INLAST MONTH'SINTERVIEW,
the marketing
leader and sought-after consul-
tant, mapped out the four steps to
greatness. In part two, Jay explores
another important concept — pre-
eminence, which is about distin-
guishing business, marketing and
advertising as the standard of what
is possible. It’s the concept at the
center of his best-known work,
Getting Everything You Can Out of
All Youve Got.



REEMINENCE comes from the
Latin word “praeeminer,” which
means “rise above or excel” It's a
type of high status or distinction
for anyone considered to be the best at
something. People with preeminence in-
clude the president, billionaires, and leg-
endary athletes such as Michael Jordan,
whose preeminence filled stadiums with
raving fans and drove fear into the hearts
of his opponents.

For insurance advisors, being preem-
inent is based on empathy. It's knowing
how clients think and feel, building a
practice from that understanding, and
then fulfilling that need like no one else.

Figuring out what people want and
need is always the hard part. It’s easy to
imagine devoting many hours and dol-
lars researching the market, surveying
prospective buyers, yada, yada, yada.
But Jay says you don't need to do that.
In fact, he argues that you can take the
same time, effort and money that you are
already spending and simply tweak what
you're doing for enormous gain.

Great, you say, how do you figure out
what the magic tweak is? That’s the pro-
cess that Jay talks about in this interview
with InsuranceNewsNet Publisher Paul
Feldman.

FELDMAN: We have talked about the
four steps to greatness but I also want-
ed to discuss preeminence, which has
always been a key concept of yours. How
does that concept apply to people and
their business?

ABRAHAM: The strategy of preemi-
nence is a powerful yet simple strat-
egy that can transform your business

or career. It draws people to work

with you instead of your competitors.
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It gives you uncanny insight into what
people want and why they act and re-
act the way they do. It turns clients into
friends for life. It strengthens your pas-
sion and connection with everyone in
your life, inside and outside of business.

Preeminence is based on one thing —
empathy — but I don't believe one size of
preeminence fits all. It’s a dynamic con-
cept that has to be translated to the role
you are going to play in the market.

You can be a preeminent ice cream
vendor because you make a wonderful
process out of stopping for 10 minutes
for a beleaguered adult who is stressed
out of his gourd. You acknowledge the
person and you make that moment re-
generative and nostalgic. You've got to
understand what role you are playing.

So, I am not at all suggesting that it’s
the same answer for everybody. But
there is an answer for everybody. There
are many examples of mediocre compa-
nies catapulting themselves to positions
of preeminence by analyzing what it
takes relative to their market niche.
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FELDMAN: Can you give us an example
of that?

ABRAHAM: We had a client that was
a very large furniture store generating
$40 million in business.

We saw that they were spending a
couple of hundred thousand dollars a
month in full-page ads in their news-
paper on Sunday. Those ads would
drive a finite number of leads into
their store.

We wanted to find the easiest first step
for the business to make a difference.
So, that wasn't going to be changing the
ad, although we could have done that. It
was changing the dynamic that occurred
when people walked into the store.

The normal dynamic people are used
to is, “Hello, can I help you? Is there
something you want?” And most people
say no and then there’s disengagement
and the power is lost, correct?

FELDMAN: Sure. That is a typical expe-
rience in most stores.
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ABRAHAM: We tested 33 different ways
of greeting people in the store. We used
the same lead flow, same person and the
same time so there was no real change
other than what they said. We didn’t do
anything to their business model that
might have been intimidating to the
business.

The winning greeting tripled the num-
ber of buyers from the people who went
into the store. So, of the 2,000
visitors a month, instead of clos-
ing 150, they closed 450, three
times more. This by doing noth-
ing different other than changing

FELDMAN: Do you have any idea why
that greeting worked better than the
others?

ABRAHAM: We realized that it put con-
trol of the selling situation in the hands
of the salesperson. The visitor is going to
answer, “Well, I'm here for a French bed-
room suite” Then the salesperson says,
“Oh, is this replacing another one? Do

Four Steps to Greatness

same full page for an ad but realized that
some of them had five times the impact
of another while others actually had a
negative impact. So, I learned testing
and variability.

So once we had that process working,
we moved to their advertisements and
begun testing new headlines. The head-
line is really 80 percent of the ad. It can
double, triple, quadruple, up to 21 times
the effectiveness. Then we
tested the description of the
furniture.

Each one of these tests mul-
tiplied the yield. We didn't

what was said in the beginning of
the relationship.

But that’s not even the biggest
impact. The average sale went
up. And that’s not even the big-
gest impact. People kept coming
back. That’s not even the biggest
impact. People coming back told
other people and it’s on and on.
And it was only the first thing
we changed because we want-
ed to be nonthreatening to the
business.

FELDMAN: That’s amazing ex-
ample of big impact occurring
from a small change But I have
to ask: What was the winning
greeting?

ABRAHAM: The winning phrase
was this: “And what ad brought

Know what

Get a road

map to
greatness.

Stay the
Develop ourse
your self- Success is not
confidence. a straight; ol
easy, road

“There are four reasons that few if any

perform even remotely close to greatness.

When you realize how to operate in that
rarefied strata of greatness, the impact,
the performance, the results, the connec-
tion, the relevancy that emanate from it

spend another dime on ad-
vertising or on the furniture
store. Didn't spend another
minute embracing them at
the door but we changed the
dynamics. In that case, there
were about 10 different lever-
ageable dynamics.

FELDMAN: You are well
known for the work you
have done when it comes to
leads and marketing. What
is the one thing every one of
our readers should know?

ABRAHAM: I used to be in
the lead generation business —
I've done so many things in
my life. It was 30 years ago
and to this day most people
still dont understand. A lead

you into the store today?”

Now, we didn’t know this
would work, which is why we
tested many greetings. I come from
a school that understands variability,
where we find the different ways to do
the same thing to discover the one that
will out produce others by as much as
21 times. That different method will
take the same time and effort with
the same interaction and capital and
leverage it for as much as 21 times bet-
ter result. But then it gets mind-blow-
ing because that’s true of almost every
one of the 20 or 30 impact points with
customers and clients.

There are so many ways that you can
take the same time, effort, money and
multiply and re-multiply the yield. The
opportunity is fixed — what you do with
it is variable.
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is asymmetric. It’s geometric.”

you have French furniture in the rest of
your home? Is it a condo? Are you mov-
ing in?” And then it’s an advisory role.
That ties to being a trusted advisor.

FELDMAN: That shows the power of
testing, because you can stumble on
the right answer and figure out the rea-
son later. What else did you do with
this client?

ABRAHAM: First, I should tell you about
how my life changed in 1960 when I read
Reality in Advertising, a book written by
the advertising legend Rosser Reeves in
which he did all these analyses of ads
and commercials. He saw that the com-
munity had the same 60 seconds or the

is not a lead. There is a differ-
ent quality of leads, different
convertibility, leads that turn
into different categories or types of busi-
ness, leads that produce different kinds
of referrals and so on.

Most marketing people and business
owners think tactically when it comes
to leads, but in order to grow expo-
nentially, you must think strategically.
I have found that when it comes to lead
generation and marketing you need
to have multiple support columns like
the Parthenon in Athens. I call this the
Parthenon model, because it is built
around several pillars of activity. It is
majestic, strong, stable, sustaining and
robust.

Unfortunately most businesses have
one primary column for lead generation
and marketing that leads to 90 to 100



FEATURE » THE PREEMINENT ADVISOR

| = P =]

des
>=
=

1
1

o) = G

2
<

=W
=t

i'it‘

Q)

—yang
’—1’3 v (1. ~
7

)

L
i

Hamlle e k72

Wi

~

pes

LY,

ELEE
Z Ot

e )
1 ) @90 e = U T T

When it comes to lead generation and marketing, you need to have multiple
support columns like the Parthenon in Athens. This is the Parthenon model, built
on several pillars of activity to be majestic, strong, stable, sustaining and robust.

percent of their business. I call this the
“diving board” which can only lead to
gradual business growth.

If you can move your business from
the diving board model to the Parthenon
model, you will no longer be dependent
on that one primary activity. But that
one activity will actually improve as all
the other activities will reach out and
impact that one activity.

FELDMAN: How do you help clients do
things differently? Even though they ap-
proached you, I would think there is still
a reluctance to do things differently.

ABRAHAM: The first thing is they have
to see how much more is possible.
They've got to be able to see objectively
without being embarrassed or self-con-
scious about what they are doing now
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versus what they could be doing differ-
ently. And that requires them to sort of
travel a little or a lot outside their own
world and see what’s different.

FELDMAN: How do you help people see
that path?

ABRAHAM: I say, let’s look at your per-
spective — what’s your philosophy on
this? That’s the first question: What’s
your ideology? And then the second
thing is: Why? The third is: How are you
acting on it? What are you doing every
day? How are you using your time? How
are you using your opportunities? What
is the driving force? What are alterna-
tive ways to do these things?

FELDMAN: You made the point that the
alternative ways of doing things don't

have to cost more money, time or effort.
How do you get that point across?

ABRAHAM: Well, I can use for an exam-
ple a health/exercise regimen that’s very
popular now — the P90X.

Everyone basically comes up with a
particular exercise regimen. Youre go-
ing to be a weightlifter or a runner or
do yoga or whatever. And this guy did
research and found out that’s good, but
if you break it up and you do different
workouts every day, your muscles don’t
get lazy. You can just multiply the out-
come for the same or less effort and it
has more sustainability.

But it can't happen until you ques-
tion, in a constructive way, how you are
using the elements of your situation.
First, you've got to break down forensi-
cally and question what you are doing.
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Nothing happens unless you have a keen
it pragmatically in a way that reinforces

FELDMAN: What do you mean by
breaking it down forensically?

ABRAHAM: It requires critical think-
ing, which most people don’t do. It re-
quires thinking about every time you
have an interaction or just a meeting,
discussion, observation with anyone
who has a piece of the puzzle that you
don't. It is being able to take a moment
of reflection and say, “Wow, what is it
about that person and that interaction
that was special?”

I'm not talking merely in the context
of your profession. If I go to McDonald’s
and have an extraordinary experience,
the first thing that I do is stop in mid-
stream and think: What did that young
woman or man do that was so engaging
that I felt special? That they made me
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feel that they were personally making
this meal something wonderful for me
or my family? Or they were personally
taking care of it?

FELDMAN: One of the messages I got
from what you have been saying is that
it's important to have small successes,
learn from them and move onto the next
one. Is that right?

ABRAHAM: Yes. I had my neck operat-
ed on about two years ago. And I used
to be just an animal. I had a 44-inch
chest and a 28-inch waist and I could
do — I'm not saying to be a braggart —
but I could do 400 dips at a time. Now
I'm in physical therapy and the ther-
apist asks me to do 10 slow push-ups
and he makes me feel proud that I can

do that. I've got none of the muscle
anymore but I was happy because I had
done it. Then he makes me do 12 push-
ups and three sit-ups. I used to be able
to do 800 push-ups. He doesn’t say,
“Jay, do 800 push-ups”

We tell people, “Don't just jump in and
do something” Get a context of all that’s
possible so you can get excited. And
that’s the stimulus and the carrot that
will drive you on. But first, find the eas-
iest, simple change that will require no
additional effort.

FELDMAN: YouTe talking about vi-
sion a little bit there. And something
we talked about last time was getting
a vision of what greatness looks like —
the first step to greatness. It seems like
some people have a very specific pic-
ture, like making $2 million a year and
having a 10-person agency in two years.
If people are envisioning something like
that, is that what you mean or might
that be limiting?

ABRAHAM: There are three implications
of what you said. When somebody says
something like that to me, I ask, “Why?”

And they will say, “Well, because my
average person produces $100,000 of
profit for me and I want to make $1
million, so I need 10” And I say,
“OK, but what if you could get your
average person to produce $300,000
and generate five referrals each a
month and you didn’t have to do have
all the overhead?” So the first ques-
tion is why.

Second is: Why are you accepting your
current standard as being the fullest po-
tential possible?

Third is when you start shifting
their focus to this greatness or preem-
inence and being value-based. Every-
one says, “Well, we give great value”
But it’s nowhere even remotely close
to what it’s like to be operating in a
preeminent role.



Once you infuse your organiza-
tion with this sense that they are
the most trusted advisor for life for
not just everybody they sell to but
everybody they interact with, it fuses
their being with a whole heightened
sense of purpose and a whole different
distinction.

Then you grow people who have to
maximize because they are on a cru-
sade to add value. They know that your
organization protects, advises and con-
tributes so much on a higher level to
the prospective client that it’s a disser-
vice to that client to allow your com-
petitor to sell to them. It’s not because
you hate the competitor but because
you guys are so much more heightened
in what you do for clients. Then you
grow faster because everyone is per-
forming at optimum.

It doesnt happen instantly. It’s not
like the book The Secret where you think
and you utter some kind of a meditative
thing and everything just manifests itself.
Nothing happens unless you have a keen
understanding of the factors and you do
it pragmatically in a way that reinforces
your belief in yourself and the process.

But, that stated, why only 10 employ-
ees when you can have 20? Most people
suspend such a low ceiling of aspiration
and performance on themselves because
they don't realize how much is possible.

FELDMAN: How can people realize
what is possible and then act on it?

ABRAHAM: Here’s a great quote from
Bob Proctor, a coach and speaker. He
said, “Most people in business strug-
gle in life with the wrong non-verbal-
ized question” They are tormented
with the question: Am I worthy of
this? Can I really grow from two sales-
people to 10 in four years? Can I real-
ly grow my income in this commod-
itized, ultracompetitive market? Can
I really compete against these bigger
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agencies? Can I really stay in the game
long enough to retire with security?
He says when you realize how much
more is possible, you will shift the ques-
tion. It will no longer be: Am I worthy
of this goal? It will become: Is the goal
worthy of me? Because you can raise
your game many times. I've seen people

redouble and double again their results
once they shifted their focus from medi-
ocrity to preeminence.

It starts with the commitment to
yourself that you are not going to accept
a fraction of what life has to give you and
what you have to contribute to it.

FELDMAN: How does being preeminent
transform a business — and a life for that
matter?

ABRAHAM: When you are preem-
inent, you think of your role as being
the benefactor, the multiplier, the cre-
ator of value for your client. The reason
it’s about the client is if you call them a
customer, then you've already submit-
ted to the world of marginalization and
commoditization.

Look up in Webster’s the definition
of a customer. It’s trite. It's someone
who buys a commodity or a service.
When you refer to them as a customer,
it means you are not treating them as
anything more than that and you have
accepted that you are nothing more
than a commodity.

understanding of the factors and you do
your belief in yourself and the process.

If you call them a client and you see
your role as their most trusted advisor
for life and you really understand not
just abstractly but in a granular way
what executing that role looks like, you
will start treating them always as a cli-
ent. When you look up the definition
of client, it is someone who was under
the care, the protection, the well-being
of the market.

Now, am I saying that everybody is
going to do it? Of course not. I'm saying
the ones who do will inherit the world.
They distinguish themselves. They are
not price-oriented because they are pre-
eminent. They are seen as the greatest,
most trusted source to whom their cli-
ents want to turn. @
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