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PREFACE


What If Everything You Were Taught and Believed About Successfully Connecting with Clients WAS WRONG?

Dan Kennedy

 



 




Matt Zagula and I are about to change your life.

That′s a heady, quickly thought of as an arrogant statement; as hyperbolic over-promise.

But virtually every other approach to advertising, marketing, and selling advanced in thousands of books, seminars, courses, coaching, and systems operate within one frame: making your advertising, marketing, or selling more effective by doing the same things everybody does incrementally better. The sales pro is offered more powerful closing techniques, but he is still asked to close the sale for his product or service at the end of a very familiar series of progressive steps. The business owner is given better price-and-offer strategies to imbed in his marketing, or more clever copy for his advertising, but he is still engaged in marketing and selling his products and services via the same old architecture, such as Attention, Interest, Desire, Action. All this is fine, but it is NOT life altering by any stretch of the imagination.

But what if everything you had been taught, thought, and believed about successfully relating to customers, clients, or patients was wrong—at least for these times? At bare minimum,  what if traditional approaches, however well executed, actually acted to make your life more stressful and difficult than need be?

What if attempting to sell products or services was entirely the wrong thing to be doing?

This is our groundbreaking premise: These times mandate selling something other than products and services. You should effectively get out of the business you are in altogether.


What the !?!@#!?—you say—I bought a book only to discover its nutty authors are telling me to exit my business?


Almost. We want you to stop selling products and services. Instead, get into the business of selling Trust.

One of the greatest demonstrations of this radical change is historical, not contemporary. It occurred years back, when the Chrysler Corporation was dragged back from the brink of bankrupt extinction by its then CEO, Lee Iacocca. He became a reluctant TV commercial star with somewhat surprising influence. Chrysler was in the news and the public mind as a wounded entity suffering a slow death, and a manufacturer of flawed products, not to be trusted to deliver a good car or to stay in business long enough to service it. Its products were entirely unpersuasive. But Iacocca was a plainspoken, personable, believable father figure. And he did the most amazing thing for ″a car guy″ at the helm of a car company. He guided and starred in TV ads that did NOT sell cars.

Let that sink in.

Instead, he stepped forward and sold his personal guarantee backing a then dramatically generous warranty, and outright dared consumers to set aside what they heard and thought, and on his word, actually compare cars, saying, ″IF you can find a better car, buy it.″ I tell you, as a lifelong ad man, my jaw dropped then, and I still consider it one of the most astounding moments in advertising. In a set of circumstances entirely adverse to trust, Iacocca sold exactly that.

I had an opportunity to meet and do a little work with Lee Iacocca over two days. At first glance, he was not a guy you′d see as an obvious choice for commercial spokesperson. But what was evident to the public was, while not likely to be chosen by Hollywood casting directors, he was authentic. In the time spent with me, it became apparent that the guy I′d watched in those TV commercials was pretty much the same guy I was sitting with in his living room. In person, a bit coarser in speech, of course, more casual in appearance, but still something of the crusty but trustworthy, grandfatherly authority figure. If he told you it would rain tomorrow, you got your umbrella.

Lesser men with smaller minds—and testicles—would resort to selling at the cheapest price, giant discounts, and zero-interest financing; to trying to entice people into test drives with lures of free cases of Coca-Cola and free Hawaiian vacations. Dumber marketers would go down with the ship, making the futile argument about the features and benefits of the cars; showing the shiny products, perhaps with glamorous people getting in and out of them. Price and product, product and price.

Somehow Iacocca rejected all that and, instead of selling product or price, sold his promise; sold trust.

I asked him about it. He claimed no genius. He would have preferred not starring in his own commercials. He′s a car guy at heart, too, so he said his natural inclination would always be to sell cars. But the situation and time called for differentiation by selling something else entirely.

As we write this, virtually every advertiser, marketer, and seller labors in an understandably un-trusting world, in circumstances entirely adverse to trust. The public has very, very, very scorched fingers and badly-bruised confidence. The temptation to fight to overcome this with stronger product pitches, cheaper prices, or deeply discounted fees, more amazing offers, better salesmanship—and did I mention, cheaper prices— is enormous. And dangerous. Doing so worsens the fundamental problem of low trust. It can also deprive you of the economic strength needed to effectively market at all. Advice from cowboy philosopher Texas Bix Bender is: When yer in a hole, the first thing ya oughtta do is stop digging. It is our belief that waging this war with souped up but normal weaponry is just continued digging, going deeper into the abyss.

We believe in a new ″instead″—in place of better, harder, stronger, faster, more.

We believe in exiting or at least subordinating the selling of products and services and instead entering the business of marketing and selling Trust.

That is such a radical departure, we say that with this book we are about to change your life.

—Dan Kennedy

 



 



 



PS: Last year, Matt and I combined were paid millions of dollars by business leaders, entrepreneurs, marketers, sales professionals (mostly seven-figure income sales professionals), and investors who trust our acumen and advice. We are not theorists. You can trust our insight and input on this prescribed radical departure, because everything we′ve put between this book′s covers is experience-based, market tested, and results proven. My No B.S. brand stands for that integrity, and has stood for it for more than 25 years, spanning 10 books in this popular series, newsletters, training courses, and advisory materials embraced by more than one million business owners and sales and marketing professionals annually. Brief resumes and a few comments about us follow, as reassurance that you are in good hands with us.


A few comments about Matt Zagula

 



 



″I′ve spent a lot of years in this business . . . now running one of the most productive financial planning practices in Florida . . . no one person has had more impact on my practice, in a very short period of time, than Matt Zagula.″

—BOB G., FLORIDA1


 



″Before Matt, about $4 million in production annually. After Matt, over $12 million, plus additional six-figure fee income I didn′t even know was possible. And all that growth happened in 18 months.″

—ISAAC W., VIRGINIA1


 



″Constant improvement is what I look for in my practice. On recommendations I trusted, I flew to Pittsburgh, then drove into West Virginia to meet with Matt. I kept reminding myself that they had come to see Matt for good reason—he has to be good, but West Virginia isn′t exactly where you′d expect to find a sales, persuasion, and marketing expert. Getting picked up in the white Bentley was a cool surprise, but ultimately, I was blown away by the business tweaks Matt recommended. They produced immediate bottom-line impact, starting with a new million-dollar client the very next week.″

—CHRIS H., NORTH CAROLINA1


A few comments about Dan Kennedy

 



 



″Thanks in large part to your strategies we are successfully selling mattresses priced from $2,400.00 to as much as $20,000.00 (vs. the national average of $600.00), in a store in Pennsylvania with 137 other places to purchase a mattress in our same area. Twenty are within five miles of our store.″

—JEFF GIAGNOCAVO, GARDNERSMATTRESSANDMORE.COM

 



″Because of your strategies, my business is up year to year—by 19% this year alone. Since I began using your methods, up 300%.″

–DR. ERIC DOHNER, M.D., THE SKIN AND VEIN CENTER, NEW YORK

 



 



″We used seven key strategies of yours to go from startup in 2010 and mid six-figures of income to millions in revenue in 2011.″

—RlCHARD STRAUCH AND LAWRENCE PEW, PEW LAW CENTER PLLC, 
WWW.PEWLAWCENTER.COM. PHOENIX, ARIZONA

 



″I′ve been with you for 23 years and I′m still scratching the surface. Just when I think I must have heard it all, I discover more about ′doing business on my terms.′ Then ′selling to the affluent.′ There′s no end to business improvement with you.″

-DR. GREGG NIELSEN, D.C., WATERFORD CHIROPRACTIC

 



″I have used your strategies to triple the size of my family′s insurance agency in 36 months, from $3.4 million to $10.5 million. We are now able to dominate our target markets regardless of the economy or competition.″

—MICHAEL MCLEAN, MCLEAN INSURANCELIVE.COM







CHAPTER 1


Trust-Based Marketing as the Path to Wealth

Dan Kennedy

 



 



 



 



 




You can get laid with lust. But you get married and stay married with trust.

So a lot depends on your objectives. I′ve long believed in business that, rather than get customers to make sales, it is smarter to make sales to get customers. The first provides only income. The second provides income and equity. If all you′re after is a day-to-day income boost for yourself or revenue growth for your company, you′ll find plenty of ammunition and firepower in this book to achieve those limited goals. But, even if you don′t begin in sync with us, I hope as you proceed you expand your thinking about the impact trust-based marketing can have in building wealth. The majority of businesspeople think only about income every day. The exceptionally smart few who get rich from business, think about both, every day.

You may skip over this chapter if you are not interested in getting rich. Chapter 2 begins on page 13.
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GKIC, formerly Glazer-Kennedy Insider′s Circle, is the largest membership society and publishing/training/ coaching organization serving independent business owners, entrepreneurs, professionals, and sales professionals focused on direct marketing. It publishes five business newsletters, numerous online courses and home study courses, conducts major international conferences, has local Chapter-groups meeting in many cities, all centered around the works of Dan Kennedy. For information, see page 273.



In my own business, I′ve very deliberately worked at creating what I call ″lifers″—customers who stay engaged with me for decades, continuing to buy whatever I next bring forward, so that the getting of one in the first place is not just consummation of a transaction, but the start of a permanent relationship. Not just the grabbing of some money, but taking title to an oil well. In order to do this in my particular business—essentially the dispensing-of-advice business—I knew I had to earn and keep trust, and I figured out the three key factors in trust-based equity for me: one, being known as a candid, blunt teller of truth, even if unwelcome by many, and never pandering. Thus, the ″No B.S.″ brand I created. Two, establishing certain principles as constants in my writing, speaking—all my works—that were evident and did not change. And three, never abusing my customers for short-term profit. Given these three things, they can trust me not to endorse anyone or anything or sell them anything I don′t genuinely believe is honest, beneficial, and the best in its category. For me, this has worked out very nicely. What is now the GKIC business, evolved from my personal business, does in fact have large numbers of  members who′ve been with me for 10, 20, 30, even approaching 40 years. Many who′ve spent six figures during their tenure—people attending a GKIC SuperConferenceSM now, who first attended a seminar of mine 20 years ago. And this did translate to equity, as the company has been twice sold, and the two sales combined provided a good share of my wealth. This asset can be built upon and leveraged into ever-growing wealth, or it can be destroyed, depending on the thinking and actions of the people who have stewardship of it.

My favorite company of all is Disney. In its present form, it′s hard to imagine that, as Walt put it, it all started with a mouse. And with Walt. In industries that were entirely transactional—amusement parks, films, toys—Walt built trust-based brand equity and relationship equity. Relationship equity is still a major part of Disney′s business today, driving premium-priced attractions, time-share real estate (Disney Vacation Club), fraternity (D23), and very frequent repeat purchasing. A series of CEOs that have held stewardship of Walt′s legacy have, amazingly, resisted almost all temptations to undermine the trust the company′s fans, customers, the public, and even investors have for Disney.

I′m a serious student of Donald Trump. Look carefully behind the Barnum-ism and you′ll see that he has done something no other real estate developer and magnate has ever done: built a publicly recognized brand that adds price elasticity to every building and real estate project that bears his name, and, most recently, extends to a successful TV franchise and licensing for a wide range of products, from luxury mattresses to steaks to clothing. Real estate buyers trust Trump to provide ″the best.″ Consumers who aren′t about to buy a $3 million penthouse apartment on Park Avenue want to get a small, affordable piece of that, so she buys her husband a Trump necktie at Macy′s, he splurges for their stay at a Trump hotel or resort.

These are people who understand the matters of income vs. equity, and of the role of trust in equity.


Income tends to be spent. Equity accumulates and converts to wealth. So everybody needs to be thinking about equity, early, and it is my contention that the only real equity, certainly the best equity, and the source of all equity, is quality relationship with committed, continuing customers. So I would suggest anybody in any business engage in the same thought process I did and ask himself: What are the few, key factors for you, that will make you such a trusted and relied on presence in your customers′ lives that they stay with you—and spend with you—for life?




″But MY Business Is Different...″ 

Do NOT reject the question out of hand, because you think your business does not easily, naturally, automatically lend itself to such a relationship. It may seem obvious now that my business lent itself to this, but no one among my peers thought this way. In fact, many in my field joked about making sales and getting out of town before the posse formed. They were all hit-and-runners. Most still are. Today, they′re doing it on the internet, sharing massive email lists, driving to one promotion after another, divvying the money like pirates after a raid on defenseless yachts or freighters, rather than as traveling salesmen and speakers out on the hustings. But the effect is the same: income, no equity. So don′t reject the question out of hand. If you own hardware stores or other retail stores or restaurants, why can′t you become a trusted and significant part of your customers′ lives? To many, Martha Stewart has made herself just that, and she dispenses much the same sort of ideas, information, and inspiration it would be appropriate for a hardware store owner to dispense. If you are a physician, chiropractor, a dentist, look at Dr. Oz. Whatever your business, there is a way to be found and figured  out, to elevate your status and cement your importance to your clientele.


What Is Long-Term Marriage About? 

It′s about always being there, that you will have the other person′s back. That they know you care about them. That you find ways to stay interesting and relevant over years of familiarity. Most business owners and sales professionals don′t really think about long-term marriage with customers. They either take it for granted or give it no importance. They are focused on income, not equity. They don′t think in terms of: what will this relationship have to be like, for this customer to stay married to me for life? It′s actually not all that difficult to figure it out in any given business. It′s more that nobody tries.

I routinely buy things from stores or service providers, visit restaurants, etc., where not even a feeble attempt at creating ongoing, lifetime relationship is made. Some of this is sloth and stupidity: We did well—he′ll be back. In many of these cases, relationship equal to equity could be very deliberately created. Yet no attempt is made.




Trust, Relationship, Equity, and Wealth 

There are profound links between trust and relationship, relationship and equity, equity and wealth.

Brand-name, over-the-counter remedies—the brands we grew up with—continue to substantially out-sell generic versions of the exact same formulations and products displayed right next to them on the same shelves, and selling for 20% to 50% less. Why do more people buy Bayer® aspirin than generic aspirin? There′s nothing proprietary to it whatsoever. Because Bayer® is a trusted name. The 50% price and profit differential, from which much wealth can be derived, has nothing to do with product  ingredients, product superiority, distribution, or service, and everything to do with trust.

For most, trust is more complex than just a recognized brand name, and few of us have the resources or patience to wait for generations to harvest our future fortunes from such slowly accumulated trust. We need a more complex approach that can accelerate the achievement of high trust, whether for competitive differentiation or support of premium prices or other motives, and all the components of such an approach are in this book. But, for now, I want to simply demonstrate the bridge from trust to wealth.

A seismic shift begins with a change in the fundamental question of all advertising, marketing, selling, and conduct of business, from: How can I make a sale today? or How can I make some money today? to: How can I make sales and money today but also create trust today?





Let′s Go Through a Consulting Session on This 

If we were having a consultation, you and I, on this, we would begin very broadly. What will it take for you to grow wealthy from your business, in a reasonable time frame of your choosing? This shifts thinking. It switches from the most common How can I make some (more) money today? to How can I conduct my business affairs today and everyday to develop the kind of equity that translates to wealth? We would then examine all the possible kinds of equity in your particular kind of business. That might include unique intellectual property such as patents, trademarks, and copyrights; real estate paid off with business income (as opposed to renting or leasing space); control of distribution; and on and on. But in most cases, it would become evident that all kinds of equity rise or fall based on equity in relationship with continuing customers. Or that the only equity that can be protected is in relationship  with continuing customers. And we would ultimately get to the question: What will this relationship have to be like, for this customer to stay married to me for life?
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The Question

What will this relationship have to be like for this customer to stay married to me for life?



Inevitably, a big part of that answer will be: trust. And that will loop us all the way back to trust-based marketing. If it is true, and I believe it is, that the value of the equity you have via customers is a reflection of the level of trust they have in you, then it becomes blatantly obvious that developing trust must begin at the beginning, and must never be jeopardized or sacrificed for any other objective. This will color every decision you make.

The questions I′ve just raised are powerful, if taken seriously. They not only get to equity in customers for life, but to price elasticity, to greater numbers of referrals (thus lowered customer acquisition costs and speed of growth liberated from proportionate capital investment), to stability and sustainability, and more. They translate to more immediate, transactional profit, from which money can be siphoned to create permanent wealth, and to greater overall, total, lifetime customer value, which creates equity that can be sold or mined, also to create permanent wealth.




A Wealth Secret from Warren Buffett 

If you′ve read Michael Gerber′s work, beginning with the best-selling book The E-Myth, you know his core premise: A business (or sales career) should be constructed and systemized as if it would be franchised à la McDonalds, cloned thousands of times,  and successfully operated by people with far less talent or skill than you possess. That′s a form of operational equity. Of equal or greater importance is customer relationship equity, which can only come from a business deliberately engineered to have it.

I am not a fan of Warren Buffett as a human being. In his meddling in politics, I consider him a charlatan. But he is widely regarded as one of the world′s most successful investors, justifiably, and he doesn′t just invest in companies: he buys many in entirety based on their equity. As Gerber suggests by engineering a business for cloning, even if you never intend to actually do so, you could benefit by engineering a business to sell to Buffett, even if such an opportunity would never actually occur. You′d think more marketers would dig into Buffett′s investment choices to find marketing secrets, but I haven′t yet encountered any of my peers or competitors who′ve had this blinding flash of the obvious. If you did investigate as I have, you′d discover that about 80% of the companies chosen by Buffett have a very high trust component, some by brand identity, others by direct, and in some cases, personality-driven relationship with their customers. In some, a shift to more trust-based marketing has occurred in companies after Buffett′s investment in or acquisition of them, so perhaps he is influencing their leaders with such strategic recommendation.


If Buffett were advising you on how to make your business so valuable that he might want to buy it, he′d have to reveal this secret: that he buys trusted companies—companies that have invested in trust.

Buffett knows that the value of equity a business has via its customers is a reflection of those customers′ level of trust in that business or even its leaders. Given that, it becomes obvious that the pathway to wealth is in developing high trust with customers from the very beginning, and that this trust must never be jeopardized or sacrificed for any other objective.




Your Navigational System 

Most businesspeople are often tactical, rarely strategic. Even this book is loaded with tactical advice. There′s nothing wrong with tactics and tactical application, but too often businesspeople are randomly tactical. Random is dangerous. Randomly captaining a cruise-liner over the ocean can get you and a boatload of passengers killed. Randomly flying a plane hither and yon can stick you nose first into the side of a mountain. Randomly wandering a large forest can get you hopelessly lost, eventually turn you into a meal for bears. Having a sound, reliable navigational system that overlays, governs, and even restricts all decisions is the remedy for the hazards implicit in random activity.

The best such navigational premise for those interested in sustainability, stability, security, equity, and wealth is creating and leveraging high trust.




What Do People REALLY Exchange Money For? 

Very few people understand money. Few grasp that money moves from one person or place to another for definitive reasons of its own. This is why all manner of centralized government confiscation and redistribution of money fails miserably. Money itself simply refuses to cooperate with ignorance and stupidity. After the hundreds of billions, if not trillions, of dollars extracted from the private sector and poured into the government′s ″war on poverty″—declared by President Johnson—we have more people living beneath the poverty line than ever before, and in the very recent Obama administration, more people have been added to the food stamps rolls than in any other four year period. After coming to foolish consensus that everybody ought go to college, we permitted government to pour untold sums into subsidizing and financing college educations, resulting in monstrous inflation of tuition and other educational costs, and  an entire generation of graduates buried in impossible debt. I could go on. What you want to do is escape all the ignorant and inaccurate thinking about how money functions that lies beneath these epic disasters that, combined, have taken the United States in just 40 years from being the world′s biggest lender and creditor, possessing unrivaled economic strength, to being the world′s biggest borrower and debtor. You want to align your efforts with the ways that money actually operates, and the only reasons why money ever moves of its free will to somebody and therefore remains with that somebody. I explore all of this in my book No B.S. Guide to Wealth Attraction in the New Economy, but here is the specific reality most salient to this book:


Something of value to someone must be exchanged for money. Any money moved by coercion or confiscation without this exchange breaks free, runs away, and goes somewhere else for such exchange.


Marketing and selling is about exchange. At the simplest level, Zig Ziglar described his attitude when selling high-priced sets of cookware in homes as: I′ve got their pots and pans out in my car, they′ve got my money in their checkbook in their kitchen drawer, and I′m here to make the exchange. Fine as far as it goes. It strengthened my spine when I first heard it. But what if we′re interested in relationship, not transaction? In equity, not just income? Exchange then becomes more complex and sophisticated.

Most people think very simplistically about their businesses. They have things to sell and they try to figure out how to sell them. To them, business is about sales problems.

Most marketing people are similarly simplistic and narrow in their thinking. They are trained and conditioned to translate products and services into solutions, or desirable experiences, or pride-of-ownership purchases, and to speak about features and benefits. To them, business is about sales message problems.

All this ignores two important facts. One, as I′ve been beating up here, there′s no stability or equity in making sales. Two, everything said by you, your minions, or in media, about products, services, solutions, etc., is grossly devalued and handicapped if not said by somebody whom the prospect or customer trusts.

If I tell you that the Dow will drop or rise by 2,000 points this year, and that you need to re-arrange all your investments accordingly, so what? But if you follow the famous, outspoken economist Harry Dent, Jr. and believe in him because you read his books, get his newsletter, see him interviewed, accept his premise that ″demographics are destiny,″ and know (some of) his past, key predictions are coming true, and he tells you to get your financial house arranged for a 2,000-point swing, you act. Or if you ardently follow Glenn Beck and see him as a truthful, clairvoyant, trustworthy life guide, you may very well have half your garage full of survival food, the other half full of gold bullion, and be guarding it with your own arsenal of guns. And, as advertisers know, if Beck tells you that you can trust one of his advertisers and urges calling them, huge numbers act.

If I tell you that you look pale and sickly, and tell you that heart surgery might be urgently needed, you may start feeling queasy, sweaty, dizzy, or weak if you are highly suggestible, but you are most likely to just go home and take a nap. But if a heart specialist at the Cleveland Clinic is called in by your regular doc, during your yearly physical, and makes the same pronouncement, they can summon the orderlies and you′ll climb on the gurney and yell ″Go!″ Even if I am a sales wizard, I′ll find it damnably difficult to make either of these sales, but Dent and the Cleveland Clinic docs can, rather easily. They have the equity I lack: pre-existing trust.

These examples irrefutably demonstrate how powerful and valuable that trust asset is. It sensibly follows that such an asset  will produce or make possible production of wealth as no other asset can. You should therefore direct your efforts at the creation and ownership of that asset, more so than any and all others.





CHAPTER 2


Trust Without Trying Is No Longer Enough

Dan Kennedy

 



 



 



 



 




Trust is a significant part of a great many decisions—including selection of providers of goods and services—without conscious, deliberate, and creative effort on anyone′s part to create the trust. It does just happen.




Much Undeserved Trust Occurs 

We trust casually when we have no practical choices. If you board an airplane to fly across country, you are trusting the factory workers who built it, the mechanics who maintain it, the FAA inspectors, the pilots, and the air traffic controllers. There is abundant evidence none are worthy of trust. The news has revealed sleeping air traffic controllers, inebriated pilots,  and improperly maintained planes. If you fly commercial often as I used to, you know the #2 excuse given for departure delays—after #1, weather—is ″a mechanical″ one. Surely it has occurred to you that if there are that many mechanical malfunctions occurring while the planes are being driven about on the ground, there damn sure must be some you aren′t being told about at 30,000 feet up. But, really, what choice do you have? If you want to go from L.A. to Des Moines, you gotta roll the dice.

This breeds a lot of unnecessary casual trust, as a matter of habit. Few people, for example, investigate whether their chiropractors or even their heart surgeons or their investment advisors have complaints against them, settled or unresolved litigation, license suspensions, let alone—with surgeons and hospitals—their comparative track records of success and failure with the kind of surgery about to be performed, even though this kind of information is a matter of public record and can be obtained. Few people personally research a prescribed drug before taking it; they trust their doctor′s prescription, even though information about a drug′s side effects, history, etc. is readily available. Hardly anybody asks to visit the kitchen of the restaurant they bumble into.


A Lot of Lazy Trust Occurs 

In my business book No B.S. Guide to Ruthless Management of People and Profits, I lay out the strongest possible case for live-accessible and recorded audio and video surveillance of all store, shop, or practice employees′ interactions with customers, clients, or patients, and for telephone and in-person ″mystery shopping″ as enforcement and coaching tools to ensure that sales scripts and policies are adhered to. The business owners who have embraced my advice and reported results to me have, without a single exception, engineered  substantial improvements in sales, upsells, customer service, customer satisfaction and retention, and profits (albeit with the inconvenience of having to more frequently fire and replace non-compliant personnel—and outright thieves). Still, most owners will not do this even if it is proven to them to be needed. It′s just too much work.

It isn′t even accurate to think of this as trust. It′s more a knowing, shoulder-shrugging acceptance of mediocrity or worse.

In the same way, people accept a lot rather than take on the responsibility of getting it as it should be.


Still, Most Require Trust To Buy Many Things 

All this casual trust occurring should not lull you into a false sense of security. Surprisingly, people who trust irrationally, casually, lazily, still require different levels of trust for different purchases and relationships. Furthermore, is this really what you want to settle for? Hope that you′ll be lazily trusted enough to make a sale? You can do a lot better, and see it reflected in many measurable ways, possibly including higher conversion rates, higher transaction sizes, shorter sales cycles, less stressful selling, better retention, increased referrals.




Where Trust Comes From 

Throughout this book, we′re going to explore many different sources of trust. Not every business can effectively draw on every source, but there′s no business in existence that cannot be strengthened by drawing on some of these sources. These sources include:

Authority—doctor, lawyer, accountant, police officer, fireman


Affinity—shared background, experience, philosophy, fraternity


Credibility—factual basis for trust


Longevity—years in business, in the community
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