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Speaker 1:

Everyone, this is going to be very deep, very
provocative, and very liberating in terms of
connecting you very analytically and very
transactionally and very strategically to a new
way of thinking about your business. It's going
to start with a basic background interview of
somebody whose mind and achievements |
admire. Then we're going to take his thought
process, his strategic approaches, and with his
great consent, he's going to share them with
you. We're going to do it even in a power
pointish way so you really can understand it,
and intermittently | will interrupt not to be
rude, but to just make sure that you gain and
grasp the magnitude and the importance of
what he is saying. We're going to take him
before, during, after, and have him summarize
with some perspectives, some lessons, and if
this session doesn't shift your strategic
paradigm, your business thinking, shame on

you. Let's get started introducing him first.

Dan Roitman is a very unusual and very
accomplished entrepreneur. He founded a
company that is called Stroll. It does things that

no one else does.
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It is the leading provider in the sector of

foreign language training.

I'm going to probably be off by plus or
minus 100,000, but he's got hundreds and

hundreds of thousands.

Not tens or 100,000, but hundreds and
hundreds of thousands of people that he has

taught Spanish and other language to.

He is a masterful marketer. He has been
distinguished by Ernsten Young as one of the
top entrepreneurs under 40. He has been
honored an enormous of direct marketing
circles, meaning people who make their living
being masterful marketers, acknowledged him
as being a more masterful marketer. You've got
somebody with a really really good marketing
mind. You got somebody who | adore because
he understands that marketing is really not just

creativity. It's analytics.

You ask the market questions, price,
proposition, what they want to buy, what they
don't want to buy, and they will tell you. He is
very disciplined but very strategic and we are
going to get into right now a little bit of his

background, how he evolved that way.
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Then I'm going to turn him loose to share
something that he has very rarely shared with
anyone else and he's very generous to do it. If |
were you, | would pay such close attention and
such notes and just Dan, so you know how this
will play out. I'm going to use it in a multitude
of forms, including in English. In Asia, we will
stop it intermittently so the translator can

translate. Welcome.

Dan: Thanks. Appreciate it.

Speaker 1:

| appreciate it in advance for everybody. Before
we start with going deep in your thinking, why
don't you give us a little background on how
you got to the place of being a masterful
marketer, an outrageously analytical marketer,
and the dominant player in a very competitive
field?

Dan:

| started off my senior year in college. Basically
started the company while | was still in school.
One of the challenges of entrepreneurship is
that school just doesn't prepare you for it. |
was a business major. | had other degrees as
well, but it didn't really prepare me for
anything. It just gave me some basic concepts,
but everything else, | had to learn on my own.

Really started off just on my own really,
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ultimately. | had some partners early on. | was

carrying most of the weight.

Speaker 1: Did you have a strategy when you
started?
Dan: Yeah. | started the company with the

focus in one area. Originally, we were focused
on what you could call a digital highlighter. The
idea was | had seen this product that | thought
had tremendous potential. | didn't think it was
marketed very well. It was this text scanning
pen. You could scan printed text and it
converted it into computer usable text on the
screen. Students could use that for outlines,

summaries, study guides, and so forth.

Speaker 1:

That sounds very interesting.

Dan:

| thought that it just made being a student
easier. | had some ideas on how to sell it to
college students. Long story short, [inaudible

00:05:43] convinced this company to give me a

FESBETEELZHFAENFLEAS-DTY,
BN TEHEROFFIE, AYITBETLL,
FFRLITNA— b F—DZHELEL, HOEY
FEICERGOIFEERICEA T NFELL,

AE—H—1:
SR FWROFIE, BREBSEEE oZATY
ne

CIE

AA. BISHEWOEEFICT. 1 DORFICEF
LTWELR, &b, BfzblE. 72200
A4 3—EFENDBDICEFLELSELTY
FL=, TOEZIE, AR EHDHTOFY
FT. REGLBEMATRESZHOTLEELDOTL
Tzo BETNNZFARIZT—7y ME (FIBETRE
h3d) LIFBR->THIVFERATLR, TOBERIE
fAIMEWNSE, SOTERRAFYUIZUIRY
TY, MRlEh=TFRAEXFro L, ZOR
UBNENEPCORY)—VETTHFRARELT
FZHLEDICERLTCNDDTY,, £zl
ToORIA40, B, 2T 104 FE, Al
CEIHESIENTESBTLES,

RE—H—1 :
ZTHRIFEEZ S TR,
5y

FhZ, TOBERD, EREZLVEICSETHITS
NBEHFEB>TVELR L. REOERESIC
FDODHEELE LTV ODDT A T4 7 %4
S2TWELR, O AT,




little bit of funding and started marketing it on

college campuses. That was the genesis.

Speaker 1: You were doing it yourself,

wraps, signage, how were you doing it?

Dan:

It was actually the strategy was that if we
donated the pens to the library system, then
we'll be able to get access to the campus mail

system for free.

Speaker 1: The pens were the devices.

Dan: The pens were the devices.

Speaker 1: They had-

Dan: [Inaudible 00:06:09] there. Then
they'd want to promote it and then we'd get
free access to the campus mail system to do
direct marketing, which would save costs on

that front.

Speaker 1: It makes good sense on paper.

What happened?

Dan: Started at the University of
Maryland, moved to Georgetown University,
then was ready to expand to 20 universities.
This Swedish company, for whatever reason,
they decided to move in a different direction
and use their optical technology in medical
applications and security applications and so

forth. Really at that point, | had to scramble to
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find something else to do.

Speaker 1: Your product and vyour

whole strategy got eviscerated instantly?

Dan: Exactly.
Speaker 1: Then what happened?
Dan: Somebody had already built up the

skill set of marketing online because we just
didn't limit it to universities were also selling
online. From there, we pivoted a few times and
then ultimately we stumbled across, in 2001 ...
| started the company in 2000. In 2001, we
stumbled across this amazing language
learning system that again, | thought this
product had a lot of potential. It wasn't very
well known at all at that time. Really started to

focus on that. The rest is history.

Speaker 1: You got a license to do it. You

didn't create it from scratch.

Dan: Absolutely. When we started selling
it, we quickly became one of the ... Simon and
Schuster one of the largest publishers in the
US. We started selling it on a resale basis. We
would just source it from a distributor. We
quickly became one of the largest resellers in
the audio books division for Simon and

Schuster.
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Speaker 1: Simon and Schuster is
huge.
Dan: One of the challenges was that we

didn't have the margins we needed to scale.
When you do direct marketing, you absolutely
have to have a high gross profit margin.
Typically, you try not to go lower than 70%.

Depends on the product of course.

Speaker 1: You could have a great

product, but if you don't have enough
allowable cost to acquire whether it's your
final buyer or your initial buyer or just your
prospect that you have to convert to a buyer,
you can't scale, you can't expand, you can't
grow to enough substance or critical mass to

make the business meaningful.

Dan: Most businesses, if all you can do is
count to 2, | buy for one, | sell for 2. You
probably will be okay. Direct marketing, not so

much. You have to learn to count to maybe at

least 7 or 8.
Speaker 1: | love the analogy.
Dan: If | sell for 7, | sell for 8. That's a

fundamental. Unless the price point is maybe
large enough, maybe you could make it work.
Usually you need the margins because you
need to be able to spend 20-30% of revenue

on marketing.

Speaker 1: What most people do is
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perform a mentality. It's wonderfully admirable
in an absolutely tragic way that they look at
in direct

their marketing online already

response area

and they think I'm going to get blank percent
but they didn't realize XXX is acquiring the
first sale can be very expensive, particularly in
a cluttered world where attention is limited
and priceless to capture and options and

alternatives are infinite.

Dan: Yeah.

Speaker 1: Continue.

Dan: Basically, my journey has been one of
moving from entrepreneur professional

manager in some sense. The business took off.
We put in place a licensing agreement with
Simon and Schuster. That gave us the margins
immediately to be able to scale the business.
Then really that's what Put together
presentation for you. That's really how all the
things coalesced. We figured out this magic
formula of how to scale the business and just
continuously keep growing revenue and
profitability. We eventually figured out the

systematic way to approach growth.

Speaker 1: You said one more thing
that | think is infinitely important to an
entrepreneur. You became a professional
manager. You realized, I'm presuming and if |
am wrong, please clarify that to grow the
business to its potential, to optimize it, it had

to be disciplined. You had to have specialists.
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You have to have great analytics, data. You had
to read it. You had to act on it. You had to have
that maximized  and

systems really

processionally advanced and enhanced
everything because without them, you're

episodic and you're erratic.

Dan: Absolutely. | remember when | won
the entrepreneur of the year award from
Ernsten Young in 2012 for the Philadelphia

region.

Speaker 1: Which is a great distinction,
everybody. That's means out of thousands of
entrepreneurs, he was designated and elevated
to the stature of entrepreneur of the year in a
very competitive city where there's a lot of

very formidable companies. Go ahead.

Dan: It's funny too because | was friends
with some of the people | was competing
against. That's a separate story. The first thing |
said when | had to speak was just it really is a
function of having a great team. You need to
be able to exceed the length of your own
shadow. It's very difficult to be able to do

anything substantial about it without a great

team.
Speaker 1: Again-
Dan: It sounds like a cliché, but it's not.

When you realize eventually that you have
such brilliant people around you that sure,
there's always some area where you can
maybe see further than everybody else from

one vantage point. They might make you see a
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lot more clearly around all the dimensionality

of something. A team is just key.

Speaker 1: Again, just forgive me
because I'm not trying to disrupt you, but my
big observation of most entrepreneurs and
why they don't grow is they don't appreciate,
they don't attract, they don't grow and
develop and truthfully they don't respect
talent. Without talent, human capital is the
most leveragable and | think undervalued,
under utilized resource in the small medium
entrepreneurial world because | don't think
that they really grasp how outrageously
impactful it can be once you respect and once

you acquire it and once you harness it.

Dan: Absolutely. Productive capacity of a
country is its people. That's really in today's

age, that's what it's all about.

Speaker 1: | love that. Now, take off

the gloves and really share a strategic
methodology that has provided you with an
enormity of success with a dominant business
in a sector, very competitive with the ability to
grow at a very impressive level and with
predictability about what's going to happen in
the future, which most entrepreneurs don't
have a clue. Explain as much as you are willing

and as deep a way as you are comfortable.

Dan: | put something together for us. Let

me pull that up. I'll walk you through it.

Speaker 1: That will be wonderful.
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Dan: A little hyperbole but a magic
formula | discovered to rapidly build an $85
million business from scratch without owning a

product and using only credit cards to get

started.

Speaker 1: That's a pretty provocative
statement.

Dan: As | mentioned, | started at the

University of Maryland back in 2000. It started
in my dorm room. Really most of the funding, |
had some dollars | had saved up and | had a
tiny bit of investment from some other people.
For the most part, that dried up as the business
had to pivot into something else. Ultimately,
the company was started with about $70,000
in credit card debt.

Speaker 1: That was probably scary.

Dan: | was basically having to live with my
parents. | was at the point where | already
$20,000 in credit card debt where | saw the
inflection point. I'm a calculated risk taker. | felt
it was a great move. | wasn't really that worried
about it. | just had confidence because | saw
the numbers when you're measuring
everything. It's more about taking an

intelligent bet and betting heavily.

Speaker 1: Measuring so you know

what you're dealing with.

Dan: Exactly. That's the first [inaudible
00:16:30]. If you have a profit model that's

actually working, the most important thing in




any business is acquiring just even one
profitable customer because if you can acquire
one, you can acquire many. It's just until you
have that first, we call it the big click. Until you
get that, you really just, in a fishing stage, just
trying to find something that works. That was
the first part. We got through that. We found
the Pimsleur Approach. We started scaling it.
I'd say we consider our business today a next
generation direct marketing platform. We're
really proud of the fact that we were able to be
profitable very early on and just had
phenomenal growth rates historically. We were
on the N5000, which is a list of America's 5000
fastest growing private companies. We were on

that list for 7 years consecutively.

Speaker 1: That's wonderful.

Dan: The company has been high growth.
We grew Pimsleur Approach into the second

largest language learning brand in the US.

Speaker 1: Pimsleur Approach is the
brand that they market.

Dan: Exactly. That's the brand we market.

I'll take you through how | did it.

Speaker 1: Please.

Dan: Ultimately how we did it. | always
like to share as an entrepreneur what |
consider 5 key success factors beyond just the
formula that I'll share. The first one, especially
for entrepreneurs is this decision point. | even

had this conversation yesterday with another




entrepreneur. Basically, it's this decision on
deciding to go big and corporate as opposed to
just having a life style business. Life style
business would be defined as really just a few
people in the company, not having to hire in
employees and really set the company up to
expand beyond just the entrepreneur doing
most of the work. Usually that requires the
company to have to sacrifice significant profit.
In other words, somebody has to take a pay cut
to be able to reinvest that money to hire these
other people. Then to eventually, the curve is,
it depends on the business, but 2-4 years later
finally make as much money as they would've
made before. There's this corporate hump that

you have to get over.

That's a decision point. It's important to be
really clear because if you're not sure that
that's the business you want to have and the
responsibility level you have and all the extra
work you have to do, it's just not even worth
going there. You should just make sure you
align the business goals, which are personal
objectives. That's the first key success factor.

Speaker 1: It's knowing the game
you're playing and what your outcome is at the
end or as you progress because if you don't

know where you're going, you can't get there.

Dan: Exactly. The second thing is investing
in knowledge. As | mentioned before, college
doesn't prepare you for business ownership. |
remember the first ... | never stopped but the
first 3 years, | would work 12 hours a day and

I'd read 4-6 hours a day.
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Speaker 1: What would you read?

Dan: I'd read trade publications, I'd read
books, I'd read basically anything that could
possibly help me. Learn more, learn about
marketing. Some knowledge too was just,
given that | started from scratch, you have to
understand a lot of different disciplines to be
successful in business. There's a learning curve
too on HR, management, just the basic
functions, legal, the basic functions of a
company. Then also the specific skill set that
really sales/marketing are one of the key
functions in any business. You have to get
business in and then you can worry about
managing it. Then there was also the learning
curve of the best practices for how to market
online. That's what the second thing is. Heavily
investing in knowledge. Still today, | read 30-50
books a year and go to many different industry
conferences and certainly talk to a lot of

people.

Speaker 1: Tell everyone why because
one of my colleagues, and I'm going to send
you a wonderful, we have a $60,000 e-learning
platform for companies 100-500 million. It's
very sophisticated. My partner made a
profound point. The average person reads

maybe 5 books a year.

Dan: | think that's high. It's 2 | think. If not
2 in 10 years.
Speaker 1: If the knowledge base of

the world is multiplying at 10 times that, you're
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eroding and becoming so obsolete in your
relevancy, currency, and competitive viability.

It's very hard to catch up once you lose it.

Dan: Look at Warren Buffett's right hand
man, Charlie Munger. He has a quote where he
says that basically he's never met a very
successful person who wasn't reading all the
time. You just have to keep up. There's no
other way. Then the third thing is building a
great team. | mentioned this earlier, but even
early on, people thought | was crazy when the
company was small and we decided to invest
30% of our profit in hiring a full time recruiter.
We had established some very clear values that
we wanted to have as individuals of the
business and for the people that we wanted to
hire. We wanted to make sure that we could
have somebody who could really have the
luxury of time to be able to find that great
talent that great hire. That was a key

investment there. Team is critical. The next

thing is building a great network.

Speaker 1: What do you mean by
that?

Dan: | was lucky early on because in
veraciously reading, | came across some

articles where they were just so profound. |
just couldn't understand who the people were
that wrote that information, that had those
insights. | remember there was this time |
came across these articles and | spent ... | must
have stayed up all night reading everything and
anything. Ultimately | called up the owners in

this consultancy in the morning. | was dead
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tired and | was just like who are you. It forged a
friendship. Basically the term conversion rate
optimization came about from a company
called Future Now, which was run by Jeff and
Brian Eisenberg. | had befriended fall leaders in
the space because | was young and | was eager.
They'd say give me an idea and I'd implement.
They took me under their wings and | got to go
to trade conferences that | wouldn't have been

able to afford otherwise.

Speaker 1: That's fabulous.

Dan: That then spawned other friendships
and knowledge. Eventually, | had networked
heavily with other direct marketers. The
importance of that is that you learn what's
working and where it's working and you don't
have to guess as much. That just increases the
accuracy of your execution and your planning
and so forth. You get an insight into what the
best practices are for others and you can apply
that to your business. That's where building a
great network is absolutely critical. Then the
5th thing really was discovering this magic
formula. It has 2 parts. The first part is
contribution margin. The amazing thing about
contribution margin is the concept in college is
taught in such a complex way when you're
taking accounting classes. There are all these
formulas and so forth. If you go on Wikipedia,
you can see everything. Just even looking at
this can make somebody dizzy. The concept is
so simple and so powerful that if it was taught
I think

better, it would be more in use.

Contribution margins has been just such a
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critical part of our business.

Let me give you an example here to explain it.
We call this Big Joe's Burger Shack. How did it
go from burger to contribution margin and
how Big Joe's employees get paid. This is
America at its finest. This is nice big juicy
hamburger. We've got revenue of $5. This is
what the customer pays to Big Joe for his
burger. Then you've got the product cost. The
product costs are the bacon, the bun, the
lettuce, the tomatoes, the double patties here.
| guess you got 3 maybe. In any case, that's $3.
If you subtract $3 from $5 dollars, you have $2.
The S2 is the contribution margin in this simple
example. That's what is left from each sale to
cover payroll and expenses. Paying Mama Joe.
How many burgers does it take to pay Mama
Joe? Again, simplified example at the all cash
tax free family rate. Mama Joe is paid $800 a
month. If you're making S2 per burger in
contribution margin, that means that you need
to sell 400 burgers a month to be able to pay

Mama Joe.

As far as paying the rent to keep the grills
going, if your rent is $1000 a month, you need
to sell 500 burgers making $2 in contribution
margin to be able to cover your rent.
Contribution margin at Stroll is a lingua franca.
It's the common language that everybody uses
to be able to set targets, to be able to measure
campaigns, to be able to measure the business,
to be able to measure the valuable customer.
There are many different uses for it. They key

point is that we think of it as giving us this x-ray
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vision into our business because things are
framed in a holistic way. We found that most
companies optimize the wrong metric. They'll
say we need to increase sales or we need to
decrease our products costs or they'll just point
to something very specific instead of thinking
of it more holistic. This our PNL hierarchy. We

take gross sales.

We take out any kind of product cancellations,
any returns, and then we get to net revenue.
From that, we take out all the variable costs.
Our product costs. Since we licensed, we pay
our royalty expense. We take the royalty out of
that. We take out media. That would be your
advertising expenses. We take out ... Since we
offer installment billing for our products to
make them more affordable, we'll break down
the price into 4 installments as an example.
Some people won't pay so we have that debt.
That's the default cost. Then to fulfill the
orders, there are costs around shipping and
the labels and then credit card processing costs
and so forth. You could take this even further if
you can variabilize your customer service
expenses. That could be something else you
could include, or the labor actually to ship
product from your warehouse. It depends on
the business. You could variablize that as well.
At the end of the day, you get to contribution

margin.

From that, you subtract your operating
expenses like the rent, like your payroll, like
your office supplies and so forth. Ultimately

below that is the operating profit. That's really
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what is ... After taxes and so forth, that's what

is left for shareholders. That's the PNL
hierarchy. That explains what contribution
margin is. The second part of the magic
formula is the 6 factor model. The idea here is
that there are only 6 ways to grow revenue or
increase profitability in a business. Four are
revenue focused, 2 are cost focused. On the
revenue side, you can increase the number of
new customers you acquire. You can optimize
your conversion rates. You can increase repeat
business. You can increase your average order
value. On the cross side, you can decrease
those variable costs | explained that are the net

to contribution margin.

Then as far as fixed costs, you can either
decrease them or at least keep them constant
while you scale the business so that you get
some economies of scale more in the
traditional sense. There's not that much you
can do with #6 typically. Just diving in here to
explain what each one is. The 6 factor model.
You can increase the number of new customers
there are many different ways to do it. One
relates to the media channels you use. Finding
new places to advertise. Examples would be
you could have an affiliate program, you can do
search engine optimization. There are many
different ways to market online. Offline, you
can use radio, television, magazines, many
different things. Then it comes down to
actually once you get somebody to engage,
take an online ad, what's the funnel that you
put them through? How that's structured plays

into how you acquire a customer. You can have
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landing pages. You can have video sales letters.

You can have squeeze pages, which basically
are just our lead forms. You can give webinars
online that convert into paying customers. You
can even have campaigns for customers,
prospects that come to your website that don't
order but enter some information and you're
able to send them card abandonment emails
they come back and purchase. There are many
different ways you can increase the number of
new customers you have. In terms of
optimizing conversation rates, we look at it in
terms of front end touch points. Before the
sale and back in touch points after the sale.
Front end touch points, you've got your
advertisements. You can optimize the ad itself
so that you're spending the same amount of
money, but you're having an increase in the
number of people clicking on your ad. You can
optimize your landing pages. There's a whole
science and body of knowledge for that, how
to improve conversion rates. Check out
process. We found historically, 10 years ago,
we found that if we reduced one step in the
checkout process, it would increase our sales

33%.

Speaker 1: Wow.

Dan: That can be a large one. You can just
keep reducing the steps and then test even a
single page order form or even an on page
order form that you can go pretty far with it.
That can be a big one. We're reducing friction

ultimately.
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Speaker 1: That's a great analogy.

Dan: Then also, front end touch points.
Call center sales. There you can optimize the
scripts, you can optimize the presentation of
your offer. You've got | think it was Cutco that
had a sales problem where no matter what
they did, they weren't able to sell more knives.
Finally, they realized that instead of presenting
the ... | think they had $700 knives and $2000
knives. | don't remember the exact story, but
instead of presenting the $700 knives first and
then up selling to the $2000, they presented
the $2000 first and then sold the $700
afterwards. That tripled their sales. The
presentation of an offer can also be a point of

conversion rate [crosstalk 00:33:21].

Speaker 1: Good point.

Dan: In terms of the back in touch points,
that goes to once you have a customer, you
have emails that are going out, you can
optimize those emails, maybe you put a little
picture of a video in there that has a fake play
button for let's say You Tube. It conveys that
you can play the video. Unfortunately, that
tech isn't really there yet. They would click that
and that might

00:33:44] by 50% from an email alone. There

increase your [inaudible
are just so many things you can do. Direct mail,
if you have a subscription that you're selling
and people call in to cancel for whatever
various reasons in an effort to help them, a lot
of times they need more time. A lot of times

they maybe can't afford it. You can implement
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optimize the ad itself so that you're spending
the same amount of money, but you're having
an increase in the number of people clicking on
your ad. You can optimize your landing pages.
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a saves process where you can help the
customer meet their goals and also that's a
conversion point. Outbound telemarketing. It
depends on the business whether it's being

done or not. It's another thing that you can do.

As far as the third factor, increasing repeat
business. Here, | look at this in terms of
channels that you try to get people to come
back on and also the model itself in the
business. In terms of channels, there are so
many, including retargeting. If you've pixeled
people on a website, you can then target them
on the internet to come back with a certain
offer. You can send direct mail to existing
customers. There are many ways to reach

customers that you already have.

Speaker 1: One of the interventional
points | want to make is you've just shot off an
extraordinary  litany of  enhancement,
optimization, upside leverage, impact points
that exist in a multitude of different elements.
You're going to love this thing I'm going to send
you, by the way. Most entrepreneurs don't
even test one thing. That's probably the

greatest tragedy in the world don't you think?

Dan: Absolutely. The only way we were
able to keep scaling the business and so forth
was constantly getting conversion rate
increases. One of the things to keep in mind is
that, take the internet. More and more
companies are coming online even still today.
It's still only a small, at best 10% of retail sales
are done online. It's an ever increasing market.

When more players come into the market
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instead of presenting the $700 knives first and
then up selling to the $2000, they presented
the $2000 first and then sold the $700
afterwards. That tripled their sales. The
presentation of an offer can also be a point of

conversion rate $2000
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place, they're buying more and more media so
there's more and more competition for the
media. The cost efficiency of media is
constantly decreasing. Unless you're optimizing

your results, it can become prohibitive.

Speaker 1: Makes total sense.

Dan: To not [crosstalk 00:36:13] certain
channels. It has to be a discipline if you want to

have staying power.

Speaker 1: That's a perfect point.
Continue.
Dan: As far as models go, you can have

one of sales where you can offer related
product. You can do it right actually when
somebody ordering. Use something of a
related product or an up sell or something like
that. That would be an instant way to have
repeated business. You can sell affiliate
products. There are other companies that have
products that might appeal to your customer
base and maybe you email them to them or
you send direct mail for them. You share in the
profits and so forth. That's another way to
increase repeat business. Then the other
aspect is you can also bake that into your
business. If you have a subscription program
and it lends itself to companies that sell
nutritional supplements. That's an obvious one

or a newsletter.

There can also be things that you sell to
customers as well that have some sort of

repeat billing opportunity so that you can ... A
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You can implement a saves process where you
can help the customer meet their goals and
also that's a conversion point. Outbound
telemarketing. It depends on the business
whether it's being done or not. It's another

thing that you can do.
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Speaker 10ne of the interventional points |
want to make is you've just shot off an
extraordinary litany of enhancement,
optimization, upside leverage, impact points
that exist in a multitude of different elements.
You're going to love this thing I'm going to send
you, by the way. Most entrepreneurs don't
even test one thing. That's probably the
greatest tragedy in the world don't you think?
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magazine subscription is an obvious one. Just
so that you have constant income coming in
that's baked into the business model. As far as
the 4th factor, that would be increasing the
average order value. This can be done in many
different ways. One area that many people
forget about is price optimization. It's critical to
test price. It goes both ways. Increasing price

or decreasing price actually. As an example-

Speaker 1: If 1 give an example,

because people don't understand how

profound an impact that can make.

Dan: Yeah. | believe in Warren Buffett, one
of the richest people in the world. When they
bought a business, one of the first things they
looked at for the durability of a brand is the
ability just to increase price year over year and
it not affecting demand. Then they knew then
even their opportunities just increased the
price flat out and people would still pay it.
Immediately that was dropped to the bottom
line. It can be pretty powerful. As an example
in our business, there was a point in time
where we sold our starter courses for $20. We
dropped the price to $10, and the volume

more than offset the decrease in price.

Speaker 1: In his business, a starter is
the equivalent of a lead. The sooner you get
the first sale, the sooner you get the second

and the third and so on.

Dan: Yeah. People get great results with
our starter language learning course. Then they

would come back and buy more and more.
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Dan: To not [crosstalk 00:36:13]
certain channels. It has to be
a discipline if you want to
have staying power.
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That also decreased the barrier to entry, so to
speak, for customers as well. It just became
more of an impulse purchase on some levels.
Other things you can do are offers. The way
you structure your offers can increase average
order value. There's the classic economist test
where they did a good, better, best between
the online, print, and both subscriptions. That's
one type of way you can just naturally get
people to pick the middle option. That's very
common marketing. Different types of offers,
buy one get one 50%, buy one get one free.
There's free shipping with a certain volume
purchase. That's been really successful for
Amazon where you have to spend, unless
you're a prime member, you have to spent $35.
That will make people spend more money to at

least get the free shipping.

Speaker 1: Dan, excuse me again, one
of the things that you're saying implicitly is that
there are an infinite number of options and I'm
going to impute, | believe here and | hope you
agree. They can't just tell you this is it or that's
it. You got to try and figure out what's optimal
for you and you might have multiple different

approaches going concurrently.

Dan: That's why this is a framework. If you
do a little bit in each one of these areas, it just
creates this geometric growth effect. It's just
explosive growth because ... The truth is this |
can look at these as buckets to place ideas in.
Then you vent those ideas relative to results
other people have had. That helps you

prioritize. If somebody else has done
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something and been successful with a tactic,
you would prioritize that over other tactics.
The larger your network, the greater the
number of relationships you have and the
greater access to information you have. In
terms of knowledge, you'll be see okay,
somebody got this gain doing this type of test.
You can easily keep prioritizing your efforts.
You're always doing the right things at the right

time and being very efficient.

Speaker 1: | did an interview for this
same series a couple of days ago with
somebody who was an online generalist but
very interesting. He said something which I've
always said 3 things. Number one, there are no
secrets online. You want to know what works?
All you had to do was research, choose the

leader and what they do.

Dan: Yeah. | remember walking into a
marketing conference and | knew the speaker.
He said | hope Dan is not in the room because
then they popped up our website and they
were showing all these different things and ads
and just how we were marketing. We were
spending $30 million a year on advertising.

Certainly would make sense to pay attention.

Speaker 1: This is funny and we're just
adding dialog intermittently. One of the things |
ask people and it's very embarrassing to them,
have you visited your competitors' website,
have you tried to buy from your competitor, do
you know their positioning, have you called
their buyers? They go no, no, no. I'm thinking

why? Why are you trying to succeed by
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conjecture. Very interesting.

Dan: Absolutely. Even if you do it, you can
never do enough of it. The last thing would be
cross sells and up sells. Cross sale would be a
related item. An up sell would be something
that increases if you go from a regular version
of something to a deluxe version, or something
even unrelated on an up sell. All those things
increase your average order value. On the cross
side, you've got decrease in variable costs.
Here, these are things like product costs or
royalty costs or credit card processing costs.
Most people don't know but if you do enough
volume, you can just go to your credit card
processor. You can't get a discount on what
Visa MasterCard charge, but the authorization
rates, you can get a fixed amount that you pay
per month, regardless of volume. That can be
huge savings. | think | just saved a friend of
mine $100,000 a year just giving him that piece

of advice.

Speaker 1: One more thing, and I'm

just trying to pick up, please don't be
frustrated. | used to do work for a credit card
processing company, and the greatest thing |
have to do is learn about all this. Everybody
gets all seduced. They'll say we'll give you 1.5%

but the surcharges and the added fees can

make it 4.
Dan: Absolutely.
Speaker 1: People don't really

understand that those are negotiable if you

have enough revenue and continuous clout.
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Continue, please.

Dan: Shipping costs. There were points in
time where we figured out how to save
millions a year just in shifting from one mode
to another, shifting from one vendor, using
consolidation which can be done. These were
always things to investigate. Then advertising
costs, your media expenses. If you're using an
advertising agency and you have the
capabilities, you can insource certain, if you're
using networks in different ways, different
things that exist in the advertising space. You
can remove the middle man and go direct and
do your own buying. Those are always to save
there. The benefit of that is that a lot of times
over the years, there would be channels that
we just couldn't make work profitably. By
chipping away at each one of these variable
costs and increasing our contribution margin,
which made each customer more valuable, we
were able to open up that advertising store.
Eventually, a couple years later, we were able

to revisit it and then make that work.

Speaker 1: One thing that's very
important | believe to know about you is you
are not static. Everything you're talking about
is a continuum. There's no such thing as hitting
real optimum. Optimum is a moving target that
you have to keep ... It's like a game theory. It all
changes and whether rates go up on Google or
the algorithm changes or a subscription source
that you advertise to saturates or starts getting
looser and the people, everything can change

the dynamic. You have to constantly reaffirm
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and retest all kinds of assumptions.

Dan: Yeah and especially online where you
could be spending $1 million a month in one
advertising source and a year and a half later,
you're spending zero on that advertising source
and that million and a half spent somewhere
else. Then you have within the ecosystem, as
that ecosystem evolves, which happens at a
much faster rate than offline, some of the
guidelines change too. All of a sudden there's
new standards on a certain type of advertising.
They don't like a certain type of funnel. They
don't like you to have a lead generation form
or play a video on auto play or whatever. Those
things will also change on you. You have to just
constantly be vigilant and be optimizing and to
save off those risks so you build up a reserve
over time too. It's just really important not to
be static. The 6th factor is decreasing fixed
costs. The idea here is you want to decrease or
keep your fixed cost constant as you grow.
There's different ways you can do it. Through
people. You have better and better people that

give you more scale, through processes.

Speaker 1: You're leveraging human
capital.
Dan: Exactly. Leveraging processes so that

you get work done in an efficient manner.
Systems, automating things and so forth.
Basically you want to try to just keep to a
minimum  other overheads. You're not
overstretching yourself as you scale. At the end
of the day, there's only so much you can do

there, like taxes. It's important to pay attention
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to it. It's probably the least ... It's the most
traditional leverage point. | think the other 5
are far more interesting ultimately. They all
work together and they're all important. | put
together an example of hypothetical business
and how to grow 33 times in 4 easy steps.
Basically bringing all these different concepts
together. Basically the idea here is online,
there are a lot of companies that sell e-books

typically for $47. | wanted to use that as an

example.
Speaker 1: Any analogy you want.
Dan: Essentially a year, this is a simplified

contribution margin view of the business. |
wanted to make sure | kept it simple with no
returns, no product costs just to show the

relations-

Speaker 1: That's good. That will make

it a simple visual. That's great.

Dan: The idea here is that if you look at

the top right, and what I'll do is ...

Speaker 1: Say it now. How to grow 33

times in 4 easy steps.

Dan: | put this example together for you. It
basically shows a hypothetical business and
how to grow it 33 fold in 4 easy steps,
combines the 6 factor model, shows it
numerically and puts it to real use. I've taken
essentially a [inaudible 00:49:29] you'll find
there are a lot of companies that sell an e-book

for let's say $47. I've used that as the example
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where we start off selling 100 of them a
month. We can see in the top right, you've got
that 100 that's in blue. | simplified the
contribution margin calculation where it just
assumes there are no returns. It assumes there
are no product costs. This is a hypothetical
based business. We've got 10 sales a month.
Basically what this shows is that it's costing $25
in advertising. That's what the media cost is to
acquire a customer and essentially 100
customers, $25 in contribution margin means
that the business is making $2500 a month in
contribution margins. The $25, that's what

we're considering a life time value.

That's in that darker blue column sitting by
itself at the bottom. In this business, the first
step is we've added a membership or a
continuity option. Essentially it consists of
some sort of membership site where on
average, we expect that people will use the
membership area or membership site for 6
months. That means that 6 months times $50
is $300. That's what sales price of that added
continuity option is $300. If 20% of people-

Speaker 1: Who buy the $47 book.

Dan: No, if 20% ... Yeah exactly. If 20% of
the people who buy this $50 book take this up
sell that in the end they will have spent $300
on, that means that they're $60 in weighted

contribution margin that comes from that.
For an average buyer.

Speaker 1:

Dan: Exactly. 20% times the 300. That's an
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extra $60 that the business now picked up per
customer. You end up with $85 in life time
value contribution margin. The same 100
customers, now you're making $8500 a month.
That means your total monthly contribution
margin is up 3.4 times. The second step is you

have up sells.

Speaker 1: Let me interrupt. One step
of addition could almost ... It's almost 3.5 times
more contribution margin which is gross profit
that you have to use for talent, marketing,

technology, all kind of things. Continue.

Dan: You've taken the same asset, the
same advertising funnel, everything the same
and now vyou're making $8500 instead of

$2500.
Continue.

Speaker 1:

Dan:

sells. One is for $50 and one is for $300. I've

In the secnod step, we've added 2 up

kept this example simple. You can have a $300
up sell where you're maybe letting people pay
in 4 installments or 5 installments or 3,
whatever. None of that is factored in here. It's
just a $300 sale. In this case, you're adding in
an additional $10 in incremental contribution
margin from your first up sell and $30 from the
second up sell. Again, the math works. 20% of
$50 is $10 and 10% of $300 is $30. On a per

customer basis, that's an extra $40.

Speaker 1: Every customer, in
respective you're averaging ... Some won't buy,

some will, but you're saying the average
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person that comes in and buys the first 50,
you're going to get this much on average from

everyone.

Dan: Exactly. Now with these 3 changes in
the business, you've gone from making $25
and having a life time value of $25 in
contribution margin to $125. When you
multiply that times the 100 customers you're
acquiring per month, that's $12,500. Now your
contribution margin is up 5 fold, 5x. The third

step is you add back end sales. Here, maybe

you have-

Speaker 1: Define what that means to
you.

Dan: That means basically you've already

acquired the customer. The up sell was maybe
just on the website. They pushed by and then
you popped up an offer right after-

Speaker 1: At the point of sale.

Dan: At the point of sale. Technically, it's

after the purchase has been made because ...

Speaker 1: It's a shorter timeline.

Dan: Exactly. It's within the same ordering
session, let's put it that way. This is maybe at a

later stage.

Speaker 1: This is post sale and

perhaps post delivery apart or all of the first

product or certain transaction.

Dan: Post delivery of the product. That's

iR AT v T TEV R A %Z 33 %I

FANTE S ADT=DIZ—FE I h %= B
FET, THITERNICEMEZ R L TEY,
WEDPE VA AEEDE T4 AT T T
fEHLIZ 33 5 DM T D00, 6 ERET
NEAAEDETHRETHZ 2R LT
T4, FUTEARICHRE Lz, Hil-0ix
$47 L LEL LD, BrEELRET L
DODFENRLNTL X 9,72 BHIXH T 100
NOWEF~EEMHED HHE LTHEAL
F L7, R72biE, H R, HR7ENET
2L 100 Ko THLZEMTEES, £
NIZTFTRO Y Z— 2 INFEAE LW EARE
L& Z CTEBFISEFRE AR TE D0,
ZHUIPES DO I A RBFELRNHDOTH
LEMELET, UL, REAR—AD
EVURATY, Feblid, 10 HO% EEE
Ffo T ET, ZHUTEEITS 25 O
R RARIITZZ AR LTNDZET
T, DEV, AT 4T DA MIFEENE
BRFIZE00$2500 H Z2{F> T\ D Z & & Ek
~ =V UDEE & AERIIC 100 ORFEZ .S 25
DRI H IR A S35 Z 13 H 2500 Fv
BRI EEEHRLET,, $250%, %
N NEDORFF OfffE Z 7 LTV D b0
TY,  EIZEMWEFO I 7 ANFIELE
To ZOEVRAT, AIDAT v FITA
YR—= 3y T EBINT B Dk AT RE 72 3R
Banz 73T, YN H MDA
N—=2y FIIARAIR T, ANRDBA L N—
VT EMES TR A Z LM
ELET, 50 K% 6 >3 if 300
RLTd, MR 2B IUKRIC L 5 —r R
li#% 23 300 KL v9H Z & T9, b L 203
—t L hDADR—

Dan:




the back end sale. Here, the idea is let's say
you have a high ticket item, maybe you have a
seminar that you're selling for $2000. The main
difference in this example is that it costs you
$200 to acquire the customer because maybe
you sent out direct mail or you had some other
advertising expense that took to be able to get
that customer to come back and buy
something else. Here you have a $2000
product. It costs you $200 on average to reach
the customer for the sale. That means that
you're making $1800. Again, this example
simplified the back end sale, could be a
training product, could be anything. We're not
assuming there's any cost involved for it other

than the media cost. That's why 1% of 1800 is
$18. Now you've added $18 on average per

customer.
Speaker 1: Additional.
Dan: Additional. Then the next thing you

add is maybe there are other companies that
you could send their offer to your customer

base via email.

Speaker 1: Something complimentary,
something ...
Dan: Exactly. Maybe split the profits 50/50

with them. You're making $150 on average for
each sale. If 10% of your customer base is

taking this. Typically you'll see in the

information  product  marketing  space,
sometimes people use a rule of thumb which is
$1 per name per month. In other words, $1 per

email subscriber that they're emailing each
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month. That's where that number arrives from

because I'm making affiliate offers to that-

Speaker 1: You have to realize that
many people don't realize that with the right
front end, whether you're selling something,
whether you're dispensing content, whether
you're offering something to experience for
nothing or for a deferred price, if you know
what you're doing, you can amass a very
respectable sized list and $1 a name. If you

have 100,000 list or a 50,000 list or a 300,000

list is not inconsequential incrementally.

Dan: Absolutely. Basically here's the 1% of
1800 is $18. Then you have the affiliate sales
so that's 10% of $150 so that's $15. When you
add those to what you've already created, now
you've got life time value contribution margin
at $158. Instead of making $2500 a month,
you're now making almost $16,000. You're now
up over 6 fold. Then the last step, and this is a
major leap, is deciding to have, you could call it
loss leader or you could just call it a lead
magnet. There's many different names for
what this is, but you lose money up front. As a
result of that, it explodes your volume. Here's
how it works. Before, you were spending $25
to acquire a customer. You could see that on
the e-book, the third row shows $25. Now
you've gone from $25 and you've now allowed
yourself to spend $100 to acquire a customer.
Now, in this case, you go from making $25 to
losing $50. The difference is that now, if you
look all the way on the right side, you're

acquiring 1000 customers per month.
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Speaker 1: Instead of 100.

Dan: Exactly. If you back here, you're
spending $2500 a month in advertising in this

example. I'm saying the ...

Speaker 1: Your hypothetical example
and you're doubling your revenue, whatever

you want to call it.

Dan: | guess technically with the whole
model, you're going on the right side from 40
to $100 in advertising expense per month.

Now to $117,000 in advertising expense.

Speaker 1: Which sounds scary,

however ... Go ahead.

Dan: It makes the model work. You're
going from $158 in life time value and
dropping it down to $83 but you're making it
up in volume because the bottom line is that
now, 1000 times 83 is $83,000 a month. You
took the business from making $2500 a month
in contribution margin to 83,000. How you're
up 33 fold. You have a business that, if it was

just you or whatever, you're making S1 million

a year.

Speaker 1: Let me make some

comments, which are all positive, and | want
you to play off of them. First of all, you don't

do that just promiscuously.
Dan:

No. You have to have your systems-

Speaker 1: You would say you got your
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back end, none, and basically it doesn't even
matter whether you have the funding or not.
Once you can prove imperically, predictably
that it works either in the second or third step
and you move from negative to positive and
from positive to obscenely profitable, anybody
will finance that as long as you can
demonstrate it. It's not really as intimidating as

it sounds.

Dan: Definitely. The key is that that's what
you do. If you don't have the money, you knock
on as many doors as you can, banks, and you
get the funding. There was a point in time in
2008 where in the US, things were collapsing
from the whole housing crisis. Our bank had
promised to double our line of credit because
we were growing, we were profitable, but
unfortunately they became impaired. In 2009, |
had to go out, | really led a major part of that
effort but | hired a few people to help me. |
had to go out to 177 financial institutions to

finally find a bank that would increase our line

of credit and allow us to continue scaling.

Speaker 1: You did because you had

resolved grit.

Dan: I had resolve and | also had the
results. | had this model. | knew that if we
could just put fuel on the fire, then this would
just explode. Basically, right when we landed it,
the business, from that point forward, more

than tripled in a few years.

Speaker 1: This is brilliant. Please, I'm

just trying to feed you like I'm drooling and
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passing it to you under the basket. My claim to
fame when | was younger was Icy Hot. It's a
very simple story. We sold a product for $3

that cost us to fulfill 45 cents.

Dan: Icy Hot or something?

Speaker 1: Yeah it was Icy Hot. We
gave the media, we had ... Actually, the truth of
the matter is we could've had an allowable
cost of $15. We only spent 115% by giving
away all the receipts and 45 cents more, but
we could've given away $15 because we were
making on average per person with repeat
sales with up sells, with big volume sales and
with joint ventures about $50 a name on

average for every $3 we brought in.

Dan: That's incredible.

Speaker 1: You don't realize that, and
particularly if you can move the cost to
variable, meaning if you can pay it with
partners as you earn it, you can pay almost
anything. This is probably the simplest most
liberating and infallible concept if you believe
and apply it. The only negative is you've got to
be willing to discipline your testing, your
system,

and your metrics so you're not

misinterpreting your results.

Dan: When we were spending | think at
one point $30-35 million in advertising in a
single year, again, keeping in mind that |
started off with credit card debt, first media
buy early on. What's some credit? $5000 buy,

pretty scary. That snowballed into 30 million
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eventually because it was all self funding. All
said, | think at most, for our online advertising,
the most we had ever lost collectively across
that entire over a decade, was about $200,000
because everything was just small bets, small
tests that proved out something. That's
amazing when you consider 150 million plus in

advertising.

Speaker 1: That's incredible. That's
great. Give me, because I'm going to run out of
time, which is a disservice to you because
you've got such a wealth of knowledge, but
that's good, revisit the 6 factor. Let's do that

for a minute.

Dan: Let me just wrap it up really.

Speaker 1: Then | want to ask you a

couple more questions. Go ahead. This is great.

Dan: Basically, bottom line with this, is
after you do this, you're up 33 fold, just go
right back. The 6 factor model, as we talked
about earlier. There are infinite number of
ideas that fall into these different areas. All
these should inform what you do in your
operating plans and how you plan for the
business and so forth. When you go to
marketing conferences, you'll get more and
more ideas for what types of things to test and
Il help you prioritize them. You can model
them out similarly to what | did here. Do
something more sophisticated. That will help
you prioritize what to focus on. Essentially,
what I've always

found helpful is just

leveraging my network too to think about
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other things that will fit into the 6 factor model
to get data points to plot into.

When | show here possible take rates, that's
what you leverage your network for. They can
tell you, on average, we're getting this up sell
take rate. We get this metric here, this metric
there. Feel for at least a range that's a
reasonable hypothesis of how something could
perform. That will just help you refine your

marketing efforts. That's basically it.

Speaker 1: That's great. | have 3
questions and very laudatory comment. First of
all, let's go for a minute on the value of the
network. Give us a take on how important an

network can be.

Dan: Some people say that the only value
of going to Harvard, Stanford, if you're going
there for an MBA to these top tier colleges is
for the network. It's the people you meet. The
knowledge might be obsolete by the time you
graduate. Maybe less so in business and it's
more about frameworks. It's the network, you
can always tap into finding out a best practice,
how to solve a problem. If you grow a business
rapidly, the biggest challenge is the business
outgrowing your capabilities. The only way to
stop that is to constantly be preparing yourself
for the next challenges or having a network
that you can go to help you solve your

problems.

Speaker 1: There's a quote and | wish |
could scribe it out. | don't know if it's Dan

Sullivan or somebody else. If you're the
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smartest person in the room, you're in the

wrong room.

Dan: Correct.

Speaker 1: You don't want to be the
smartest. You almost want to be ... | don't want
to say the dumbest but you want to surround
yourself with people who got experience,
perspective, empirical knowledge, shortcut
knowledge, sophistication, and can give you
the ability to shortcut the pain, the learning
curve, the ways, and accelerate. There's 2
words in there, actually aeronautical terms,

but your attitude and your altitude.

Dan: | always say | have an MBA, Harvard
degree, MIT degree, a GED. They're not mine. |
have them on my team. [Inaudible 01:07:59]
MBA. Brilliant people around. It just creates
leverage. It's just another leverage point. One
person is not going to achieve much. A great
team can do a lot. Let me give you, what was
it? [Inaudible 01:08:15] said. You take away my
factories but [inaudible 01:08:18] and I'll still

be successful.

Speaker 1: It's a great quote. | have 2

more questions. One question and one
comment. What more than anything else, and |
apologize for the technical to you and to the
audience, what more than anything else do
you want to make certain people grasp bottom
line, big picture, biggest epiphany, biggest
haunting positive, just tormenting driving
realization that they're never forget and that

will move them to a totally shift in their
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thinking, their action, their business world

view? What is it?

Dan: That's a big question.
Speaker 1: Give me a big answer.
Dan: | think as I've progressed in my

career, a lot of businesses just come down to
market and model. You need to be in the right
market, a large enough market. You need to
understand what type of profit model you're
using, the market to value proposition within
that model. I'd say those have been big
important things to grasp, especially if you're
trying to do something large. Then the other
thing, it's ultimately about having frameworks
to be able to make decisions and be able to
figure out the right things to do. That's how we
think about leadership. It's how to figure out
the right things to do and then separately how
to get the right things done. There are 2
different parts to the equation. We could

probably talk about that for a long time.

Speaker 1: Also, what to not do
because | think that's a big mistake people
make. They focus on all the things they want to

do, not what they shouldn't be doing.

Dan: Focus is what's in and what's out.
There's 2 parts to the equation. It's incomplete
with just one because invariably, there are
always too many things that people want to
do, especially entrepreneurs. Take the national
[inaudible 01:10:41] of an entrepreneur which

is probably true. More ADD, more seeing so
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many possibilities everywhere and wanting to
bite off more than they can chew on some
level. That's what makes them motivated to get
out of the status quo. At the end of the day,
the more successful you get over time, the
more opportunities present themselves. The
more opportunity there is to get defocused.
That's also something that's really critical. It's

just constantly vigilantly staying focused.

I'm going to say at the highest level, that's
probably ... If there were certain decision
points that leaders have to make, | think that it
comes down to that. It's the hard calls or which
hand to chop off because it's just not serving
you as well, and which path to cut off to not
distract yourself. It's just hard because you can
see the possibilities there.

Speaker 1: It's infinite,

yes. My

summary is that you are extraordinarily
insightful. If 1 hadn't screwed up with my
technology, you would even be more
showcased. You just shared with everybody a
mental model, a paradigm, a strategic
understanding of how to take whatever they're
doing. You used certain reference models but
they're totally adoptable to virtually anything.
If you don't have multiple products, it's not a
problem to acquire them, joint venture them,
partner with and private label with them, both
on a front end, back end and when you change
the front end, making it easier to get more
people in and you add to the back end and
making it more profitable, the dynamics go

crazy as you've seen. | appreciate it more than
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you know for a reason that people have to
understand. You have no self interest. You're

running a business.

You're being gracious and contributing and
giving insight, clarity, and you're liberating and
you're emancipating entrepreneurs who are
operating at a self imposed glass ceiling and
saying you don't have a glass ceiling, you have
an infinite ... You really do have a stratospheric
opportunity of you so exercise. | have to go,
but if there's anything else in parting that |
should've asked or you want to say, please do

it.

Dan: I think it just goes without saying,
you're doing all these things that increases the
business. You hire more people, that's great for
the economy. At the same time, you're offering
more value. People should be buying
something that's adding more value to them.
In effect, you're delivering more value as an
organization because it ultimately goes to the
customer. That's where you've got to deliver
your value. It's just really important to have a
good framework. You can make more money

and serve people better.

Speaker 1: That's great. | wish | could
talk more with you. | appreciate it. I'm going to
send you a bunch of things in a little while and
then I'm going to have t hem give you bunches
of time. Tomorrow we can figure out how to

own the world together. Thank you very much.

Dan: Have a great day.
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Speaker 1:

Thank you. Bye.
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72, you're liberating and you're emancipating
entrepreneurs who are operating at a self
imposed glass ceiling and saying you don't
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