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I read Guy Kawasaki's book, Reality 
Check, for the first time just over a year ago 
and I now keep it next to my desk for 
reference -- it's packed with great stuff, 
presented in quick, easily digestible "bites."

One of  my favorite lessons from Reality 
Check (subtitled The Irreverent Guide to 
Outsmarting, Outmanaging, and Outmarketing 
Your Competition) is this:

"See if  your competition uses the 
antonyms of  the adjectives that you 
use [to describe your business]. If  it 
doesn't, your description is useless."

As a speaker trying to stand out in a 
crowd of  hundreds if  not thousands of  
competitors, I hope this lesson hits home. 

In my 10+ years of  working with 
speakers, I can't count the number of  
speaker packets that have been submitted 
for my review or the number of  calls I've 
taken from speakers asking me about 
representation, and the vast majority of  
them lead with some variation of  this:

"I'm a great speaker. I customize my 
message to each audience. I've got lots of  
great testimonials. I'll make you look good. 
I'll get you lots of  spin-off  business."

Of  course that's a simplistic take, but it's  
not too far off  from reality. If  those 
speakers applied Kawasaki's "opposite test," 
they would have to ask, "Am I saying 
anything different from every other speaker 
who is seeking representation?" Only if  
every other speaker is saying:

"I'm a pretty mediocre speaker. I just do 
canned talks -- customization is not my 
thing. I've never spoken before, so I can't 
promise you'll come out of  this looking very 

good. People probably won't have me back 
after they see me once."

I can assure you I've never heard that 
from a speaker!

As simple as the opposite test is, it's not 
necessarily easy. I know. We face the same 
thing in trying to differentiate The Speakers 
Group among other speakers bureaus. The 
classic description of  a speakers bureau is 
"We'll provide you access to virtually any 
speaker you want and we'll deliver great 
customer service," and we've been guilty of  
proclaiming the same thing. Prospective 
clients, then, can't help but think, "I've 
heard that before! Why should I work with 
you over any other speakers bureau?"

We know we're different than other 
speakers bureaus just the same as you know 
you're different than other speakers. It 
doesn't matter if  we know it, though. 
Prospective clients need to know it. The key 
is to define and communicate our 
uniqueness clearly.

So here's your assignment for this week: 
Look at the headlines of  your marketing 
materials. Look at your leading value 
statement in your phone and email scripts. 
Then, look around at the websites or 
materials of  5-10 of  the speakers you 
consider to be your top competitors. Take 
the opposite test. 

How do your marketing messages 
compare? What adjectives do you use to 
describe yourself  and your services, and 
what adjectives do your competitors use? Is 
it easy to see how you're different and why a 
client should work with you?

Looking for a Marketing Message 
That Sticks? Take the Opposite Test
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Big News: on February 25, 2010, at 
4:45pm, our first son was born! Of  course a 
new arrival to the family is always exciting, 
but this was extra special to us. It's been a 
long journey for my wife and me.

We've been married almost 11 years 
and we planned to welcome our first child 
long before now. As you likely know, 
though, plans don't always work. So we 
began the process to adopt – something we 
had always wanted to do – in late 2008. 

Last summer, we thought "our moment" 
came when a baby boy was placed in our 
arms. It only lasted five days, though, before 
the birth mother changed her decision and 
we had to return the child to her. 
Heartbreaking.

In early February (just about six weeks 
ago), we got a call that another birth 
mother had chosen us to parent her child. 
We were thrilled, but we also knew we were 
back on the roller coaster again. Would she 
go through with it? Would we have our 
baby this time around?

On February 25, we went expectantly to 
the hospital to await the birth of  our baby 
boy. After 7+ hours of  waiting, he arrived! 
We were holding him in our arms just 
moments later… it felt unreal! 

It would be 10 days before we could 
truly celebrate because until then, the birth 
mother could still change her decision. We 
still embraced this precious boy as our son 
during that time, and thankfully, we got to 
be with him in the nursery until his 
discharge from the hospital, and then we 
took him "home" to our hotel with us while 
the wait continued.

As of  last Monday, the 10-day period 
has passed and I'm thankful to report that 
Mom, Dad and Baby are all doing well. 
We're loving every day of  watching our son 
grow and develop… the next chapter of  
our lives has begun! 

Now, why am I sharing this with you? 
And how in the world is it relevant to your 
speaking business? 

For one, I'm super-excited about our 
new baby boy and I want to tell the world! 
But that's not all.

Do you feel like you know me just a 
little bit better now than you did before? Do 
you connect with me and my story on some 
level? 

THAT is the lesson for this week.

If  I want to earn your trust as an 
advisor for your speaking business, I need to 
let you get to know me. Likewise, if  you 
want to earn the trust of  clients, audience 
members, and others, you need to let them 
get to know you -- the "real" you.

If  you want to be more successful as a 
speaker, I urge you: get personal – in your 
presentations, in your books, on your sales 
calls… everywhere.

So, what's your story? Be open to tell it 
– at least a little bit of  it. I dare you. Try 
opening up just a bit more with someone – 
or with an audience – this week and see 
what happens. 

What a Baby Boy Can Teach You 
About Your Speaking Business
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I had planned to share some tips on 
how to craft presentation titles that sizzle 
(and sell!) this week, but an event from last 
week is on my mind and I think there's a 
good lesson to be learned from it. (Would 
you like to hear about the presentation title 
tips in another week, though?)

We booked this event earlier in the year 
– a spin-off  that was over two years in the 
making (there's a lesson in persistence and 
perseverance, but I'll save that for another 
day!). The booking was for a funny 
motivational speaker to close out the 
awards banquet at a corporate sales 
meeting. Pretty standard.

Since the client had seen the speaker at 
another event and loved her, I took him at 
his word when he said she would be perfect 
for his own event. Easy booking. Right?

As salespeople, we want to make sales 
(or in our business, book dates). If  someone 
says they want to book, the last thing we 
want to do is slow them down. Just book it 
before they change their mind! 

Here's the lesson, though: Always probe 
further and ask questions – even if  someone 
thinks they know what they want and no 
further questions seem necessary. You're the 
expert on the solutions you provide, 
remember? Not the client.

I slipped on this one. (Remember when 
I wrote about being vulnerable a couple of  
weeks ago?)

Why ask questions instead of  going for 
the quick and easy booking? Asking 
questions allows you to:

(1) Potentially uncover more 
opportunities (maybe to sell books, maybe 
to deliver additional programs – you just 
don't know!)

(2) Position yourself  as a more valuable 
partner to the client, becoming a consultant 
of  sorts rather than just a transactional 
vendor

(3) Avoid putting yourself  in no-win 
situations where you're not a good fit

It's #3 that I was reminded of  last week. 
(One of  my favorite quotes, by the way, is 
from Samuel Johnson: "People need to be 
reminded more often than they need to be 
instructed.")

Because I didn't ask more questions of  
our client, I didn't know that by the time 
the speaker took the stage, the audience 
would be under the influence of  having sat 
through "40 awards and 40 speeches" – and 
a few drinks. That's not a good place for a 
funny motivational speaker. A stand-up 
comedian, maybe. A party band, maybe. 
But not a speaker… of  any kind.

What could we have done with this 
extra info? We could have suggested some 
adjustments to the agenda. And if  that 
didn't work, we would have had to say, 
"This just isn't the right fit. I think you'd do 
much better by booking someone like X." 
Ah, hindsight is…

Well, thankfully, this story doesn't end in 
disaster – it was just dangerous enough to 
teach a valuable lesson!

As it turns out, because the speaker did 
her homework before the event and 
delivered what would have been a 
dynamite, knockout presentation, and then 
called the client to take responsibility for 
coming up short – even though it really 
wasn't her fault… the client actually 
apologized to her! He recognized and 
acknowledged that they put her in a difficult 
situation, and even so, many attendees had 
come up to him afterward with positive 
feedback. So she won the no-win situation!

And there's the bonus lesson (or 
reminder) for you: Hard work pays off  – 
even if  it seems like it doesn't!

So what are you going to do this week? 
Ask questions!

Lessons from an Event Gone Bad 
(Almost!)
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If  you only read one line of  this week’s message, 
don’t miss this:

Your presentation title will often be the 
difference in whether you get serious 
consideration for a speaking engagement or 
not – it’s that important.

Remember that prospective clients are most 
likely looking at several speaker candidates, so you 
have to set yourself  apart from the crowd. Don’t take 
it for granted that someone will read your full bio 
and see all the great experience you have. Don’t even 
take for granted that someone will read your 
presentation description to learn about your unique 
take on “Change Management” – especially if  you 
list “Change Management” as a presentation title 
(that’s a topic, not a presentation title!). 

Presentation titles and article headlines share a 
common purpose: to capture attention… to make 
someone pause and say, “That sounds interesting! I 
need to check that out!” If  your presentation titles 
aren’t interesting, you may not even get a look before 
the potential client says “Next!” and moves on to the 
next speaker. 

So how do you capture attention? There are few 
ways, and you should make sure your presentation 
titles accomplish at least one if  not a combination of 
the following:

1. Communicate a distinct benefit/
solution. Everyone is asking, “What’s in it for me?” 
Meeting planners and business leaders are no 
different. If  your presentation title makes it easy to 
see what’s to be gained by putting you in front of  
their audience, they’ll come a step closer. Byrd 
Baggett’s presentation, “Drought Proof: How to 
keep your business green and growing during 
turbulent times,” clearly states what’s to be gained 
from his presentation: keep your business growing 
during turbulent times. Perfect!

2. Spark curiosity. “Getting Naked” is 
Patrick Lencioni’s newest presentation title (based on 
his book by the same name). Are you curious to 
know what it’s about? If  so, you’d be likely to read 
beyond the title and learn that it has to do with a 
“revolutionary and counterintuitive approach to 
client service that yields uncommon levels of  trust 
and loyalty” – and if  you’re interested in generating 
“uncommon levels of  trust and loyalty” with your 
clients, you’re likely to take a closer look at booking 
Pat and this presentation.

3. Establish credibility. After asking 
“What’s in it for me?” a prospective client is likely 
asking “Why should I listen to you?” If  I, Shawn 
Ellis, offer “My Secrets for Excellent Customer 
Service,” a few people might be interested, but most 
will wonder, “Who’s Shawn Ellis?” And, “Why 
should I trust what he has to say about customer 
service?” But when Joseph Michelli offers “The 
Starbucks Experience: Lessons in Leadership to 
Spark YOU and Your Business to Unimaginable 
Success,” I may not know Joseph Michelli, but I 
know Starbucks, so I’ll read further to see what he 
has to say and how he knows what he knows. (That’s 
borrowed credibility, by the way, and it works just as 
well!)

4. Demonstrate your (or your 
presentation’s) uniqueness. It’s hard to be more 
unique than including the word “differently” in the 
presentation title, as Marcus Buckingham does with 
his “What the World’s Best Managers Do 
Differently” presentation. If  I see that title, I know – 
or at least I’m led to believe – that this is not just 
another “My Take On Great Management” 
presentation. And I would argue that this 
presentation title also establishes credibility, because 
to be able to deliver this content, Marcus is 
apparently somehow connected with the world’s best 
managers. 

5. Appeal to the client’s needs/
challenges. Jill Konrath has a presentation titled 
“Speed Up Your Sale.” For a sales executive whose 
division’s numbers are down because her salespeople 
are all stuck in the mud with clients who can’t make 
decisions or who just won’t take action, this 
presentation is potentially the perfect solution for 
their troubles. Jill is asking, “Are your sales taking 
longer than you’d like?” If  the prospective client 
answers “Yes” in his mind, Jill is saying, “I can help 
you speed up your sale.” That’s a presentation title 
that connects with potential buyers.

6. Create a sense of  urgency or action. 
There’s nothing worse than having a presentation 
title that leads a meeting planner to read it and 
think, “That sounds nice. Maybe next year.” If  you 
can create the sense that your presentation and/or 
its prescribed action is needed right now, you’ll get 
more attention and more consideration for events. 
Rolfe Carawan’s “Run to the Roar” presentation 
title doesn’t have a blatant sense of  urgency, but it 
does allude to action which has a similar effect on 
the reader.

Do Your Titles Get Work or Need 
Work? 6 Ways to Write Presentation Titles that 
Sizzle... and Sell!!
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There are two people you need to know 
to beat procrastination and achieve your 
goals, and I'm going to introduce you to one 
of  them today...

First, I want you to get in your mind a 
project that you've been putting off  -- and 
I'm not talking about doing your taxes 
(they're done, right?) or logging your travel 
receipts. I'm talking about something 
related to the core of  your speaking 
business: developing and sharing content.

• Is it writing a new book?
• Developing a new presentation?
• Starting a blog?
• Recording an audio version of  your 

book?
• Creating a coaching program?

What's keeping you from getting 
started, or completing what you've already 
begun?

When I sat down to type the first issue 
of  the Succeed Speaking newsletter, it was 
just two days after we had brought our son 
home from the hospital. We were living out 
of  a hotel. We were in the midst of  
launching a major marketing initiative at 
The Speakers Group. I needed to be 
gathering tax data for our accountant. I was 
in charge of  two major projects for the 
International Association of  Speakers 
Bureaus. You get the picture.

It would have been very easy for me to 
not launch the Succeed Speaking newsletter 
that week. After all, no one was expecting 
it. The idea to do the newsletter had been 

in my head for a couple of  years, so why 
not wait a little longer?

If  I had waited, I wouldn't have 
received all the emails saying "Great info!" 
and "Really interesting ideas!" and "Thanks 
for the tips!" and "Keep it coming!" week 
after week. While that was a boost for my 
ego, the point is that there were speakers 
out there waiting for help... looking for 
help... I wanted to help them and the 
feedback proved that I could help them. 
(Hopefully I'm helping you.)

I say that to say: There are people 
out there waiting and looking for and 
needing the help that you can offer. 
Of  course you know this, but I just want to 
remind you: remember them and be 
motivated and inspired by them. They need 
you!

Get the idea? That someone -- whoever 
it is you're trying to help on a given project 
-- is the first person you need to know and 
keep in mind to not only overcome 
procrastination, but also, I'm betting, create 
your best work ever.

Two People You Need to Know
Part One
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I'm off  to New York City in a couple of  
days for the Annual Convention of  the 
International Association of  Speakers 
Bureaus. This year, I've had the honor of  
serving as the program chair for that event, 
so as you might guess, I'm a little nervous at 
this point. Will our speakers be there on 
time? Will the attendees enjoy the program 
we've put together? Will they find the event 
to be a valuable learning experience? Now I 
have a much better understanding of  -- and 
a deeper appreciation for -- what our clients  
go through... My hat's off  to the real 
meeting planners! (You should try it 
sometime... really.)

Before I head out to NYC, I owe you 
part two of  last week's message... I 
introduced you to the first of  two people 
you need to know to beat procrastination 
and achieve your goals, and now it's time to 
unveil person #2. Any guesses?

If  you remember my story, I told you 
about how I launched the Succeed 
Speaking newsletter in the midst of  a rather 
chaotic season of  life. It was something I 
had wanted to do for a few years and I was 
ready to do it. But if  not for this second 
"mystery" person, it would have probably 
gone on the back burner for a few more 
weeks... probably until after getting the 
IASB Convention behind me, at least.

It was thanks to my business coach and 
mentor that the newsletter came to you 
when it did.

Not only did he help me with some of  
the practical aspects of  sending a weekly 
newsletter, but most importantly, he made 
me make a commitment to myself  and to 
him and he encouraged me and kept me 
accountable to follow through. Otherwise, 
again, the circumstances of  "life" would 
have won out. Ever been there?

Of  course a coach can't make you do 
something that you don't already have a 
desire to do. What a coach can do, though, 

is put you over the top to do what you do 
have a desire to do. A coach -- a good one, 
anyway -- fans the flame that is already 
inside you. 

Are you working with a coach in your 
business? I hope you are, and if  so, then let 
this be an encouragement to keep it up. If  
not, though, and if  your speaking business 
isn't everything you want it to be, I urge you 
to seek out a coach or mentor or guide or 
someone of  that sort to help you. You'll be 
amazed at the results!

Whether you need someone to push 
you... to motivate you... to keep you 
accountable... to teach you... a coach just 
may be the difference between you 
achieving your goals or not.

If  you show me an extraordinarily 
successful person -- whether in 
business, sports, education, or any 
other field -- I'll show you someone 
who's had a coach.

And by the way, while there's nothing 
like one-on-one coaching, you could also 
start with group coaching, watching videos, 
reading books -- all of  that counts. Just 
make sure you're learning from someone 
else who has already achieved the results 
you want to achieve. 

The great thing for you is that you "live" 
in a world of  coaches, so just reach out to 
someone you look up to! Chances are, you 
can probably even help them in return. I 
might even be able to help you...

If  you’re tired of  “going it alone” and 
would benefit from some inspiration and 
insight, take a look at the Succeed Speaking 
Strategic Mentoring program for 
established speakers, or the Coaching 
Program for aspiring and emerging 
speakers.

Two People You Need to Know
Part Two
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I flew home from New York Sunday 
night feeling relieved after what was a very 
successful IASB convention in New York. 
We had also unveiled the new IASB website 
(check out http://www.iasbweb.org), so I 
was feeling good that both of  my major 
extracurricular projects for the Spring were 
behind me. The feeling of  relief  was short-
lived, though, when I arrived at our home 
to find it had been burglarized while we 
were away. I don't think I'll ever forget that 
feeling of  standing just inside the doorway 
and realizing someone had violated our 
space.

Anyway, the show must go on, and I 
promised you a report on the IASB Speaker 
Showcase this week. Rather than limit my 
report to the showcase, I'm going to share a 
few of  the notes I made while watching 
several speakers throughout our convention 
(and I won't attach the notes to specific 
speakers -- we kicked off  with a power 
session featuring Ben Stein, Jonathan Tisch 
and Ron Insana, we closed with an 
awesome presentation by Suzy Welch, and 
everyone was great in between).

My notes just represent what some 
speakers did very well, and what some 
speakers could have done to make their 
presentations even better. I hope you'll find 
a nugget or two to be valuable in your own 
presentations...

1. Humor does wonders to keep an 
audience awake and engaged, even through 
the heaviest content.

2. What do you want to do for you 
audience? Inform them? Motivate them? 
Inspire them? Entertain them? Influence 
them? Keep your desired end/outcome in 
mind as you design your presentation.

3. Don't try so hard. Just relax and have 
a natural conversation with the audience -- 
whatever your "natural" is. Let us see the 
real YOU.

4. The most successful speakers are 
always specialists, not generalists. (Plain 
english: Don't be an "I can speak on 
whatever you want me to speak on" speaker. 
You're better than that. Really.)

5. Don't wear a business suit (men and 
women) just because "that's how speakers 
dress." Sometimes dressing differently can 
enhance your presentation and your 
connection with the audience. For instance, 
a speaker on innovation and creativity 
might be better off  wearing jeans and an 
untucked shirt -- if  that feels natural and fits 
his/her personality and style.

6. As an attendee, I want you to show 
that you know who I am, what I care about, 
and how you're going to help me as early as 
possible in your presentation -- then I'll be 
much more likely to stay tuned in 
throughout your presentation.

7. If  your presentation includes lots of  
facts and figures, tell me why they matter to 
me before you start spewing them out.

8. Engage your audience as early as 
possible -- it could be as simple as asking 
them to applaud a notable figure at the 
event or at their organization, or asking 
them to raise their hands in response to a 
question, or telling a joke that's sure to hit 
home... Letting them just sit there is very 
likely to place a distance between you and 
your audience that you'll never recover.

BONUS: Get 9 more tips from Succeed 
Speaking subscribers on the blog here!

8 Tips for More Powerful 
Presentations

S
U

C
C

E
E

D
S
PE

A
K
IN
G

http://www.iasbweb.org
http://www.iasbweb.org
http://www.succeedspeaking.com/177/17-tips-for-more-powerful-presentations
http://www.succeedspeaking.com/177/17-tips-for-more-powerful-presentations


10                                                                     Copyright 2010-2011 Succeed Speaking. All rights reserved.                                 

My message to you this week is nothing you 
haven't heard a million times, but in light of  
recent events, it seems like the most important 
advice I can give you: Be Prepared.

When I wrote to you last week, we were in 
the midst of  recovering from our home being 
burglarized. This week, thousands of  people 
around Nashville -- including many friends -- 
are just trying to figure out where to *begin* 
recovering from "the great flood" that struck 
Middle Tennessee over the weekend. It's been 
pretty surreal here. 

Thankfully, the flood waters didn't reach 
our home. As I mentioned, though, many of  
our friends were less fortunate. I saw a picture 
of  the home of  one of  our friends, now under 
about four feet of  water... unbelievable!

How do you prepare for something like 
that? How do you prepare for a burglary? How 
do you prepare for other unexpected 
"situations"? Obviously there's no way to be 
fully prepared. There are some things you can 
do, though. For example, make sure you have 
the right insurance, have your computer(s) set to 
back up, install a home alarm, etc. Just think, 
what's the worst thing that could happen, and 
how could I be as prepared as possible to avoid 
or minimize the crisis that would follow?

This isn't all about preparing for disaster, 
though.

You have to prepare for prosperity, 
too.

Aren't you trying to grow your speaking 
business? Maybe you envision being the author 
of  a -- or another -- #1 best-selling book... 
Maybe you see yourself  as the subject of  a 
national TV program... or a blockbuster 
movie... Or maybe you don't care about your 

success being quite so visible. Maybe it's just a 
matter of  expanding the revenue from your 
business and getting from six figures to seven 
figures.

In each of  those examples, there are certain 
implications. If  you become famous (or more 
famous), you'll need to think about taking steps 
to protect your privacy. If  you significantly 
increase your revenue, you'll want to take 
certain steps to manage your finances 
differently.

Why not take those steps today?

Or... maybe a publisher comes calling and 
you get that book deal you've been hoping for. 
Either you wait for that moment and then you 
scramble to start writing, or you start writing 
today and prepare as if  you know that day is 
coming.

We're all entrepreneurs and small business 
owners, and we all get caught up in -- and even 
overwhelmed by -- the day-to-day aspects of  
our lives and our businesses. Then when the 
burglar comes, or when Mother Nature lashes 
out, or when <insert big event here>, we're left

spinning. I urge you to pause and do 
something today that will make you better 
prepared for tomorrow.

Again, there's no way to prepare for 
everything, but we can definitely prepare for 
some things.

You probably know that the motto of  the 
Boy Scouts is "Be Prepared." Someone once 
asked Robert Baden-Powell, the founder of  
Scouting, "Be prepared for what?" His reply: 
"Why, for any old thing."

Pretty good advice, I think.

Be Prepared...
For Disaster and For Prosperity

S
U

C
C

E
E

D
S
PE

A
K
IN
G



11                                                                     Copyright 2010-2011 Succeed Speaking. All rights reserved.                                 

If  you watched my "Unlocking the 
Secret to Fruitful Speakers Bureau 
Relationships" video [http://
www.succeedspeaking.com/secret-to-
successful-speakers-bureau-partnerships], 
you know that this is the question that I said 
will floor any speakers bureau agent. Just try 
calling a speakers bureau agent -- or 
sending an email -- with a very short 
message: How can I help you? 

Don't pitch yourself. Just ask that one 
question. 

Most speakers ask (or imply) "How can 
I help you... book me?" Well, for starters, 
get in line! I'm doing the best I can to help 
myself. I'll help you when I get a chance.

This week's message is not about 
working with speakers bureaus, though. It's 
about building your business, period.

How often do you ask "How can I help 
you?" in a given day or in a given week?

I admit that I don't ask it enough, so 
this lesson is a reminder for me as much as 
it is for you.

When someone calls you with a 
speaking inquiry, instead of  jumping into 
your pitch or grabbing your pen to sign the 
contract, pause and ask, "How can I help 
you?" Put the pitch on pause for a minute. 
There's a chance their answer to that 
question will make it clear that one of  your 
speaker colleagues can help them more 
than you can. Say it ain't so...

There's an even bigger chance, though, 
that the prospective client's answer to that 
question will open up even richer 
opportunities than you knew existed. Oh, 
you don't need a speaker just for that 
meeting... You need someone to help you 
transform your sales team over the next 12 
months. Yeah, I can do that!

“How can I help you?” is one of  the 
most powerful questions in the English 
language!

If  you can add value to someone's life 
or work, they'll never forget you.

Help someone and you'll be amazed at 
how often you end up getting business and 
referrals and having doors opened to people 
who can help you.

The beautiful thing is, as a speaker, your 
business is helping people. You have 
expertise. You have a story. You have a 
solution. But because we're so focused on 
booking dates and making sales, the real 
value we can offer is easily forgotten.

You help people. You make money. 

Pretty good business model.

Put the Pitch on Pause:
The Most Powerful Question You Can Ask to Build 
Your Business
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While reading this week's issue of  Fortune 
magazine, I came across an article about 
Dunkin' Donuts (May 24, p. 72). In the teaser 
statement alone, there's a great lesson for all of  
us:

"Each year the chain's chefs grind out new 
products to keep profits and revenues growing."

Do you grind out new products (and/or 
services) every year to keep your profits and 
revenues growing?

Most speakers don't, and many, 
unfortunately, went under -- or at least took 
huge hits -- in 2009 because they were one-trick 
ponies. They had a trick that worked really well 
for many years so they kept riding it and 
milking it for all it was worth. Then the 
marketplace changed and they didn't know 
what to do. Their thriving businesses 
disappeared right before their eyes and because 
they hadn't conditioned themselves to keep 
innovating year after year, they just froze.

The same thing happened to speakers 
bureaus, by the way. When the market changed, 
many bureaus didn't know what to do. What 
happened? Some went under -- as in, they're 
not in the phonebook anymore -- and many 
more experienced significant losses.

On the flip-side, you have a company like 
Dunkin' Donuts that opened 351 new stores 
(net) in 2009. (In contrast, according to my 
research, Starbucks closed a net of  299 stores in 
2009.) How does Dunkin' do it? Continuous 
innovation. Never getting comfortable.

I couldn't help but think about Apple in this  
conversation, too. Apple has spring and 
summer events every year, and at each of  these 
events, they unveil something new and/or 
improved. Of  course, this year the big 
announcement was the iPad. By the end of  
April, they had sold their one millionth unit. 
(That's one million iPads sold in 28 days, in case 
you're wondering.) The cheapest of  the devices 
is $499. You do the math.

Now, back to your speaking business. Do 
you have new and exciting offerings coming out 
on a regular basis? If  not, why not?

Could you imagine getting an infusion of  
revenue into your business like Apple 
experienced with the sale of  1,000,000 iPads?!

Of  course you won't -- I don't think -- put 
out anything exactly like that. But you don't 
need to. 

You have people who know you and trust 
you and like to hear from you, right? Your 
message has touched thousands of  lives and 
organizations in one way or another. That's a 
built in fan-base that would love to get more 
help from you. What do you have to offer them?

As a content creator, you're sitting on a 
goldmine. Most business owners don't have that 
luxury. Dunkin' Donuts, for instance, has to go 
into the kitchen and experiment with new foods  
and beverages before they can put something 
new on the menu. You can do that, too -- and 
you should -- but you can put something new 
on the menu today. You already have the 
content. But how many ways can people access 
your content right now? One? Two? Three?

I challenge you to sit down for just 10 
minutes today and think of  all the ways you 
could repackage and repurpose your existing 
content -- making it accessible in new formats at 
new price points...

Maybe it's a breakout session to follow a 
keynote. Maybe it's a DVD series. Maybe it's an 
e-learning program. Maybe it's a training 
curriculum. You know your business... What is 
it? What opportunities are you missing, to not 
only boost your revenues, but also to be an even 
more valuable asset to your customers?

When I ask speakers what they're doing to 
grow their businesses, most say they're either (a) 
trying to raise their fees or (b) trying to book 
more dates.

Today, I present option "c."

In the meantime, get in the kitchen and see 
what you can cook up!

Keep Your Profits and Revenues 
Growing by Taking a Lesson from the 
Donut Shop
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On Saturday, I participated in my 
second team triathlon, riding in the bike 
portion of  the race. It was a pretty comical 
event on multiple counts, starting with the 
fact that the members of  our team met for 
the first time that day. Two of  us were 
brought together by a mutual friend; the 
third guy was brought in by a friend of  this 
friend, and none of  us had a clue what he 
looked like. Twenty minutes before the race 
began, we were looking for a lost 
swimmer… so you can imagine our relief  
when we found him!

Here's another layer to the comedy: I 
don't own a road bike -- just a mountain 
bike. If  you're not familiar with the 
difference, think of  a mountain bike as a 
Ford F-150 4x4 and a road bike as a 
Corvette. Or as our swimmer said, "It's like 
you're trying to build a house with a rubber 
hammer." Get the picture? Oh, and my 
mountain bike isn't even a "nice" mountain 
bike. It's a $200 Schwinn from Target. But 
that wasn't going to stop me!

Our "rag tag" team had no hopes of  
winning, but we were there to give it our 
best and have a fun day. That much was in 
our control, and off  we went! In the end, 
we finished 12th out of  16 teams 
competing, and while I was far from the 
fastest cyclist in the field, I wasn't the 
slowest, either. More importantly, I was 
faster than the millions of  guys in my age 
group who wouldn't even dare to compete 
in such an event. And that brings me to you 
and my message for this week…

Just a few minutes into the race, a guy -- 
who looked like a serious triathlete to me -- 
passed me with ease, but not before saying, 
"Hey man, you're doing a great job! Keep it 
up!" Classy, and encouraging.

A little ways down the road, I passed 
this same guy while he had stopped to make 
some minor adjustment on his equipment. 
Of  course once he got back on his bike, he 
passed me again, and again said, "Still 

looking good! You can do it!" On this 
particular hill, I needed to hear it.

He wasn't the only one to "applaud" me 
during the race. Another one said, "Way to 
go on that mountain bike! I couldn't do it!" 
And the one that inspired today's 
newsletter:

"You're kickin' ass on that mountain 
bike, man!"

Each time someone complimented me, 
it made me feel good, and do you know 
what else it did? It made me push a little 
harder and go a little faster.

So today, I want to tell you, "YOU're 
kicking' ass, man!" (And woman!) 

I can say that with confidence and 
sincerity because you're reading this email. 
What I mean by that is, I know that you're 
looking for ways to improve your speaking 
business. You wouldn't read this newsletter 
-- or any similar resources -- if  you weren't. 
You're not being complacent. You're not 
just accepting the status quo. 

In addition, you're doing something that 
many people only dream of. I know how 
hard you've worked to get to where you are, 
and I know how hard you're working to 
keep moving forward.

We're all on a mountain bike in one way 
or another -- there's always some deficiency 
that we have to push against. Whether it's 
external or internal, we're never operating 
under "ideal" circumstances.

I know you get a lot of  applause from 
your audience members for what you do to 
help them. But today, I want to applaud you 
just for being YOU and doing what you do.

"You're looking good! You're doing a 
great job! Keep it up!"

In Case No One’s Told You Lately...
You’re Kickin’ A**!
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There are days when I ask myself  why in 
the world I do this “Succeed Speaking thing.” 
Days when I get emails like this:

"I have tried to help you by letting you work 
with me like the class agencies do. I have told 
you the best way to improve your business is to 
work with people like me, but for some reason, 
you resist... Why don't you look at my website. 
Quite frankly, I would be doing you a favor. If  
you are not interested, please stop asking for my 
help unless you want to pay for it."

(By the way, in case you're wondering what 
help I asked for, so am I.)

Or like this:

"Don't know how much experience and 
training you've gotten as a speaker but... It's too 
'drone' and too 'drawn out.' Sorry for the 
bluntness from someone you don't know but 
that's my response. And if  you're going to help 
me promote my speaking I have to feel you 
know what you're doing."

(That came in response to the video I 
posted recently on how to get more exposure 
for your speaking business a couple of  weeks 
ago.)

Hey, he's right -- I'm not going to win any 
awards for "best speaker." Too bad he missed 
the fact that speaking and promoting your 
speaking are entirely different, and my 
"experience and training... as a speaker" has 
ZERO to do with my ability to "help [you] 
promote [your] speaking."

That's not what this is all about, though. 

Here's what it is all about:

When it comes to your business, 
there are two kinds of  people in this 
world: Those you can help, and those 
you can't.

It's as simple as that.

The two speakers who sent those messages 
above clearly identified themselves as people I 
can't help... even though they may be among 
those who need my help the most!

The speakers I can help are the ones who 
send messages -- week after week -- that say:

"Great information! It was perfect timing..."

"Your newsletter topic was very good and 
personal to me." 

"I always look forward to your newsletter 
and the crisp take-aways that I can readily 
apply to my consulting practice."

"I appreciate you."

"Another great newsletter! I find each one 
very interesting and informative."

Am I saying I can only help people who say 
nice things about me ? No. It's more like, 
"When the student is ready, the teacher 
appears." Feedback -- positive and negative -- 
helps you identify who's ready for the teacher.

And this is my message to you this week, 
related to your speaking business:

Find the people (and organizations) 
you can help -- fast. 

Focus on them.

Forget about everyone else.

Don't waste your time trying to convince 
people that you can help them -- even if  you 
know they need your help. They'll have to come 
to that realization on their own. And they may 
very well move from the "can't help" to the "can 
help" category one day. 

Today, spend your time and energy serving 
-- and enhancing your service for -- those who 
are already in the "people you can help" 
category. That's best for you and your business, 
and best for them.

Go out and help some people this week... 
they're waiting for you!

Two Kinds of Prospects...
...and One of Them Is Waiting for You!
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First, just in case you are inclined to write off  
any practices of  internet marketers because you 
think they're "slick" or "sleazy" while you're a 
"professional"... don't. 

Yes, some internet marketers are just peddling 
"get rich quick" schemes. Some are of  "lesser 
character." But so are some speakers. And some 
speakers bureaus. 

As they say, "there's one in every crowd."

But I've found that most internet marketers are 
actually good, cool people. And...

Most are pretty brilliant when it comes to 
marketing, and if  you'll pay attention to them, you 
can learn some powerful lessons for managing and 
building your speaking business.

For example...

Do you know what an internet marketer will tell 
you if  you ask them what it takes to be successful in 
their field? 

They'll tell you it takes three things:

1. Build a list.

2. Build a relationship with the people on that 
list by being good to them and helping them out.

3. Turn the people on that list into happy repeat 
(paying) customers.

That's where it all starts. Even before the 
product.

Now look at your speaking business. Do you 
have a list? Are you actively growing it? Are you 
engaging with those on your list regularly? Are you 
helping them -- and not just selling to them?

Of  course selling is important -- it’s #3 on the 
list, after all. So, once those on your list know you, 
like you and trust you, are you selling to them? And 
making sales?

In my experience, most speakers don’t think 
about building their business this way. They put up a 
website, create a one-sheet and demo video, craft 
their pitch, and then “put it out there” and see what 
happens.

It might look something like this:

Call one lead. No sale. Next lead. No sale. Next 
lead. No sale. Next lead. SALE!! Yay!! Next lead. No 
sale. And so on. (And yes, I left out quite a few “no 
sales” that come before getting to the sale.)

Obviously I’m over-simplifying things here. But 
do you follow me?

Let me be clear: Building a list takes work -- if  
you want to do it right. There are a number of  ways 
to go about it. You can build landing pages. Buy 
Google AdWords to attract leads. Of  course, as a 
speaker you have a huge advantage over most people 
who try to build lists because you speak to hundreds 
if  not thousands of  people every week. You need to 
get as many as possible on your list!

How do you get someone on your list? 

Give them something valuable for free -- 
something that makes it worthwhile for them to 
share their email address with you. It could be a free 
audio program, a special report, temporary access to 
your membership site -- there are lots of  possibilities.

Then once you get people on your list, you have 
to communicate with them regularly. Show them 
that you care about them. Show them that you 
appreciate them.

In time -- it could be weeks or months or years 
-- good things will happen. Is it worth the wait?

Just think: How hard it is to convert a cold lead 
into a booking? Especially if  you never even get to 
talk to the prospect. (Like the cases when someone 
comes to your site, looks around, decides “She’s not 
for us” and moves on.) When you lose a lead like 
that, you’ve probably lost them for good.

What if, though, you had a compelling offer to 
get them to opt-in and join your list -- for free? Don’t 
you think that would be an easier first “sale” to 
make? Then, they just might discover down the road 
that you are the perfect speaker for them! 

It might even be two years down the road, after 
you’ve long since given up on them, but because they 
were on your list and you let that “mechanism” do 
its work, they kept reading your stuff  and getting to 
know you and one day they called ready to book! 
(This has actually happened to me, and also to 
individual speakers I know.)

Are there some ideas percolating in your head 
about how you can put this into action in your 
business? Possibly some opportunities to enhance 
your current business practices? I hope so.

Bottom line: If  you’re not giving serious 
consideration to building and cultivating your list, 
you’re missing a big opportunity and making the 
work of  growing your speaking business much more 
difficult than it needs to be.

What Professional Speakers Can 
Learn from “Slick and Sleazy” 
Internet Marketers
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Many of  you know that I love NFL football. 

I enjoy watching the game and rooting for 
my favorite team, the Dallas Cowboys... and I 
also enjoy all the life and business lessons that 
inevitably emerge from the games.

It's the off-season in the NFL right now, but 
I still found a lesson from the sport... while 
reading my favorite NFL column -- Peter King's  
Monday Morning Quarterback -- last week. 

Peter's out for his summer break, and last 
week's guest writer was the starting running 
back for the Jacksonville Jaguars, Maurice 
Jones-Drew. Maurice had a great take on what 
separates the great NFL players from good NFL 
players, and it's just as relevant for speakers as it 
is for football.

Let me share a few of  his insights:

MJD: "Whether we're talking about 
superstars like Peyton Manning and Tom Brady 
or the 53rd player on a roster, the athletic and 
physical ability of  NFL players is nothing short 
of  phenomenal." 

What he's saying is everyone who plays in 
the NFL is "good." Even the worst player is 
pretty darn amazing. The same is true in your 
world. If  your fee is $10,000, you're (usually) 
competing against other speakers who are 
$10,000. At that level, everyone is good. A few 
are great.

What separates the great from the good? 

MJD: "In my brief  four years in the NFL, 
I've come to believe the answer to this question 
rests with 'want-to.' In other words, because the 
talent level of  most NFL players is so high, the 
question of  greatness ultimately boils down to 
whether players 'want to' do the things 
necessary to be great." 

Do you want to be great? Are you willing to 
do what it takes?

We often see someone who is "great" and 
we think, "Well, sure, I would be great, too, if  I 
had 'X' [God-given talent, money, celebrity 
endorsers, etc.] like he does." Maurice says it's 
the same among NFL players.

MJD: "Most people never see the sacrifice 
these players make to pursue greatness. They 
only see the finished product on game day. But 
rest assured that any player on the field whose 

performance separates him from his peers has 
made that possible because of  the willingness to 
push himself  to his physical and mental limits. 
The formula has always been and always will be 
the same: Talent + 'Want-To' = Greatness."

"The decision to pursue greatness can be a 
scary one for a couple of  reasons. First, the 
physical and mental sacrifice required is enough 
to make many shy away from making the 
commitment."

No surprise there, right? But here's 
something very insightful: 

"Second, the pursuit of  greatness forces the 
athlete to put his ego aside and face the 
limitations of  his athletic ability."

In other words, Maurice says, athletes have 
to face this question: "What if  I do all that's 
required and then some, but I'm simply not 
talented enough to be 'great?'"

Do you know that feeling? I do.

What if  I lay it all on the line and then I still come 
up short?

Do you know what you have to do to avoid 
answering that question? 

Never pursue greatness. Accept mediocrity.

Someone once said, "If  you want to finish 
first, first you have to finish."

Some people hear that and choose never to 
run the race at all. That, after all, is the only 
way to guarantee you won't have to live with 
coming in last.

It's the same if  you want to be great. How 
can you get there? Pursue greatness. The one 
sure way you WON'T achieve it is by never 
pursuing it.

If  you really, honestly want to achieve 
greatness, go do something to push your limits 
this week. I believe in you!

Do You Have What It Takes to Be a 
Great Speaker and Build a Great 
Speaking Business?

S
U

C
C

E
E

D
S
PE

A
K
IN
G



17                                                                     Copyright 2010-2011 Succeed Speaking. All rights reserved.                                 

If  you’re battling burnout...

If  you’re looking looking for the spark 
for your new marketing campaign...

If  you’re struggling with what your next 
book should be about...

No matter the situation, there is one 
question that is always relevant:

Why do you do what you do?  

Why do you choose to make your living 
doing this instead of  any number of  other 
things that you could be doing?  

In my opinion, that’s a question we 
should ask ourselves on a regular basis -- 
daily, even -- because the answer brings 
peace when you need peace, and it brings 
inspiration when you need inspiration. (At 
least it does for me.)

This started “percolating” in my mind 
on Saturday morning, while I was hanging 
out in the backyard with our 4-month-old 
son, enjoying a beautiful day here in 
Nashville. As we were lying on the quilt, it 
just came to me that “This is success... I do 
what I do because it allows me to enjoy 
moments like this.”

(Your picture of  success may be 
different... this was my moment.)

Then again on Sunday night, we 
attended a concert to raise awareness for 
the work of  the International Justice 
Mission. This is a wonderful organization -- 
and you can learn more by clicking the 
banner in the sidebar. Listening to the 
speakers and the stories of  their work made 
me think, “Wow, that's such important work 

and I sit in an office all day pushing 
papers.” 

Then I took a step back and 
remembered, No, that’s not what I do. 
What I do is put a smile on meeting 
planners' faces every day when I relieve 
some of  their stress and help them create 
more successful events. I positively affect 
thousands of  lives on a regular basis -- 
indirectly, through the speakers I put on 
stage, or through the speakers who are able 
to reach more people with my business-
building guidance. 

That’s why I do what I do... not because 
I enjoy contracts and invoices.

What about you? Why do you do what 
you do?

You have one of  the most rewarding 
professions in the world. You have the 
vehicle to create a wonderful lifestyle for 
yourself  while helping people lead more 
fulfilling lives. That’s pretty special.

(And by the way, whether you talk about 
technology or marketing or leadership... 
whether you’re a bottom-line kind of  
speaker or a “soft skills” kind of  speaker... 
it’s all about helping people... so don’t think 
for a second that this isn’t relevant to you.) 

As simple as the question -- “Why do 
you do what you do?” -- is, I believe it’s one 
of  the most powerful questions you can ask 
in your business. 

Ask it of  yourself  this week and see 
what happens. (And feel free to report back 
to me!)

One of the Most Important Questions 
You’ll Ever Ask: Why Do You Do It?
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A couple of  weeks ago I wrote about the 
importance of  creating an “avatar” to increase the 
effectiveness of  your marketing communication. 
This week I want to add an important layer on 
top of  that: Your avatar should not look like you... 
because... 

You are not your customer.

Even if  you dwell among those whom you 
serve -- i.e. if  you serve managers and you are (or 
were) a manager yourself, if  you serve nurses and 
you are (or were) a nurse yourself, etc. -- you are 
not the same as them. If  you were, you would 
consider yourselves peers. You’re not peers, 
though. You’re a leader. You’re an expert. That’s 
why you get paid the big bucks! :-)

Here’s the thing, though: With expertise 
comes a curse...

The Curse of  Knowledge.

If  you read Chip and Dan Heath’s book, 
Made to Stick, you know what this is all about.  
(Great book, by the way, if  you haven’t read it.) 

The essence of  “the curse” is this: When you 
become an expert on something, it becomes very 
difficult for you to imagine what it is like to not 
know what you know now. Or in other words, it’s 
hard for you to imagine that not everyone knows 
what you know, or thinks how you think.

This, then, carries over into the way you 
speak, the way you write, and even the way you 
run your business.

Let's start with how this could affect your 
speaking and writing. The Heath brothers  use 
John F. Kennedy's famous 1961 call to put a man 
on the moon as an example... 

JFK said we would "put a man on the moon 
and return him safely by the end of  the decade." 
That's a pretty clear message, right? Not much 
room to confuse the meaning of  his words.

According to Chip and Dan, "Had John F. 
Kennedy been a CEO, he would have said, 'Our 
mission is to become the international leader in 
the space industry through maximum team-
centered innovation and strategically targeted 
aerospace initiatives.'"

The implication is that the CEO has a wealth 
of  background knowledge, so when she says, "Our 

mission is to become the international leader..." 
she is hearing in her head "...put a man on the 
moon and return him safely..." The audience 
doesn't have that background knowledge, though, 
so there's no way they could follow the CEO's 
thinking.

Do you see how this applies to you as a 
speaker? (As a matter of  fact, I'm pretty sure I've 
seen "My mission is to help you become the 
international leader in your industry through 
maximum team-centered innovation and 
strategically targeted initiatives" in some speaker 
promo materials. Sounds like a great teambuilding 
speaker, right?!)

Of  course the Heath brothers were 
exaggerating and I'm just playing around, but the 
point is real: As a speaker, you have to always be 
alert to the dangers of  the curse of  knowledge.

In terms of  the way you run your business, 
the curse of  knowledge can drive you to create the 
wrong kinds of  products and resources -- or cause 
you to not develop products at all. I was just 
speaking with one of  my Gold Inner Circle 
speakers last week who has, until recently, avoided 
developing products because he was not the type 
to buy products himself. But after one of  his 
clients urged him to develop a simple resource for 
their organization -- which the recipients loved! -- 
he's realized that there is a need for products, and 
now he's in serious product development mode!

You must remember that many of  your 
followers do want to buy products from you, and 
they’ll actually be disappointed if  you don’t offer 
them something. They don’t have your expertise, 
and they can't absorb everything you have to offer 
in one 45-minute keynote or even in a half-day 
workshop. They want to be able to take you and 
your valuable guidance home with them -- in the 
form of  DVD programs, e-learning systems, audio 
trainings, etc.

You owe it to them, and you owe it to 
yourself ! This is a real win-win. Don't let the curse 
of  knowledge tell you otherwise.

Now that I've given you just a couple of  
examples of  how the curse of  knowledge can 
strike, can you think of  other ways? Have you 
been struck by the curse in the past? How have 
you overcome it?

Don’t Let the “Curse of Knowledge” 
Derail Your Communication... or Your 
Business!
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What do you see in that picture?

I saw a very similar-looking cloud while on the 
shuttle from the airport to the hotel for the 
International Association of  Speakers Bureaus board 
meeting in Orlando last week (held in conjunction 
with the NSA convention). It was brought to my 
attention by a young girl sitting in front of  me who 
called out to her mother:

"Mom, look at the bear!"

Her mom, clearly ready for this travel day to be 
over with, shrugged it off, but I was pretty sure I 
knew what the girl was talking about. She 
confirmed:

"No, mom, in the clouds!" (As if  to say, "Of  
course I don't see a real bear.")

I looked up and sure enough, I could see it. (I 
found the picture above on Flickr, but the cloud we 
saw last week looked very similar.)

At first, I was just proud of  the fact that at 33, I 
still had a glimmer of  an 8-year-old's imagination! 
When's the last time you looked into the clouds and 
saw an animal? 

There's another message here, though...

Think about all of  your speaker promo 
materials (your website, your one-sheet, your video, 
etc.) for a moment.

When a prospective client looks at those 
materials, is it like looking at a cloud, where they 
have to use their imagination to draw their own 
conclusions about who you are and what you can 
offer? 

Oh, she must be a leadership speaker. 

Oh, I bet he's great for a real estate audience... 
unfortunately my attendees are engineers.

Or do your materials explicitly define who you 
are, what you offer, and who you can help?

In all my years of  representing speakers, I've 
found that clients are not very imaginative -- not 
when it comes to looking at speaker materials, 
anyway.

Nor should they be.

You don't want a prospective client to have to 
draw their own conclusions when they visit your 
website, watch your video, or review your brochure. 
Otherwise, you're taking a huge risk and they may 
very well come to the wrong conclusion and move 
right past you -- missing someone who may have 
been the perfect speaker for their event.

Here are a few tips:

1. Make sure your website paints a very clear 
path for the different types of  visitors. (i.e. 
"consumers" should go here, planners should go 
here, business leaders should go here, media should 
go here -- otherwise the wrong people will wind up 
in the wrong places and get the wrong messages... or 
just leave!)

2. Make sure it's very clear what types of  
audiences you are a fit for -- or not a fit for. (See my 
real estate vs. engineer example above... what if  you 
are a fit for both real estate professionals and 
engineers? Leave no room for doubt!)

3. Make sure the "ROI" from your presentations 
is very clear. (You don't want someone thinking, "I 
wonder if  she could help us boost morale in this 
economy?" If  that's what you do, state it!)

Get the idea?

I'm telling you this because too many times I've 
seen clients pass on a speaker who I knew would be 
perfect for their program, but the speaker's materials  
just didn't do him or her justice... and the client 
came to the wrong conclusion about who this 
speaker was or wasn't. That's very difficult to 
overcome -- and if  a prospective client draws the 
wrong conclusion while looking at your website, 
you'll never even get the chance to turn them 
around!

With some thoughtful planning and intentional 
copywriting, this doesn't have to happen to you.

Use Your Imagination... but Don’t 
Expect Clients to Use Theirs
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As you may know, Tony Robbins recently 
debuted a new show on NBC titled 
Breakthrough, about individuals and their 
families overcoming challenges and obstacles 
with Tony's help. Six one-hour episodes were 
ordered, but two weeks in, the show was 
cancelled due to poor ratings -- and not just 
poor ratings, but among the worst ever for 
debuts on NBC.

Needless to say, this is not the outcome that 
Tony envisioned, and here's what I learned 
from that:

1. You're never too big to fail. 

Tony has directly impacted the lives of  
millions of  people around the world with his 
best-selling products, speaking engagements, 
and live events -- and notable individuals pay 
him six figures or more to serve as a personal 
coach of  sorts. By now, he must have "success" 
figured out, right? With his name and know-
how, everything he touches must be gold... 
right? Nope. He doesn't have the magic formula 
any more than you or I do.

We're all human. We all make mistakes. 
Not everything we do is going to work out the 
way we want it to. It doesn't matter if  you're 
Tony Robbins or Michael Jordan or <insert 
your favorite success story here>. But…

2. You're never too big to stop taking 
chances. 

This show, Breakthrough, was a risk for 
Tony and a risk for NBC. Sure, reality shows 
are the rage right now, but never had a show 
exactly like this been done before. Maybe it 
would work and turn into the next big 
franchise, or maybe it would flop. (Now we 
know.) It was a chance they had to take, though. 
That's what successful people do. 

Never think "I've got it all figured out" and 
"I'm just going to sit back and enjoy the ride 
from here on in." You've gotta keep taking 
chances. Don't be afraid to fail.

Let me wrap this up with a couple of  
quotes that have resonated with me over the 
past week:

The first is from Dale Earnhardt, Jr., the 
NASCAR driver. Did you know that in the last 
six years, "Junior" has won just three races in 
the Sprint Cup series (the "major league" of  
NASCAR)? In his entire career, he's won 18 out 
of  386 races (4.7%). Talk about not being afraid 
to fail -- he loses over 95% of  the time! How 
does he keep going?

"You just keep working hard and working 
hard and showing up each weekend, and 
hopefully it starts working," Dale Jr. says. 

The last quote is from the former 
heavyweight champion of  the world (at least on 
the big screen), the "Italian Stallion," Rocky 
Balboa. I stumbled across the latest of  the 
Rocky movies -- Rocky IV is my personal 
favorite, by the way -- over the weekend, and in 
the grand finale fight, when he's about to go 
down for good, Rocky reminds himself  of  his 
own words: 

"It's not how hard you hit, but how hard of  
a hit you can take and get back up."

Does that sound a little like Dale Jr.'s 
philosophy?

Do you think Tony Robbins got back up 
from this latest hit?

Are you back up after getting hit by the 
economy's uppercut over the past 18-24 
months?

Keep getting up. Keep working hard. Keep 
showing up. 

I'm rooting for you!

Tony Robbins Fails... and We Should 
Follow His Example
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Yesterday I had a chance to speak with 
the #1 real estate agent in Tennessee -- he's 
also RE/MAX's #3 agent in the nation and 
#4 worldwide, and he's #36 on Wall Street 
Journal's Top 200 Agents list.

Terry DeSelms is his name.

Anytime you speak to some who's #1 in 
their field, how can you not ask, "What's the 
secret to your success?"

Terry's answer:

"I love marketing, and I just think I've 
been really good at branding myself."

He told me about how he sends out 10's  
of  thousands of  postcards, how he's done a 
regular spot on Dave Ramsey's radio show 
for 16 years, how he was the first agent in 
Nashville to put up a billboard years ago, 
and so on.

One the cool things he does: In his 
target area of  5,000 homes, he went out 
and took a picture of  every one of  them. 
Now he sends a custom postcard to each of  
those homeowners with a photo of  their 
home on the front.

As he said, 'How can you not pay 
attention to that?"

(If  you'd like to learn about a system I 
use that allows you to quickly and easily -- 
and cost-effectively -- do the same thing in 
our world, just send me an email and ask.)

The cumulative effect of  all of  this 
marketing is that prospective clients are 
much more likely to know Terry's name 
than the names of  his competitors.

He told me of  one time when someone 
called him and he asked how they found 
out about him. "I've been receiving your 
mailings and I just figured, 'You must be the 
expert in selling homes around here,'" the 
guy said.

I'm sharing all of  this with you because 
as I hope you can see, what it takes to 
become a #1 real estate agent is not so 
different from what it takes to become a #1 
speaker. Isn't your aim to lead more and 
more people to think and say about you, 
"You must be the expert in [your topic/
field/industry]"?

Of  course you need to be delivering 
quality content in a dynamic fashion, you 
need to show up on time, don't be a prima 
donna, etc. -- all the basics of  a "great 
speaker" -- but lots of  speakers do that. 
(Great marketing + bad follow-through = 
faster path to going out of  business.)

Terry said the same thing.

"I pay attention to doing the little things 
right and taking good care of  people -- 
otherwise I'd just have a lot of  people who 
know who I am and saying, 'He's a jerk.'"

But it's not doing the little things right 
that Terry counts as earning him the #1 
spot among more than 3,000 agents in 
Tennessee.

It's doing the little things right 
multiplied by creative,ambitious, consistent 
marketing.

Get to it... and have fun!

TOP SECRET: How He Became #1
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If  I asked, "What do you do?", how 
would you respond?

Would you say, "I'm a professional 
speaker"? 

Or maybe, "I'm a speaker on [insert topic 
here]"?

If  so, I think you're selling yourself  short.

I think "professional speakers" are the 
ones who found themselves in deep doo-doo 
in the last 18-24 months or so.

I think "professional speakers" are the 
ones who say "uh-oh!" when everyone starts 
talking about virtual programs in lieu of  in-
person meetings.

So, then, what ARE you if  you're not a 
speaker?

My suggestion: You are a *content 
creator*. A solution provider.

Now, you might have a sexier description 
that you share with those who ask. (If  you tell 
someone on the street you're a content 
creator, you’ll probably get the good ole, "Oh, 
okay.")

Your "street" description of  yourself  
should naturally describe exactly where your 
expertise is and the kinds of  solutions you 
offer. (Here's a fun little "Elevator Pitch 
Builder" from Harvard Business School: 
http://www.alumni.hbs.edu/careers/pitch/.)

What I'm talking about here, though, is 
how YOU view yourself  and your business.

If  you only see yourself  as a speaker, then 
you have a very one-dimensional view of  
what you're capable of. When you see yourself 
as a content creator, though, things get a lot 

more exciting. Then you realize that speaking 
just happens to be ONE way you deliver the 
content you create.

I would challenge you to look at your core 
content and think about all the people you 
can help with it. Who needs to hear what you 
have to say? Who can benefit from your 
expertise? Who would be inspired by your 
story?

Now, how many ways are you currently 
delivering your content? What are they? 
Books? CDs? DVDs? Do you have a 
membership site? An ezine? A blog? A home 
study course? A virtual coaching program? 
Licensed coaches?

The big question:

Do you have a channel to deliver your 
content to every "type" of  person who needs 
to receive it?

If  not, who is being left out? What would 
you need to create to reach them?

This is the mindset for building a 
successful, sustainable speaking business (if  
you ask me).

If  you've already got it, good! Then keep 
pressing on.

If  you haven't been thinking this way, 
that's good, too, because now you have some 
ideas about how to improve your business! :-)

Make it a great week!

You’re Not A Speaker
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Historically, "double-digit growth" has 
been the measuring stick for truly successful 
businesses, but what if  you could go beyond 
double-digit growth to achieve TRIPLE-
digit growth in your speaking business? 
What if  you could double or triple your 
business – even in this economy? 

In talking with speakers recently, I've 
heard from some who are reporting 
tremendous growth this year, but many still 
express fear, frustration and discouragement 
coming out of  2009. One speaker described 
himself  as being in a "bunker mentality." I 
completely understand where he's coming 
from, but I urged him to break out of  it, 
because that's an extremely dangerous place 
to be. Standing still may be advisable if  
you're in quicksand, but not if  you're trying 
to grow your business.

If  you want to experience remarkable 
growth in your business, I've found five key 
qualities to be necessary: 

➡Be bold: Show no fear in the face of  
potential dangers or obstacles. 

➡Be innovative: Don't get comfortable 
with the way things have always been 
done.

➡Be valuable: Enhance your service to 
become even more important to 
prospective clients.

➡Be persistent: Persevere, no matter the 
opposition or discouragement you 
encounter.

➡Be-lieve: Have confidence in what 
you're doing, why you're doing it, and 
where you're headed.

We've put these qualities to the test at 
The Speakers Group, and I'm grateful that 
I can report we finished February up 283% 
over the same period in 2009. Even more 
meaningful, we've just had our best 
December ever, best January ever, and best 
February ever. I can only attribute it to bold 
moves (like hiring a full-time agent while 
other speakers bureaus were laying off), 
innovation (like launching a new division 
focused on higher-ROI speaker 
engagements), adding value to our service 
(like publishing a content-focused mini-
magazine rather than the traditional 
speaker catalog), persistence (we were 
stretched to the brink before the current 
"best ever" streak began), and a strong 
belief  that we're doing the right things the 
right way (which is the key to persistence). 

I wouldn't advocate five key qualities 
based only on our experience, though. I see 
these same qualities in the speakers who are 
reporting strong growth in their businesses, 
and these are the same qualities we 
demonstrated when we led Premiere 
Speakers Bureau to be named one of  the 50 
fastest growing companies in Nashville 
during my tenure there. Bottom line: I've 
never seen a person or an organization with 
these qualities fail.

I challenge you and encourage you to 
embrace these qualities in your speaking 
business and see what happens. I'd love to 
hear your report! 

5 Keys to Double Your Speaking 
Business
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Want more help for your speaking 
business? 

Visit www.SucceedSpeaking.com to sign up 
for the weekly Succeed Speaking newsletter, 
read the blog, learn about available 
mentoring services, and more!
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