I 11
H#$%&'$()*$+
F$&'$()
-)+.)/01/(*23.)
4155*6/7/((1$8
O0+3F:*;$<+
=<(18/((

| "HSYORH Vo (&) HH" (*+,(-H#&.[HOHY/ 1 (#2-.3+
$+I"30HOAHE.-#5.62('+ -4#T0"(1#".$!
OI"H#2/**#7 058#. 1#' Yo(+-#60-8('+11

“7~ Results
=’  Corporation




10 Low-Cost or No-Cost Strategies
That Will Recession Proof Your Business

By Chris Newton
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Brace yourself. We ARE going to feel the effects of the US and European
financial tsunami, possibly for years to come. There’s going to be a lot of
businesses struggling to survive. So taking swift and decisive action to
‘recession proof’ your business is not a luxury to do sometime. It’s needs
action right now.

By the way, if you have any doubts about the impact of the current
uncertainties, think back to when the then Australian federal treasurer Paul
Keating talked about Australia becoming a ‘banana republic’. He merely
uttered those words and business flat-lined across the country. People
stopped buying, pulled down the shutters, and Australia spiralled into
recession. Many companies never recovered. Fear did it.

Our economic fundamentals are stronger now. But the message hasn’t
changed. If your business is your lifeblood, if it is your ‘retirement plan’,
you’re in trouble if you don’t act. Protecting your business could be the only
thing standing between you and a nervous bank with the deeds to your
house. And if you have shareholders, they’re going to want to see
immediate action to protect their interests.

Now before we move on, a key point. These strategies aren’t ‘new’. They’re
not even difficult to implement. Furthermore, they’re as much about
plugging the holes of lost sales opportunities as they are about creating NEW
ones. Which means, be alert not to dismiss these strategies ‘because you
already know all this’. Or you think, ‘We already do this’. Chances are,
you don’t. Not nearly to the level you need to.

Paradoxically, MOST businesses never actually implement these strategies
properly. As a consequence, they are unaware of the massive ‘bleeding’
they’re sustaining.

Finally, recession proofing isn’t about ‘cutting back’. Cost control is vital of
course and your CFO or external adviser should be called in on that. But
recession proofing is really about OPTIMISING what you’re already doing
now. It’s about optimising opportunities when others are gripped in fear.
It’s about being rigorous and smart with your marketing. And it’s about
implementing strategies for cementing customer relationships that will repay
you for a lifetime.

We can only skim each strategy here. But if this steels you into action, the
outcomes for you will be far reaching and profound.



Let’s get started.
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Few business people think of producing sales as a ‘process-driven’ function.
Butitis. It’s your production line to profit.

Can you imagine a production line without the strictest controls, tracking
and accountability? It’d be random chaos. Riddled with inefficiencies and
wastage. Cars on an automotive production line for example, even IF they
got through with all their wheels on, would still be ‘lemons’.

Your sales ‘production line’ is no different. Identifying, monitoring and
managing all the components are the key to ensuring your profit result isn’t a
‘lemon’. More seriously, process means survival in tight times.

When asked about the success of her sales process, a client of ours guessed
that her people were converting around 80% of enquiries to a sale. She
‘confessed’ however, that she didn’t really track her sales process.

When we helped her to track what was really happening, she discovered her
team’s collective conversion rate was just 18%! She was shell-shocked. (It
turned out, HER conversion rate was indeed 80%, and she’d assumed the
others were performing likewise.)

Here’s the stark reality. In tighter economic times, her business probably
wouldn’t have survived. Happily, by focusing her on her process (and
providing her with a system to measure and train her team), her conversion
rate soared rapidly to 42%, producing a massive 233% lift in sales and
revolutionising here business. She never looked back.

<407 ,31%(> 3499 (234(@3?4,; O(8(ABB(; . 85/ (3A234XBIN(@3; 077C Could
you identify your key performance numbers in each critical step ... right
through, methodically from enquiry to a sale?

Indeed, are you confident you know all the vital steps? Do you know what
sources your enquiries come from? And which yields the best cost per lead?
Do you know how many enquiries go to a proposal or ‘quote’ stage? How
many of those DON’T turn into a sale, and why? Do you know the sales
conversion rate by individual salesperson?

These questions are not to overwhelm you. They simply highlight key
performance indicators that can radically change the complexion of your
bottom line.

You don’t even have to get it perfect all at once. Just choose the key areas.
By identifying and tightening the most serious leakage areas in your sales
process, you’ll impact immediately on your sales and boost profit.
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STRATEGY #2:

Pricing Strategies
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STRATEGY #4:

Retention of Existing Clients
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Harnessing ‘Soft Dollar’.
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That means if you have 1,000 clients/customers and 100 refer one additional
new client, that’s 100 new clients times $5,000 lifetime value. Or $500,000
in future business locked in during year one alone. Simply for having a
system.

In actual fact, a referral system can produce vastly more. What if your 100
clients each refer 2 new ones? Now we’re up to a $1,000,000 in new
lifetime value.

Of course, we can play with numbers all day. The reality is that businesses
with a SYSTEM will multiply the outcome, and reap the benefits of growth
in an otherwise tight market.

So why don’t businesses have referral systems, and why do they routinely
miss opportunities?:

ar ! "H# VA" () &)*F' *&-$%)/ If you don’t systemise the process,
AND measure, AND have consequence ... the good intentions to
seek referrals will dissipate just as quickly.

1 0*196 &3( &) 2 (P4 &P &5 2 " 4 &23( & 3*' &6) 364/ They feel
awkward, uncomfortable, and perhaps deep down, even fear rejection
if they have to ask for referrals. Having ‘props’ (in the form of a
script as part of the system) takes the pressure off them.

O

Q! 7 4)%*88 ) Y5 & 3&() 2 (RBYD&B 3%’/ Why? Because it is
inconvenient. They don’t have any way of passing on your ‘story’.
It becomes all too hard, and it’s not top of mind. You need to create
the ‘collateral’ — a referral device - to make it easy for them, and
referrals will flow.

0 -$&3&=8+- &0 3H#H &) (($4> You must have the ‘back
end’ processes in place, and treat that referral like pure gold. If it
goes cold, or it’s treated as ‘just another name to follow up’, you not
only lose a potential new customer, you lose the goodwill of an
existing one.

ar ?)&+,) (%% / Make sure your entire referral system has the checks
and balances to identify and attract only the client profile you
WANT, and an early ‘filter’ system to ethically disqualify those you
don’t.

or ?)&% )%/ Even with all these things in place, you have to be
patient and gently persistent. Just sending out a letter asking your
existing clients to refer others may not produce referrals. If they’re
excited about you, they WILL refer. But it also depends on how well
you’ve educated them over a period of time to refer. If you’re
starting from a cold start, you’ll need to be patient.



STRATEGY #8:

Strategic Alliances and Joint Ventures
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1234 5678 — Lines Open 24 Hours ... or a link to download a White Paper or
‘packaged information’.

FOUR:!" #$%8& (!)*+ -. #/Q*. The search engines have created a vast
pool of prospects who EXPECT to find information. Offer the information
they are looking for, and you will get a conversion. Interestingly, we’ve had
web developers fight us ‘tooth and nail’ to keep the site ‘simple’. They
think having ‘too many words’ spoils the aesthetics of their creation. Yet
when we’ve got them to agree to a small test panel offering detailed
information, this part of the site has attracted the vast majority of the clicks!
Don’t be swayed. Information is vital.

FIVE:!11'234//' -15®&* 67. Website visitors who are not yet ready to buy
from you are often willing to give you their email address and contact details
to get a newsletter with latest product developments, hints and tips, case
studies, articles and special offers. This can generate a significant
‘conversion’ of website visitors.

SIX:186/,-'37,*('-39 It often takes between 5 and 8 contacts before a
prospect is willing to say yes to your offer. This can be as subtle as moving
to the next step in your sales funnel such as requesting your ‘more
information’ package, or as direct as phoning you or requesting an
appointment. An autoresponder is an automatic response email sent in
response to an action taken on your website — usually involving the prospect
‘opting in’ to an offer such as a mini-course, email newsletter or packaged
information. An autoresponse ‘constant contact’ campaign with
appropriately spaced emails increases top of mind awareness, educates the
prospect, creates a level of trust and relationship, and significantly increases
your chances of ‘getting the order’.

SEVEN: 5: ; I<5'"#-$=I: *&F'!: 7/Q B#/Q *9 Most traffic for a website is
generated by search engines such as Google and Yahoo. Your website must
be search engine friendly. When the search engines visit your website to
view what is on each page, the text they see must be written in such a way
that the search engine can understand exactly what each page is about.
Unless this is done effectively, the search engine will overlook your page as
a relevant match to a searcher.

This means tightly written ‘clean code’ (the HTML code which sits behind
your website and is responsible for everything you see on a computer
screen). It also means having relevant, authoritative websites linking to your
website to increase your search engine ranking. Your ‘expert’ SHOULD be
very familiar with this.

EIGHT:!" #>1" "' -1?2 4p%8 ( @-/@BF &8 If your goal is to quickly increase
traffic, then Pay Per Click advertising via Google Adwords and Yahoo
Sponsored Search will play an important role. This increase traffic, and the
statistics generated will give you valuable information about search engine
marketing, so in time your ‘paid for’ traffic can become free traffic.
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You now have in your hands, 10 proven strategies for recession proofing
your business. Indeed, these are strategies for generating huge windfall
profits while your competitors batten down to weather the approaching
‘financial tsunami’.

Are there more than 10 recession proofing strategies? Of course. Your CFO
or accountant will have a long list of additional initiatives to trim costs that
go straight to bottom line profit. And there are more you could apply from a
marketing perspective too.

, - && /%% - 882.349%05.6 B0 8- /#6%8&' 3% with strategies you can
apply quickly, often without much or any further cost ... and that offer
exponential results.

You don’t have to do them all at once. You don’t even have to do them all.
The key is to pinpoint which of these ten strategies are right for your
business, right now. And then to take action! The old adage applies here: If
you take action, you’re guaranteed to get a positive outcome. If you don’t,
you’re guaranteed that nothing will change.

You have a choice. Batten down, close the shutters to opportunity ... and
hope that you’re not buried as the storm blows over. Or you can look at that
storm as a ‘windfall’ ... and harness this opportunity to send your
profitability and your competitive advantage soaring.

I #9::%4-.6#%:'-%+

There’re enough idea starters in this report to not only get your ‘creative
marketing juices’ going, but to get YOU going.

That said, if you feel you don’t have time to figure out how to structure and
then implement these vital initiatives in time ... we’ll provide you with the
specific tools and then guide you. Or take the load off you and develop the
strategies for you. In fact, we are currently putting together programs for
our clients to help them with exactly that - strategy implementation.

<=>%B@AB=%@C?=@D

For some, we’ll simply be providing a DIY ‘toolkit’ ... with all the tools to
implement each initiative. For these DIY clients, we’ll be conducting
sessions by phone, prioritising their strategies and guiding them through the
implementation phases.

?"#%(-:%EFAGGHGF%I@AAG<%JIC9%@C?=@D%K%L.&"%I#/-:&/%M'$5'$0&.'3

If you’d prefer to have us working with you at a higher, ‘sleeves rolled up’
level ... actually working with you to tighten your sales processes, to write
your marketing collateral, help implement new value based pricing
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