakers, thought leaders, celebrities, and political leaders. But unlike many professional speakers, I have never gone just for a fee and applause; I have always gone to get money from my audiences (as well as the client) at that moment and/or to round up customers to get money from and keep getting money from in the future. In doing so, I built a business worth more than $30 million, built a platform that birthed other businesses and companies—one worth over $200 million—and created ongoing income streams de-linked from speaking, although that is not the subject of this book. But I want you to understand that one of the ways I view and have used speaking-to-sell is as customer and client acquisition media and opportunity rather than as an isolated act or a “gig” or “job.” 

			There is a science to all this. Some people take to it like ducks to water or woodchucks to wood-chucking or Kardashians to self-promotion. Others, frankly, find it difficult to get good enough at it for their purposes. But anybody can do it because there is a science to it. However, the mechanics are not enough. Even if you know them, fully understand them, and accept them conceptually, if your own mind-set, emotional makeup, personal vulnerability to criticism, or other internal “issues” are not made compatible with all the mechanics needed to be successful, success will not come. How you decide to think and feel about what I lay out for you here will have far more impact on your success than what you know and understand about speaking-to-sell from this book. It is a stomach-churning cliché to say that “attitude governs altitude,” but in this case it is absolutely true—not (just) an optimistic and confident attitude, though, but a relatively unusual, clear, somewhat ruthless attitude about results and about why you are there and a refusal to sacrifice or even compromise that result for any other agenda. 

			One-to-Many Instead of One-to-One

			Everybody should use this, one way or another, for the simple reason of speed. Selling one-to-one is inefficient. Selling—or at least sifting and sorting great prospects worth meeting with one-to-one from poor prospects best tossed back in the lake—one-to-many is very efficient. In the same hour that it takes to tell your story to one prospect across desk or kitchen table, you can tell it to ten, a hundred, or a thousand. An hour divided by ten equals an investment of just six minutes per prospect. An hour divided by a hundred equals an investment of just six seconds per prospect. 

			You don’t get this kind of marketing or sales efficiency for free. It has its price.

			Most such efficiency can be bought with your checkbook. As I write this, you can buy a good month’s run of direct-response radio commercials on Rush Limbaugh for about $250,000 to $500,000. You’ll be heard by an avid, responsive audience of ten million or more, on over 850 radio stations in nearly that many local markets. If you divide $250,000 by 850, you are investing only $294 in each market, which would get you nearly nothing if offered to any one of those stations directly. You are getting great sales efficiency and rented, transferred authority and influence for these dollars.

			Using speaking, you rarely (also) open up your checkbook. Often you get paid. But the sales efficiency of speaking to audiences still carries price tags. Two of them. One is learning, practicing, getting good at, and adhering to the practical mechanics, presentation architecture, and presentation skills that are required. That surprises few. It’s likely why you procured this book. But the second price tag—not second in importance—is reengineering your attitude, view of self, view of business, view of world around you, and thoughts and emotions (to whatever extent necessary) in order to be effective. 

			A Rich Tradition

			Selling one-to-many dates, here in America, to the turn of the last century, with traveling “medicine men,” as seen in several classic musicals or represented by the iconic and infamous Dr. John Brinkley, subject of the book I coauthored with Chip Kessler, Making Them Believe, which I would encourage you to get and read.

			It is also rooted in party plan selling, which took America by storm during the post–World War II boom and rise of suburbia. This, of course, lives on today, with great companies like Tupperware conducting in-home parties every night in over twenty countries around the globe. Harley-Davidson uses “garage parties” to sell motorcycles to women. When Botox first came on the scene, many doctors did Botox® home parties hosted by patients in their living rooms. I once owned an interest in a thriving company that took the home party (tweaked to “crime safety class”) into company, hospital, real estate office, etc. break rooms, there to sell chemical deterrents on key chains and other personal defense products, averaging $300 to $500 in sales per small class, enabling “instructors” working part time to earn upward of $1,000 a week, $50,000 a year. I’ve helped implant dentists, cosmetic dentists, cosmetic surgeons, financial advisors, banks, and even restaurants create in-office or in-store “parties” or classes to sell. In my book, No BS Guide to Maximum Referrals, one of the guest expert chapters is from Susie Nelson, one of the leading experts and business coaches in the party-plan industry, making the case for every business utilizing party-plan selling. 

			The multilevel-marketing industry, rising rapidly at the same time—its greatest boom in the United States was from 1950 to 1980, and early on featured companies like Nutri-Bio, Nutrilite, and Shaklee, then Amway, Bestline, and its cousins, the ultimately outlawed pyramid selling giants like Holiday Magic, Koscot, and Dare to Be Great—shared the in-home “opportunity meeting” roots, but most moved to larger hotel meetings in time. This American invention spread throughout the globe. It also birthed a lot of well-known professional speakers, including Zig, Jim Rohn, and me, to name three. The “opportunity meeting”—in living rooms with ten, hotel ballrooms with a hundred or a thousand, or transferred to TV broadcast (as Herbalife did), infomercial, DVD, or webcast—is a dynamic, well-proven model for speaking-to-sell.

			The “free preview seminar” became the predominate means of selling “how to get rich in real estate” (thanks to Al Lowry Jr.) in the 1960s through the 1980s—and continues to this day, with traveling “preview speakers” working rooms filled by the old standby of big newspaper ads as well as radio spots, TV infomercials, direct mail, and online marketing. Today, some of these touring sales teams are linked to reality TV stars. Over the years, this modus operandi has been borrowed and profitably used to sell many things: other kinds of business opportunities and franchises, financial planning and wealth management services, health products like juicers and home therapy pools, security systems, and on and on. More B2B, I created a company that, in its prime four years (1983 to 1987), put over 18,000 chiropractic physicians, dentists, podiatrists, and veterinarians into three-hour evening preview seminars, directly selling over $8 million in educational programs, plus “back-end,” additional training, advertising media, and other services. That exact model for filling such seminars and selling educational resources to private-practice professionals, other business owners, and sales professionals is used by several of my clients right now or has recently been used to launch or expand an existing enterprise, and in 2014, in total, created over $50 million directly for my clients and fueled ten times that much to boot. Turned into an “executive briefing” and held during the day instead of in evenings, it sells software, other business equipment, agency services, and consulting. 

			I say that selling one-to-many has a rich tradition not just because it has deep roots and is as American as apple pie and Roy Rogers but also because its worth as a marketing methodology is incalculable, as it has created so much wealth for so many people and companies. More importantly, that tradition, those roots, and all the experience it represents has provided very reliable, formulaic models for success. 

			The speaker selling pamphlets, books, and courses from the stage dates back, at least, to Mark Twain and P.T. Barnum, authors like Napoleon Hill, and the pioneers of “professional platform selling” like J. Douglas Edwards, Zig Ziglar, Cavett Robert (founder of the National Speakers Association), and many others. These men were—for a time or for their entire lives—essentially traveling salesmen, akin to door-to-door encyclopedia salesmen but knocking on five hundred doors and selling to five hundred prospects per hour instead of one. 

			From Basic to Most Sophisticated

			Selling one-to-many has fueled and continues to fuel the direct-selling industry, the multi-level/network-marketing industry, the “get rich” training industry, information marketing in many niches, and many local businesses with owners smart enough to use it—from dental practices to gardening centers to financial advisors—at a basic level. However, the same methodology is relied on in much more sophisticated environments. IPOs are assembled in Wall Street skyscrapers by highly skilled pitchmen making group presentations to potential underwriters and investment firms. Ad agencies secure accounts with boardroom pitch presentations. Committees are audiences. If you watch the ABC show Shark Tank, you can see how being good or clumsy or awful at making a pitch to a committee plays out. 

			It’s hard to imagine a person or a business that can’t benefit from its spokesperson knowing how to sell one-to-many and from devising or securing opportunities to do so. 

			This Book Is….

			A condensation of my forty years of speaking for my supper, eating what I killed in an audience that day, and rounding up herds providing future meals. I no longer rely on this for my daily meals, but I still do it on occasion because of its unrivaled combination of efficiency and effectiveness. I still, often, guide clients into utilizing one-to-many selling, via different means. This book is unsweetened; it tells, to the best of my knowledge, how to do it and how to screw it up, why some excel and others flop, and what is required of the speaker who sells. It is all about the Benjamins, and I won’t keep qualifying that—for the record, I presume you are selling something legitimately beneficial that you believe in, therefore no squeamishness or apology for doing so as persuasively as possible is warranted. And, for the record, if you can’t come to this with a conviction that no apology is warranted for the selling part, you are doomed.

			If you can speak-to-sell, you need never go hungry—unless lost in an entirely unpopulated forest or jungle (which, as a bonus piece of advice, I suggest avoiding). If you can devise one-to-many selling opportunities, you can grow your business faster and more efficiently than your competitors and target and connect with ideal prospects and clients no one else will reach. People often ask me: if you had to start over tomorrow, knowing what you know now but pretty much devoid of resources, how would you get going? This book is my answer.
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			“My friend Dan Kennedy is unique, a genius in many ways. I have always admired his ability to see the vital truths in any business and to state these realities with straight language and clear definitions. His approach is direct. His ideas are controversial. His ability to get results for his clients is unchallenged.”

			BRIAN TRACY

			America’s foremost personal development speaker

			 “By Dan Kennedy’s direct guidance, I went from being a popular and busy speaker with a modest income and virtually no ability to sell from the platform to earning over $1 million in the next two years from platform sales—a transformation.”

			FOSTER HIBBARD

			For twenty years, one of the most revered and popular speakers to the chiropractic profession. A former personal associate of Napoleon Hill. 

			“It is thanks to Dan that I totally understand the difference between speaking and speaking-to-sell and to move people to action. I have used that knowledge to sell millions of dollars of resources and coaching programs from the stage.”

			LEE MILTEER

			Author, Reclaim the Magic
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Chapter 1
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The Best Way to Make a Lot of Money in an Hour, without a Gun

			Robbing banks has its pluses and minuses. I know a somewhat famous entrepreneur who once successfully robbed six banks in one day via the principle of delegation and got away with it . . . the first time. But he wound up with tattoos and a habit of sitting with his back against the wall. It didn’t work out well the second time.

			Speaking-to-sell has its pluses and minuses, too. It is possible to pick the wrong thing to sell and do it well and also wind up with tattoos and a habit of sitting with your back against the wall. I know a couple guys in that fraternity. But for most businesspeople, it can be the best way to make a lot of money in an hour, without a gun and without any significant risk of incarceration or death. This is why you have to very seriously scheme to put one-to-many selling, by personal speaking as well as by other means, to work for yourself or your business. Frankly, not doing so is foolish.

			Ron Popeil, an inventor, did what few inventors are ever willing to do: go out and sell his products personally, by standing up on folding chairs, soapboxes, and stages, to perfect the pitches transferred into one-to-many selling by media. This is the road to riches traveled by Ron as well as Jay Kordich (a.k.a. The Juiceman, aided by my friend Rick Cesari, author of the book Buy Now) and many other millionaires and multi-millionaires. My own Magnetic Marketing System’s® sales letters used by my companies, Nightingale-Conant, and others to sell thousands and thousands of courses at $278 to $499 came from transcriptions of the several versions of the speech that sold even more, perfected in small rooms and from large stages. Inventors love telling potential investors about their product, but it’s infinitely more persuasive to prove that you have a perfected pitch that sells like crazy. Speaking is the best way to work out a pitch transferable to other media and leverageable to a fortune.

			A giant company like Amway, begun by two guys in a rented, out-of-business gas station—two guys who became billionaires, one the owner of the Orlando Magic NBA team—was built on the strength of a single speech, the Opportunity Presentation, fondly thought of by insiders as “the drawing of the circles.” That little speech, concocted and perfected by Rich and Jay, has been delivered in millions of living rooms over about sixty years, taken shy and frightened and poor people and made them high-income businesspeople, and fueled a global multibillion-dollar empire. Mr. Gamble of Proctor & Gamble famously said, “Any fool can make soap. It takes a genius to sell it.” I wonder what he would think of the little Amway opportunity talk heard daily and nightly ‘round the world that has sold more soap than any ad campaign ever conceived by other manufacturers. Because of the unique nature of multilevel marketing, that little speech, given to four couples in an apartment’s living room, can wind up making the person delivering it a million dollars. By the way, I can still draw the circles and deliver this speech, even though the last time I did it was in 1974. Hand me the chalk and look out. And you might be surprised to know how many top business leaders who use one-to-many, structured sales presentations in other businesses once held that chalk and drew those circles, and learned much that they do today from the experience. Bill Guthy, cocreator of the multibillion-dollar infomercial-driven company Guthy-Renker Corporation comes to mind.

			My client Dr. Chris Tomshack perfected his own “Discovery Day”—a daylong speech that sells—and took a fledgling company from 4 to 360+ franchised clinics at a speed unheard of in franchising, in less than thirty-six months. My friend Matt Zagula is able to earn a seven-figure income as a financial advisor in a small, blue-collar West Virginia town because he can stand up in front of groups and convince them to hand over their life savings to his management. (He and I coauthored the book No BS Guide to Trust-Based Marketing: Creating Trust in an Understandably Un-Trusting World.) My occasional client Lisa Miller gets major hospitals under contract to her firm, for cost reduction and containment consulting, with her compensation based on percentage of uncovered savings—such contracts often worth hundreds of thousands of dollars each—because she has a structured sales speech that she can convincingly deliver to small groups of hospital executives. All possible because of “The Pitch” and the ability to deliver it by speaking.

			At the local level, I’ve worked with very diverse speak-to-sell situations. The restaurant owner who put over two hundred customers into a monthly auto-charge membership, locking in over $30,000 of certain monthly income by speaking to groups, and by speaking-to-sell that membership to customers invited to dinner meetings. The dentist who books over 50% of his office’s business for the month with one evening seminar about implant dentistry held the first Thursday of each month, by speaking-to-sell. The travel agent prospering in a dying industry, by speaking-to-sell luxury cruises. This varied list is long. 

			Speaking-to-sell sharpens you. It makes you better at communicating by every other means. It compels perfecting a persuasive sales story. It teaches you to structure and organize presentations. It builds skills, confidence, and power. It can also liberate you from selling to one person at a time, thereby being an income multiplier of great impact. It may allow you to duplicate yourself: if you have a winning presentation and learn to deliver it effectively, you can teach others to deliver it. But regardless of what, if any, long-term use you make of speaking-to-sell, the doing of it will sharpen you and your effectiveness at just about everything else you do. It may be the best “success education” there is.

			By the way, there’s a businessman who I’ve done a lot of business with over the years, who thinks I don’t know he looks down on me, feels superior to me, and behind my back indicates as much because he went to college and I didn’t. His college education had him stuck in a profitable business he disliked more with each passing year, getting up every morning and dutifully reporting to work as a worker. It’s my education that first revolutionized that business of his and then liberated him from it, took him from local to global, led him to prominence and effectiveness as a speaker and a speaker who sells, as well as an author who hit the bestseller lists, and ultimately placed an enormous amount of wealth in his bank account and freedom in his hands. My education didn’t come from professors on pleasant campuses. My education came from the street, selling to eat, learning the power and process and skill of speaking-to-sell in apartment living rooms and tiny Holiday Inn meeting rooms. 

			I mean no disrespect to college education, nor to anyone’s pride from having matriculated. I expect my grandkids to go to college and am happy to contribute—although if it were entirely up to me, they’d only get assistance after taking a one-year break between high school and college to work in nose-to-nose, toes-to-toes direct selling, speak-to-sell, or both, entirely separated from the Internet and saving those earnings to invest in their own educations. My friend Nido Qubein—who taught himself how to speak-to-sell as an immigrant here, starting with a bare grasp of the English language and going on to become a top professional speaker, consultant, investor, corporate board member, and university president—graciously named me to the advisory board of the School of Communications at High Point University. Another good friend and great professional speaker, Dr. Herb True, taught at Notre Dame. I have no beef with you if you went to college or if you think doing so is important. I’d happily retire to a teaching post at a nice college with bucolic campus and mushy young minds to mold. But no college education can match street-selling education. And, very specifically, mastery of speaking-to-sell, which can only be accomplished by actually speaking-to-sell, can be a powerful springboard to many things, including wealth.

			I do not know about me. Would I have wound up rich, relatively young, with great liberty, autonomy, and prominence, had I gone to college instead of going to work selling? I can’t even hazard a guess. But I do know for fact just how valuable my education, featuring speaking-to-sell nearly from its start—begun with chalk, drawing circles—has proved to be. I can put a definitive price on it. And I can therefore highly recommend it.

			If you are not yet speaking-to-sell, find opportunity to do it, work at getting good at it, and watch everything that happens because you do. If you are already speaking-to-sell, dedicate yourself to mastery and more and better use of it, and watch everything that happens because you do.

			
[image: ]
Chapter 2

			[image: ]

			
The Man or Woman Who Can Speak-to-Sell Need Never Go Hungry

			
There are a lot of ways to make money—and make an opportunity for yourself—if you can speak-to-sell.

			There is a pastor/televangelist I won’t name, who has on several occasions proved entirely incapable of holding either a local mega-church or a TV ministry of his own together. He is a terrible businessperson, and he tends to get in trouble having sexual relations with parishioners and parishioners’ wives and daughters and has been known to have a little gambling problem. But he can sell and guilt and shame and create hope from the pulpit like nobody’s business. So he makes a seven-figure yearly income as an itinerant preacher brought in when a mega-church is running a major fundraising campaign for new buildings or TV studio or orphanage or whatever, to speak to raise that money. He is paid a percentage of the take. He is not alone in this, by the way; there are other itinerant pastors who go from church to church as guest speakers, who are paid via sharing in ticket receipts for special events, selling their own seminar after their sermon, camping out for a week doing counseling sessions sold by sermon, and/or sharing in funds raised for a specific purpose. This guy happens to be the number-one dog in this hunt, but there are quite a few other ones eating well via this work.

			In the “get-rich industry”—with old reliables like real estate or the newest fad-opportunity of the moment, like web sites on Internet malls or making money on eBay or Facebook—“preview speakers,” who camp in each town for a week and do the free afternoon and evening seminars in order to get people into paid weekend seminars, where they are then sold pricey packages, routinely make $250,000 to $2.5 million annually. Since I have moved this system into niche markets, there are many niche info-marketers who employ one or two such “road show speakers,” with fewer dates, less work, and smaller audiences but still healthy six-figure incomes. And there are many other info-marketers who could be selling and acquiring new customers this way who don’t. If you can speak-to-sell, you could find such a “partner” this week and be making at least $2,000 a week by the fourth week. Right now.

			There is no shortage of businesses with things that can be sold via seminars, that aren’t using this sales method, and have sufficient transaction size and margin or customer value to pay a speaker hundreds to a thousand dollars or more per sale, or at least thousands per speech, so anybody who (a) can speak-to-sell and (b) knows how to market to fill seats can always get exclusive rights from such a business to run a sell-by-seminar operation for it, and bingo, that speaker has a business. He could contract with two or three noncompetitive entities and do seminars selling on behalf of them all during the same week in the same city. This can apply to consumer products—I’ve seen high-priced water purifiers, in-home spas, laser therapy devices, even kitchen-countertop juicers sold via public seminars. It can apply to professional services—a group of high-income financial advisors I work with all sell via seminar, and many others in their profession could but lack the speaking ability and confidence to get up there and sell, and a stand-in could do that for them. I and a chiropractor client of mine did the first public seminars selling chiropractic manipulation-under-anesthesia, and I once owned one-third of a very successful sales operation, selling Mace keychain chemical deterrents, with speakers doing “crime safety seminars” at companies’ lunchrooms, real estate offices, etc.—in that business, our top saleswoman made $50,000 part time in one year, in the 1980s. 

			Then there is in-home speaking-to-sell. There are quite a few Tupperware agents who earn six-figure incomes doing in-home parties. But lots of things can be and are sold this way, including cosmetic surgery, financial services, cruise vacations, Las Vegas vacations, home improvements, college planning services, home and personal safety products, personal psychic readings, and countless other goods and services. My earliest business experience included Amway, and I crafted and delivered my own home party and taught other distributors to do the same. I still recall an evening, at age sixteen, when I made over $1,000 at one home party. If you did that twice a week today, you’d clear six figures for the year; if you sponsored a few people and ran them as a professional party-plan crew, you could top $250,000 a year. That and a fat hog will get you through the winter.

			The Internet and its webinars and media like YouTube have reduced the number of speakers who sell roaming the countryside, as well as the number of these kinds of road-show, preview-seminar sales operations—but for no good reason. The approach still works just fine, and I have several clients currently making great sums of money with the exact same model I used in 1983, right down to the same hotels in many of the cities. Back then, I created this opportunity for a speaker and paid him over $300,000 a year for the next several years. If I had a speaker who could sell, we could replicate it today.

			Way back when, I built my first “herd” by speaking-to-sell. I spoke at every sales meeting occurring in the Phoenix area for free, to sell tickets to my own weekend training seminar, held every six weeks. I filled my own preview evenings, conducted every Tuesday and Thursday nights, where I sold people into the same weekend training seminar. At that seminar, I sold people into what today we would call a coaching group. In 1977–1978, I ground out over $100,000 a year net. It wasn’t elegant. It was a lot of work. But it worked. And, with minor tweaks, anybody could do it today and do fine.

			To get a fast foothold as an expert advisor in just about any industry niche, someone adept at speaking-to-sell need only create and aggressively promote a free seminar the day or just the evening before that industry’s trade association’s annual convention, in the same city, so that everybody coming to that convention need only arrive a little early to attend the free seminar. I did this one year in front of the National Speakers Association Convention, when I was marketing my services to speakers. I showed Bill Glazer how to do it when he was a niche info-marketer to the menswear industry, with an event the evening before its big trade show. 

			One way or another, the person who can speak-to-sell and who will work for food need never go hungry. 

			This is important, somewhat beyond the scope of this book, because the only real security is your personal ability to produce. Everything else can be rendered valueless, and just about everything else is at one time or another. A highly developed, relatively rare skill for which there is use and demand at any time under any circumstances is a very useful thing to develop and possess. I have two, but even having one is better than 99% of people. Right now, as I write this, America has the worst workforce participation since the Great Depression, despite the fact that there are five million empty jobs. A lot of people are unemployed or underemployed or unable to create good opportunity for themselves because they have failed to develop a high-value skill for which there is use and demand at any time under any circumstances. Not because they couldn’t, but because they didn’t. You can avoid their mistake and the peril of it, starting today. Speaking-to-sell fits the bill, but if not it, identify some other high-value skill to master. 
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Chapter 3
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Who Can, Should, And Does Speak-to-Sell?

			Professional speakers should never let themselves be work-for-hire, fee-paid laborers earning only a day’s pay, but failing to create equity via creation of customers who can be retained and developed and who provide reoccurring income directly from subscriptions, products, courses, coaching, etc. The comprehensive explanation of this is in a program specifically for professional or aspiring professional speakers: Big Mouth, Big Money, available at GKIC.com/store.

			But virtually any local or national business owner or entrepreneur or professional in private practice can speak to groups and/or use other one-to-many presentation opportunities to promote their businesses. Financial advisors, CPAs, attorneys, chiropractors, cosmetic surgeons, dentists, and other health-care professionals commonly use speaking for promotion purposes but especially clever restaurant owners and chefs, flower shop or gardening center operators, retailers of any sort, home-service business owners, martial arts school owners, to name just a few, also use public speaking as well as public seminars and workshops and in-office/in-store classes and events for marketing purposes. 
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