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Here's a quick

Ken: So we literally think through our emotions.  We think through sight, 
we think through sound.  Pick up any copywriting and really look at 
it and see, how well does it appeal to your senses?  How well does 
it appeal to sight, sound, smell, taste, touch?  How well does it 
appeal to the emotional level? 

 
[music plays] 
 
Michael: Can other thinking, when people hear *** on contest market, this 

isn’t something you do when you’re asleep, is it? 
 
Ken: No.  It’s really the way people think and the way people make 

decisions and really appealing to that.  I think most people kind of 
think that people make decisions logically.  And I think a lot of 
marketing, a lot of sales tries to appeal to that logic.  But most 
people actually make decisions unconsciously.  They make it at the 
emotional level.  A lot of sales people probably even heard that 
term that people make the decision with emotions, then justify it 
with logic.  So really what we’re talking about when we talk about 
unconscious strategies, is we’re talking about how do we literally 
get into, you know, how people make decisions and why they make 
it.  How can we use those techniques to dramatically increase, you 
know, whatever somebody’s doing with their marketing or with their 
sales techniques? 

 
Michael: Do you think that many people who are into sales and marketing 

understand that line? 
 
Ken: I think some people do and I think some people don’t.  A good 

example of that is natural born sales people, for example, some 
natural born sales people understand, but they understand 
instinctively.  A good example of that is I have a brother-in-law who 
is the CEO, the President of this long distance company.  And he 
basically became the President of the company basically just 
because he’s a really good natural born sales person.  Now if you 
ask him what he does, he doesn’t have a clue.  You know, he just 
does it.  But you can actually take the techniques that he does and 
teach them to other people so that people can become just like he 
does. 

 
Michael: And how can your average person who’s interested in selling a 

product or a service take advantage of what you’ve learned and 
your services, to use unconscious marketing in that way? 
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Ken: Well, you know, it kind of starts off by figuring where you want to 
start with your unconscious marketing.  You know everybody does 
marketing or everybody does selling.  And there’s a little bit of a 
difference between the unconscious selling aspect of it and the 
unconscious marketing of it.  On the sales side, it’s little more 
specific.  You can work with somebody really individually and you 
can literally figure out what that individual person is doing and how 
they’re doing it.  A good example of that is years ago, I was a stock 
broker, and literally, I never had anybody who came in that didn’t 
buy something.  I literally had a 98% close ratio.  I went six months 
one time without… The only person that didn’t buy from me was 
what they called a shopper.  A person that had come in that was 
just testing out whether we answered the compliance type 
questions.  And it literally shocked me that this person didn’t buy.  
The only reason they didn’t, obviously, was they didn’t have the 
capability to buy.  So from a sales point of view, you can take these 
techniques and get really, really specific with a person.  You can 
tailor it to them and meet their internal ways they do stuff.  And I’ll 
give you some examples of how we do that. 

 On the marketing side really what we’re doing is appealing to the 
emotions.  Appealing to, again, the reason why people do things 
and making whatever you’re doing that much more effective.  
Whether it’s a direct mail piece, whether its advertising.  Let me 
give you an example of that.  Years and years ago… Again, part of 
my background is a hypno-therapist.  So years ago I was running 
some ads on weight loss.  And I took one of these techniques and 
just put it into the ad.  And for the same ad that was going into the 
paper.  Once we put this technique into it, my income jumped 500% 
that month.  So just by taking some of these unconscious 
techniques and doing what we’re already doing, we can really 
change things and move things around. 

 
Michael: How did you find out about this?  How did this come to you?  I was 

reading a little bit about your background starting as a… The thing 
that really interested me was you starting off as a prison guard and 
looking at the manipulative side of cons and ex-cons.  I thought that 
was a very telling thing about how people are able to be, have their 
unconscious desires tweaked when it comes to sales. 

 
Ken: Yeah, that’s what fascinated me.  When I first got out of college I 

spent 7 years as a prison guard.  And it just fascinated me how, 
here’s these people that are in prison, they’re pretty much what you 
would consider helpless.  You know, they have no power.  Literally.  
And yet they’re able to accomplish amazing things.  I mean, they 
get guards to literally bring drugs in to them.  And yet every guard 
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knows that they’re not supposed to do that.  The first example that I 
had is a guy was hired at the same time I was and about six 
months later I heard the guy got fired for bringing drugs into the 
prison.  I mean it was just incredible.  I thought how is that even 
possible.  You know consciously, logically, rationally that you don’t 
want to bring drugs into a prison to an inmate.  You know you’re 
going to go to jail if you do that.  You know you’re going to get fired.  
You know your whole life’s going to get messed up.  And yet, 
inmates are able to persuade guards to do that all the time.  And 
then I started looking at the same techniques that inmates use are 
the same techniques that con-men use.  I think a lot of sales people 
could benefit by using the same techniques.  Although using them, 
what we would call, ethically and with integrity.  But it’s just 
amazing that con-men are able to take people and convince them 
to give them their entire life savings.  And yet some sales people 
aren’t able to convince people to actually buy something that’s in 
their own best interest.   

 
Michael: So, if your average person, say, for arguments sake, for me, if I had 

a widget that was, maybe, I knew was the best widget but I’m not 
converting sales, I’m not turning it around, what or which of your 
techniques would be a good one for me to start with? 

 
Ken: Well, it depends on how you’re selling that again.  We’ve got kind of 

a difference between selling one on one or selling to a general 
market, which is what I would call marketing.  When you sell to a… 
When you’re doing advertising you’re selling to just a general 
population. If you’re selling one on one, that’s really simple.  A good 
example of that is you can literally elicit somebody’s, what I would 
call unconscious buying strategy.  And once you have that 
unconscious buying strategy all you have to do is literally follow it, 
and the person will literally automatically buy.  Let me give you an 
example of that.  Yesterday I was teaching a class to a bunch of 
real estate agents.  And the class was called “Buyers are Liars.”  
Because in the real estate industry that’s a real common saying 
among real estate agents.  Because all the time they’re out trying to 
buy a house to somebody, and somebody will tell them, “Look this 
is the kind of house I want.  I want a house in this price range, you 
know, that kind of looks like this and has a bedroom like that.” Then 
a month later the person turns around and buys something 
completely different than what they told the agent.  They might 
have told the agent they want a one-story ranch-style house and 
they end up buying a two-story house.  They might tell them they 
want it in this particular price range and they end up buying a house 
that’s in a completely different price range.  So in the industry, real 
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estate agents are constantly saying buyers are liars.  If you actually 
know somebody’s unconscious buying strategy, it’s really easy to 
sell to them.  So for example, when I was teaching this class, I 
asked one of the real estate agents, we just literally elicited his 
strategy.  And most of the time when you ask somebody what do 
they want when it comes to like a house, they’ll just tell you, “Well 
I’m looking for a house that has three bedrooms.  I’m looking for a 
house in this kind of price range.”  And they’ll give you some 
generalistic ideas of what they want in a house.  Instead of doing 
that, one of the questions I asked the agents, asked this particular 
agent since we were listening to his strategy is, “How did you 
decide to buy your last house?”  And based on that he gave me his 
particular strategy.  His particular strategy was it had to be the right 
neighborhood, the house had to have the right layout, it had to have 
quality materials and it had to be easy to resell.  Now once I got 
that, that was his actual strategy, and there’s a whole technique to 
that.  It actually takes a whole day to teach that to people. But once 
we got that, now I could ask him real specifics.  What do you mean 
by “the right neighborhood?”  So we could get real specific about 
what he was talking about when he talked about neighborhood.  It 
meant that it had to have houses of a similar kind of nature around 
the same kind of price range.  With him it even got more specific 
that the house around it had to look similar.  You couldn’t’ have a 
tudor house next to a ranch-style house for example.  They had to 
look very similar.  The next thing to him was the layout, so again we 
got real specific about what did the layout mean to him.  And for 
him it was it had to be open.  So when you walked in the door you 
had to be able to not only see the livingroom but the dining room, 
etc.  It had to have this wide open feel to it.  And then the third thing 
was the quality.  And so the materials that the house was made out 
of had to be, were really really important to him  And then the fourth 
thing was that it had to be really easy to turn over.  Now he got real 
specific each one of those things meant, we knew exactly what he 
was looking for in a house.  And then all he did was, literally, I told 
him don’t buy this house from me, and then I turned around and 
described it to him.  It’s the right neighborhood, it’s got the right 
layout, it’s got the right quality, he’s going to be able to turn around 
and sell it real easily when you buy it.  And the guy automatically 
said yes.  And I said, “Wait a minute.  Don’t buy it.”  And he said, “I 
can’t help it.  I’m going to buy it.”  And that’s because it met his 
unconscious strategy.  And we all have these unconscious 
strategies.  For example you have an unconscious strategy for how 
you buy anything.  And as a salesman, if I can just elicit that 
strategy from you, if I can figure out how you do that, all I have to 
do is repeat it back to you and you’ll buy.  You literally will do it 
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unconsciously.  And you’ll like the process when you do it.  It will 
literally feel good to you.  So the whole concept of resistance in 
sales is just that.  You don’t have the person’s buying strategy and 
you’re not repeating it back to them in a particular order that they 
used.  For example let’s look again at this real estate agent.  The 
order was totally important.  If I started to try and sell him a house 
based on the quality and then the layout and then it was in the right 
neighborhood, he wouldn’t buy it.  It had to be presented in the 
exact order.  So as I’m selling a house to him I have to I have to 
start off with, you know, look at the neighborhood, the 
neighborhood’s right.  Look at the layout, the layout’s right.  Get a 
feel for the quality, the quality’s right.  And you’ll be able to turn 
around and resell it when you go to resell.  When it was put in that 
specific order and sequence, he automatically will buy.  The 
problem with buyer’s are liars is the real estate agents didn’t know 
how you elicit that strategy.  How do you get real specific about the 
order that somebody buys something in, and the specifics about 
what’s important to them?  You’ll notice in that, none of those things 
that guys said had anything to do with how many bedrooms it had, 
what the bathroom looked like or anything like that because those 
things weren’t important to him.  Yet if I had probably asked him in 
the first place what kind of house do you want, those would 
probably be some of the terms he would have used to describe it.  
You know, I want a house with three bedrooms, I want it in this kind 
of a neighborhood, etc. etc.  And yet those weren’t really the 
important things to him. 

 
Michael: Ken what’s the process?  Tell me the process that you go through 

to teach a sales person how to take advantage of these 
unconscious persuasion techniques. 

 
Ken: Well, I think again it depends on the sales person and what they’re 

doing.  When we’re working with real estate agents we literally go 
through this process and teach them how to elicit somebody’s 
buying strategy.  I think that’s real important.  We also, with sales 
people in general, go through and teach them what I would call a 
whole bunch of hypnotic languaging techniques and sales 
techniques that come straight out of hypnosis.  Language itself is 
really really important when you’re in a one-on-one situation.  Let 
me give you an example of that.  The words ‘and’, ‘but’ and ‘even 
though’.  Those three terms are tremendously important when 
you’re using them in a sales context.  I’ll give you an example of 
that.  If I said “It’s sunny today and it will rain tomorrow.”  That kind 
of makes both of those equations the same.  “It’s sunny today and 
it’s going to rain tomorrow.”  In your mind you give them equal 
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weight.  If I said, though, “It’s sunny today but it will rain tomorrow.”  
You really just count that it’s sunny today and your mind focuses on 
“it’s going to rain tomorrow.”  If I said “It’s sunny today even though 
it will rain tomorrow.”  You really focus on “It’s sunny today” and you 
pretty much discount the fact that it’s going to rain tomorrow.  So 
just using the distinctions between ‘and’, ‘but’, and ‘even though’ 
you can change the way someone’s perceiving the words you’re 
using.  Again, objections, you never get objections when you’re 
meeting someone’s buying strategy.  But if you did get an objection, 
what you can use is a whole technique that we call “we framing”.  
We framing is literally changing how the person is thinking about 
your particular product or how it applies to them.  I mean there’s 
literally 26 different ways you can do that.  So for example, I was 
doing a consulting agreement with Farmers’ Insurance and we went 
in and took the whole concept of life insurance and wrote out some 
scripts for them and wrote out a bunch of these “re-frames” so that 
no matter what a client said to the agent, the agents had a “re-
frame” for it that totally changed the person’s point of view and how 
they were thinking about insurance.  For example, when we talk 
about life insurance, most people put the context or the frame 
around it that it’s an expense.  It’s money that I’m going to be 
shelling out every single month that I may not ever use.  And if the 
customer’s thinking that, it’s kind of a hard sell.  How do you 
convince somebody to buy something like that if that’s the way that 
they’re thinking.  If they think that it’s this expense that I’m having to 
shell out every month.  One of the ways that we did that, there was 
a whole bunch of ways that we did it, but I’ll give you one of the 
ways.  One of the ways was we changed it from being an expense 
to the fact that this money that you’re paying out every single month 
is a guaranteed investment.  For example, if you invest in the stock 
market or in mutual funds, is it a guaranteed investment?  No.  You 
know it’s going to go up, you know it’s going to go down and when 
you die, do you know how much your children are going to get?  
No, you don’t know.  You kind of can guess, but you don’t know.  
With insurance, if you put in X number of dollars, for example if you 
put in $1 million, it’s a guaranteed return.  I can guarantee you that 
when you die, your children are going to get $10 million.  Doesn’t 
matter what the stock market does, doesn’t matter what real estate 
does.  Doesn’t really matter.  It’s a guaranteed investment.  And it’s 
the only think that you can get that is guaranteed to pay X number 
of dollars return.  So when people all of a sudden stated thinking 
about it that way, they thought “Oh.  Hey this is a much better 
investment than putting money in my mutual fund.”  

 
Michael: And that was because you re-framed the situation? 
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Ken: Exactly.  We re-framed it from being an expense, to being a 

guaranteed investment. 
 
Michael: Changes the terminology in their mind that they’re thinking about it. 
 
Ken: Totally.  And there’s literally, like I said, 26 different ways to do that.  

When we’re working with any particular product on a one-on-one 
basis with somebody. 

 
Michael: How do you move that across?  How do you move these hypnosis 

and unconscious concepts across to the larger marketing where 
they become more, I would say, propaganda techniques perhaps in 
a way. 

 
Ken: Well, when we go to larger marketing, when we’re talking about 

marketing or advertising, then we concentrate less on the specifics 
and more on the general principles that apply.  For example, when 
we talk about generalized marketing, we talk about some of the 
specific principles like emotions.  For example, people again buy 
things for certain emotions.  Let me give you some examples of 
emotions.  Curiosity is one of the principles we often apply there.  A 
good example of that is when I was… I used to own some Arabia’s 
roast beef restaurants.  And when I was building those, we would 
never put up a sign telling what the restaurant was going to be as it 
was being built.  We would put up a sign that said “Coming Soon.”  
And we’d never say what was coming soon.  And even as we were 
building the restaurant we would never put any kind of identification 
that would tell what it was going to be.  By the time it was in 
construction, the construction workers would always get kind of 
irritated because every single day people would drive by and ask, 
“What are you guys building.  What’s going in here?”  And literally 
by the time the restaurant was built the entire town was talking 
about it.  Because people would drive passed, they wouldn’t know 
what it was, they’d ask their friends.  So using curiosity, the emotion 
of that can tremendously change things. 

 Another emotion that can really apply on a global basis like that is 
fear.  So how can you use the emotion of fear to tie into your 
particular product.  For example, what I found as a stock broker 
was the vast majority of people actually buy based on fear.  Even 
back in the 90s when the market was going up every single day, a 
lot of stock brokers thought that people were buying based on 
greed.  They really weren’t.  They were buying based on fear.  And 
the fear was they were losing out.  Everybody else was making 
money, and they weren’t.  So you even had 70 year old ladies 
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walking in the door and cashing out their CDs and buying mutual 
funds because they were afraid that they were going to lose out.  
So you can take the concept of fear and apply it to your particular 
product.  How are people going to lose if they don’t buy your 
particular product.  If they don’t have this, what are they going to 
lose out on.  Another particular psychological principle you can use 
that way is what I would call contrast.  You can use contrast with 
almost any particular product.  A good example of that is, the 
principle itself says that whenever we compare two things, the 
second thing we compare to will seem much more different.  So if I 
handed you something light, and then handed you something 
heavy, the heavy thing would seem much more heavier if I had 
handed you something light first.  So for example, if I’m in a clothing 
store, and I’m wanting to sell you a suit, the best thing I could 
possibly do is show you the most expensive suit I’ve got in the 
entire store first, doesn’t matter what your price range is, because 
now the next suit I show you is going to seem much cheaper by 
comparison.  Same thing, if you’re going to buy several items of 
clothing, the best thing I can do is sell you the expensive suit first 
because now once you’ve bought the expensive suit, buying a tie, 
buying a sweater to go with it, buying a belt, is going to seem like, 
oh, no big deal.  Those are all cheap in comparison.  Same thing 
with real estate, again, if I’m taking you out and showing you 
houses, I’m going to want to use that contrast principle.  For 
example, if I have certain things in a price range I want to show 
you, what I’m going to want to show you is the worst, most beat up 
houses in that price range first, because then when I show you the 
good things, the good things are going to seem much better by 
comparison. 

 
Michael: You’ll think you’re getting a real deal. 
 
Ken: Exactly.  So again on a direct marketing basis, you can see that 

people even use that principle. Use that principle if I’m going to 
upsell you.  Really I think some direct marketers actually misuse 
this technique because at the end of it they’ll say you know, you 
can buy our gold package and you get this much more for this 
much extra price.  Really, the best way to do that is to try and sell 
the most expensive thing first.  Then sell the other one.  The other 
one is going to seem so much cheaper by comparison.  You can 
see that with Ginsu knives.  They keep saying it should cost this, it 
should cost this, and when they finally say it’s only $19.95, people 
just go, “wow, that is so cheap.” 
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Michael: These techniques would be very wise to use at the beginning of a 
campaign, wouldn’t they?  So you could create your advertising and 
marketing around these techniques and tenants first. 

 
Ken: Oh absolutely. You want to, it doesn’t matter what you do, you want 

to be able to, as you’re creating a marketing campaign, start going 
through the different psychological principles and seeing how you 
can apply them to what you’re doing.  For example, you know, 
taking the whole idea of pain or pleasure.  How would you apply 
that to what you do?  Another good example is people have an 
unconscious desire to belong.  To be a part of a group.  So for 
example, how would you use that in your particular business?  In 
your marketing stuff?  A good example of that is doing some 
consulting with a martial arts studio.  One of the ways we do that is 
people do get a certain sense of ego and a certain sense of 
personal power from taking martial arts and they’ve got all kinds of 
other emotional reasons for doing it.  But we literally tripled the 
student count in this particular martial arts store when I had the guy 
literally make a t-shirt that had the name of his studio on it that was 
each particular… that he literally gave out to the students that they 
could wear outside of the studio.  Now the other thing we did for 
them was we used another psychological principle along with that.  
Which is we said, look, people again get a certain sense of pride, 
which again works high on the emotions there, from each rank 
advancement they get.  So take that same principle, let’s apply it to 
the t-shirts.  Now each time they get a rank advancement, you 
know it’s really nice if I’m a black belt versus, you know, a red belt, 
but who know that.  Well, everybody else in the studio.  So nobody 
outside knows that.  I don’t get to wear my black belt when I’m 
going into the super market.  But in this particular martial arts 
studio, what we did is we said, “Give them a different colored t-shirt 
each time they get a rank advancement.”  Now, there’s a certain 
amount of pride to wearing that particular t-shirt out in public.  You 
know, no, there’s exclusivity, nobody else has it.  Plus every time 
you get a rank advancement, now you get to wear a different 
colored one out in public.  So you tied a whole bunch of emotion 
into it out in public, and people would ask about it, so it’s still word 
of mouth, people would wear the t-shirts, people stayed much 
longer as students, because again, they got to go out in public and 
advertise the fact that they were martial arts students.  So again, 
you can see how you can tie that emotion into something.   

 
Michael: Ken, are you doing all personal consulting sessions, or do you have 

an information product?  A CD or an e-book about unconscious 
marketing that you have available? 

11
Here's a quick and easy way you can get into the marketing consulting business. Work part time from 
home. Help businesses make more money. Listen to hours of free interviews, case studies and how to 
consultant training at http://www.hardtofindseminars.com/consulting.htm 

http://www.hardtofindseminars.com/consulting.htm
http://www.hardtofindseminars.com/consulting.htm


FREE GIFT: A copy of our newest blockbuster, “BEHIND CLOSED DOORS: 21 Insider Consulting Secrets 
You're NOT Supposed To Know.” (86 pages the most revealing, proprietary secrets on the subject of business 
consulting that exists anywhere at http://www.hardtofindseminars.com/consulting.htm 
 

 

 
Ken: I don’t have any kind of particular products at the moment, we’re in 

the process of doing a website and in the process of doing some 
particular products like that, but at the moment my times really 
taken up just tremendously by doing all the consulting that I’m 
doing.  So it’s a matter of trying to getting the products out while 
we’re doing the consulting that we’re doing.  I have done a lot of 
products, but they’ve been real specific like just specific industries 
and they’re proprietary to the particular client that we’ve done.  For 
example, when we’ve done the re-framing or the sales work.  
Those are real proprietary to that particular industry.  You can 
imagine how someone else would want to get a hold of that 
because the techniques are just so powerful.  So when we’ve gone 
in and done a consulting agreement, it has been proprietary to that 
particular person. 

 
Michael:   Did you start your career in business or in psychology?  What angle 

did you come in from first? 
 
Ken: I actually did kind of start in the business and went into… I became 

a therapist just slightly after that.  So it actually was kind of both at 
the same time.  I’ve owned several businesses, I’ve owned several 
restaurants.  And like I’ve said, I’ve been a stock broker and a 
couple other things that I’ve mentioned as I’ve gone through them.  
But for the last 10 years I’ve also been a hypno-therapist here in 
the state of Washington.  So I come at it from both angles.  I’m still 
also a hypno-therapist.  I still will do some individual work with 
clients.  So I still also do that on occasions.  Again in that particular 
category, I specialize.  Which again is a technique that businesses 
can use, especially people in any kind of a service profession.  
There’s a psychological principle that says people are much more 
likely to go to somebody who’s considered an expert or an authority 
in their particular field.  A good example of that is a chiropractor 
friend that I know.  And he established himself as a niche as, in 
sports medicine.  And the way he did that was he literally had every 
single one of his offices set up along a different sports theme.  So 
you could go into one of his rooms and it was set up with water-
skiing things and would have pictures of some of the world 
champion water-skiers on the wall and they were all signed 
pictures.  He literally would have water-skis leaning against the 
wall.  You could go into another room and it was set up for rodeo.  
So you would have pictures of some of the world champion rodeo 
riders that were signed.  He also would have, you know, saddles in 
the room and, you know, ropes and stuff like that.  You would go 
into another room and it was skiing. And you would have some of 
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the world champion skiers pictures in there.  You would have 
articles he had written for some ski magazine.  You’d have skis.  
Each room was set up so it, there was another psychological *** 
which was just kind of this “Wow” factor.  People would go in and 
they’d leave and they’d say, “Wow, you got to see this guys office.  
He’s got all these things in there.”  The other thing that really set 
him up as an expert because in each one of these offices you went 
in and saw the fact that… you went into the rodeo room and you 
saw that the guy had been the national director for medicine for 
Wrangle Pro Rodeo.  And you saw all the world champion cowboys 
that he had worked on.  Well if I fall down my stairs, gee, I want the 
chiropractor that’s actually helping people that have been thrown off 
a bull.  If he can help somebody that’s been thrown off a bull, I 
think, “Oh, he can probably help me, you know, when I hurt my 
back.”  Same thing, he was national director for the national water 
ski tour and had articles and stuff on that.  So now every time I go 
into his office, I just literally go, “Wow, this guy is just an expert on 
all these sports injuries.”  So as I’m out mountain biking over the 
weekend and I, you know, twist my back, who am I going to call 
next week?  The chiropractor that’s closest to me that’s just right 
down the street, or am I going to call this guy that’s really an expert 
on all kinds of sports injuries? 

 
Michael: And he’s, by the choices he’s made and how he decorates his 

office, which is, I guess is unconscious marketing in itself, you have 
that idea in your mind, this guy’s the best, this is the guy I want. 

 
Ken: Exactly.  Plus, you know, there was a whole bunch of psychological 

principles involved.  Number one is association.  You associate with 
all these world champions.  So he got association from them.  He 
posted the articles he had written on the wall, so there’s the 
psychological principle that this guy’s an expert at what he does 
because look, he’s written articles.  And in this particular country we 
have this perception that if you write an article or you write a book, 
you are an expert.  You know what you’re talking about.  Number 
three, he had the psychological principle of this “Wow” factor going 
on.  People wanted to talk about him when they left his office.  We 
all have the psychological principle of self-importance, so if I go out 
and tell a friend about this guy and they have a good experience 
with him, now they think more highly of me.  And who am I more 
likely to recommend, who am I more likely to think they’re going to 
have a good experience with.  This guy who’s treated all these 
world champions and has written all these articles and has been 
national director or the water ski tour, he was also, when the winter 
Olympics were over in Norway, he was the team doctor for the 
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winter team for Norway and showed that Norway actually hired him 
and brought him over to the winter Olympics to work with their 
athletes.  So there’s a lot of psychological principles there, and 
when he was setting up his office all we had to do was sit down and 
go, “Okay, look, let’s use this principle.  Let’s use this principle.  
Let’s use this principle. And we’ll tie them all together.”  And once 
you get them all together, now you have this huge synergy that 
literally creates this huge word of mouth for his particular practice.  
He literally doesn’t have to advertise or do anything at all now.  And 
he’s in a very, very competitive market in Southern California, 
where there’s literally a chiropractor probably on every single 
corner. 

 
Michael: Many of us, many people who are in business and being 

entrepreneurs started in the food services and the hospitality 
industries. Could you tell me any lessons, any valuable lessons that 
you learned when you were in that field? 

 
Ken: A good example, is again, let’s take the principle that people like to 

belong or what I would call like “social proof.”  A good example of 
that is a restaurant that was just down the street from here.  It’s a 
little Mexican fast food restaurant, it’s right next door to Taco Bell.  
In fact, it’s actually behind Taco Bell, kind of hidden.  And six 
months ago there was a, same thing, a little Mexican restaurant 
there and the guy was advertising, promoting, he literally had 
people out on the street dressed in costumes trying to drive 
business to his business behind Taco Bell.  He ended up going out 
of business.  Literally went bankrupt.  A few months later there’s 
another Mexican restaurant in there.  This particular Mexican 
restaurant is doing gang-buster business.  I never drive past there 
that they don’t have, you know, cars in the parking lot.  Now the 
most fascinating thing that I found about it was when they very first 
opened, you know, they put the sign up on the wall and I drove 
passed it and I thought, “You know, another Mexican restaurant, 
they’ll probably go out of business, they’re a lot like Taco Bell.”  But 
as I drove passed I noticed, “Gee, their…” It was three o’clock in 
the afternoon and being in the restaurant business I kind of know 
that’s a lull time of the day. And I looked at Taco Bell’s parking lot 
and Taco Bell’s parking lot had one or two cars in it.  I looked at this 
particular Mexican restaurant and the parking lot was literally had 
like eight or ten cars in it. And I was thinking, “Wow.”  My initial 
thought was they must be pretty good.  Look at all those cars in the 
parking lot.  So I literally stopped, went in and ordered something.  
Now the funny thing is that once I got inside, there was nobody in 
there.  I think the guy literally, you know, had all his friends and 
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family park their cars in the parking lot.  But there’s a psychological 
principle there that says if there’s tons of cars in the parking lot, it 
must be good.  And the fact is the food was really good.  It’s really 
fast and I’ve eaten there a dozen times since.  Same principle 
applies.  I was back in New Hampshire teaching a seminar to a 
group of people and didn’t know where to eat in town, and literally 
drove down the road.  And again, I used that principle.  I looked in 
the parking lots to see which parking lot was full of cars.  When 
you’re in a strange town you don’t know which restaurant to eat in.  
So I picked the restaurant that had tons of cars in the parking lot.   
There’s a real important principle which is called the storytelling.  
And this is a principle that I found is really effective.  For example, 
metaphors, stories, if you think about it, have been used throughout 
history to convey ideas.  They’re extremely powerful to convey 
ideas.  And as a hypno-therapist, we use metaphors and stories all 
the time to change how people are thinking at an unconscious 
level.  A good example of that is probably one of the best selling 
direct mail letters of all time was a letter that the Wall Street Journal 
put out.  And it was basically a story of two college students that 
graduated.  One became president of a company, the other one 
just became a mid-level manager.  And then they made the case 
that the reason the one became president was because he read the 
Wall Street Journal.  I think stories, and telling stories and telling 
metaphors, is a very powerful, unconscious principle.  It isn’t used 
very much in direct marketing, and it could be used much more.  I 
mentioned the ad that we did with weight loss at one point that got 
that 500% increase response, and basically that was the difference 
we did with the ad, is we used a story.  Literally it was a testimonial.  
And in building that testimonial, we used a lot of these unconscious 
principles.  So I started off in the ad and said, you know, this is my 
name, and it was actually a person, so they could literally look the 
person up in the phone book if they wanted to.  And then we used 
the psychological principle “pain”.  We listed all of the pain that you 
get from being over-weight.  You know you can’t do this, you feel 
the pain of embarrassment, etc. etc.  And we just built up the 
emotions with the pain.  And then we built up the emotions of how it 
felt to be thin.  And so people reading the story could literally step 
into it.  Whenever people read a story, in order to interpret the 
story, they literally step into it and kind of apply it to themselves.  So 
when you use testimonials, that’s kind of one of the best ways to 
use them.  Use them in such a way, how is your reader going to 
step in and apply this to them.  In any kind of advertising. It’s the 
same thing when you’re selling directly.  Have a bunch of stories, or 
metaphors, about how your product particularly applies, that makes 
it really easy to explain the concept.  For example, as a stock 
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broker, it’s much easier to explain concepts using stories and 
metaphors than it was to, you know, explain the principle in and of 
itself.  If I was going to explain the principle of why you wanted to 
use some kind of an investment that doesn’t have taxes taken out 
of it, I could sit there and quote the numbers all day long and show, 
look if you’re having to pay taxes on this you’re getting a 33% lower 
return and over time, it’s that much lower return.  But that doesn’t 
appeal to people.  It’s much easier to tell them a story that says, 
look, if you’re trying to get from here to there, and you’re car has a 
whole in the gas tank, how effectively are you going to get from 
here to there?  People instantly relate to that.  They realize, wait a 
minute, if I’m driving down the road and there’s a whole in my gas 
tank and gas is leaking out the whole time, that’s not very efficient.  
Then they say, investing where you’re taking taxes out of it every 
single year is just like driving down the road with a hole in your gas 
tank.  You’re losing gas, you’re losing money, every single year.  
People instantly relate to that on an emotional level.  So using 
stories and metaphors like that in your advertising and you’re 
marketing, or even you’re directly selling to people, is a really, really 
important psychological principle. 

 
Michael: Do you think there’s been a lack of metaphors and storytelling in 

advertising because an underestimation of the audience, or 
because there’s just so much copywriting going on as there is now? 

 
Ken: I don’t know why it is.  I’m not sure why it is.  I think we have a 

tendency to get to technical, we have a tendency to apply to the 
logic side when it’s not really the logic side… the logic side’s 
important, granted, but if you really look at some of the copywriting 
and some of the best marketing that’s ever been done, you can 
really see the stories woven into it.  A good example of that, again 
is one of the best ads that was ever done by Rolls Royce was 
done, that basically started off that said, at 60 miles and hour the 
only sound that you’re going to hear is the sound of the clock was 
the headline. Then it basically then told a story of how you could be 
sitting in a car, you could be driving along, and people can step into 
that, they can feel it, they can relate to it.  Where if I’m trying to sell 
it based on the fact of oh it’s really good quality, people just don’t 
step into that and relate to it as much.   

 
Michael: Not as effective as putting them in the scene. 
 
Ken: Exactly.  A perfect… One of my favorite books of all time, for 

example, is a book by Jerry Spence, the famous attorney.  And it’s 
a book called “How to Argue and Win Every Time.”  And here’s a 
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guy that’s an attorney.  And I’ve done some consulting for attorneys 
in the past, and again, most  attorneys, when they go in, they use 
facts of logic and all that kinds of stuff to try and impress the judge 
or the jurors or people like that.  And I think in marketing and 
copywriting we all have that tendency.  We want to make sure 
you’re convinced and we give you a lot of facts and logic.  And 
Jerry Spence, in this book, he literally spends the whole time in the 
book talking about how to appeal to the emotions.  How to tell a 
really good story.  How to get somebody to step into it.  He give a 
whole bunch of examples in the book, but one of the examples that 
he gives is somebody driving down the road, like a product injury 
case where the brakes give out on a car, and you can tell that story 
based on the fact that, yeah the engineers did it wrong, and you 
know, if the brakes were applied with this amount of pressure it 
causes the brakes to lock up, and here this guy got injured, and 
because he’s injured here’s how much his expenses are, and 
here’s his lifetime expenses etc.  Now that’s all logical and you can 
get people to kind of believe that, but it’s much better to tell a story 
and say, to start to tell a story about here’s this guy driving down 
the road on a peaceful summer day, sitting in his car, relaxing, 
enjoying the scenery.  When all of a sudden his car’s flipping wildly 
out of control. You feel the panic, you feel the emotion.  The next 
thing you know, he’s in pain and he’s lying there bleeding.  His 
children now have a father that can’t play soccer with them, that 
can’t go to baseball games.  When you actually tell a story, people 
now step into it and start to relate it to themselves.  So again, that’s 
one of my favorite books because he takes the whole concept of 
how attorneys work, and he applies it based on, you’re much better 
off telling a story.  Another great example out of the book is he 
talked about a young attorney he was training, he says, you know 
this guy was writing up a legal brief to send to a judge and it was all 
dry and full of legalese.  And he said, he literally ripped it up and 
said re-write it and tell a story about how, you know, the attorneys 
are dancing around a campfire.  You know, you’ll just get a much 
better response, even from the judge based on that, than you will 
from here’s all these facts and figures. 

 
Michael: There’s a need for creativity and stories for everybody.  Isn’t there? 
 
Ken: Well, we all think, and here’s a concept that, again, most people 

don’t realize, but we all think using out senses.  We literally think 
using our senses.  Sight, sound, smell, taste, touch.  At an 
unconscious level, and even a conscious level, that’s how you 
think.  And the way I stress that with clients or even customers, is, 
think about a baby, for example.  If a baby were born and it didn’t 
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have sight, and it didn’t smell and it couldn’t taste and it couldn’t 
touch, couldn’t feel.  How would it literally know anything?  It 
wouldn’t.  And if it couldn’t know anything, how could it think?  And 
we forget that people think using their senses.  So whether it’s in 
marketing, or whether it’s in personal selling, you really have to use 
the senses to do that.  Earlier I talked about, you know, people’s 
buying strategies and I talked about this real estate agent where it 
was neighborhood, layout, quality and ease of sale.  Really, when 
we teach that, we get much more specific and we talk about how 
it’s the senses  that you’re really talking about when you do that.  
So when the guy talked about neighborhood, we’re really talking 
about how it looked.  So again, I’m going to use language that says, 
see how this neighborhood looks.  And we’re going to describe it in 
visual terms.  Then when we talked about quality, it was really 
about the feeling for him.  So we’re going to describe that in the 
qualities of feeling.  People literally think using their senses.  And 
that’s why stories and metaphors are really important in marketing, 
and that’s why, again, analogies are really important.  Or ever 
people’s personal buying strategies are really important.  Again, 
sometimes when we’re eliciting a list of people’s values, we ask 
them, what’s important about it to them.  So for example, if I want to 
be their real estate agent, I’m going to ask them, what’s important 
about a real estate agent to you.  And they’re going to start to tell 
me what’s important about that.  They’re going to start to tell me 
emotion responses.  And once I’ve got those emotional responses, 
now I can come back and apply that.  For example, in talking to that 
real estate agent, as I was eliciting his particular strategy, at one 
point he made a comment that what was really important for him 
was the ability to make a quick decision.  And when I asked him 
about that, what was important about making a quick decision, he 
really told me something about himself psychologically, that it was 
important that people perceived him, or that he perceived himself 
as somebody that could make quick decisions.  So now, if I’m in a 
sales situation, I’m going to literally use that emotional response of 
his.  I’m going to say, gee we’ve got this particular house and I 
know how important it is for you to not be a waffler.  I know how 
important it is for you to make a decision, one way or another on 
this right now.  What’s he likelihood that he’s going to sit around for 
the next two weeks, or even the next two days, or even the next 24 
hours and go, “I want to think about it.”  He’s literally not. Because 
I’ve literally used his own emotions to trigger responses in him.  So 
we literally think through our emotions.  We think through sight, we 
think through sound.  And pick up any copywriting and really look at 
it and see how well does it appeal to those.  How well does it 
appeal to your senses.  How well does it appeal to sight, sound, 
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smell, taste, touch.  How well does it appeal to the emotional level?  
I think sometimes people get the concept in general, but the 
application is flawed.  A good example of that is there’s a 
psychological principle called “reciprocation.”  And a lot of people 
are aware of this principle now.  A good example is, when I was in 
the financial services industry, wholesalers would constantly come 
around to the stock brokers and give them things.  Like golf balls, 
pens, umbrellas.  I mean literally everything.  When I was talking to 
a wholesaler one day and we were talking about this concept of 
reciprocation where you give somebody something, they’re much 
more likely to repay it.  And he said, “Well, that just doesn’t work.  
We give people stuff all the time, and they never sell my particular 
mutual funds.”  And that’s true.  Because in that particular, people 
get to expect it and you’re not applying it in such a way that they 
feel an obligation.  So we said to him, look, here’s the particular 
book that you guys are promoting that had to do with a particular 
mutual fund, in their particular case.  It was the economist, Harry 
Dent, had written a book called “The Roaring 2000’s”, then he 
wrote a book called “The 2000’s Investor”.  And they have a mutual 
fund that was designed by Harry Dent based on these priniciples.  
And I told him, don’t give people golf balls, give them a case of 
these particular books so that when somebody walks into their 
office and has questions about how should I invest for the future, 
they can give their client a book.  A book has a real high perceived 
value.  And if you’re giving a book to a client, now the client’s going 
to buy something from you, which mutual fund are they going to 
buy?  Are they then going to turn around and sell somebody else’s 
mutual fund to this particular client?  No, they’re going to sell yours.  
Just by doing that technique, he upped his sales literally 100% the 
next months by giving out books instead of golf balls. 

 A good example of that is, last night, again, I went to several 
people’s websites.  And people realize, again, on websites that 
giving out information… And I went to a specific marketer.  If I 
mentioned the name people would recognize it.  And the opening 
page was, here we’re going to give you all of this information and 
provide it for you, and I’m sure the purpose of that is, we’re going to 
give you the information then you’ll buy from us.  The problem is, 
when it comes to the internet, I already perceive the internet to be 
an information source.  So if I go to his particular website and I get 
information, do I feel a perceived need to reciprocate?  No.  
Because that’s what the internet’s all about anyway.  If he didn’t 
give that, I’d be ticked off.  I think hard to market seminars does a 
much better job of that, for example.  In the sense that they send 
out, you’re sending out this CD.  Now, that’s not something I 
expected. That’s a “Wow” factor.  I’m getting a CD.  I can literally 
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put it in and play it. I’m not going to throw it away.  I’m not going to 
lose it like a piece of paper because it has such high perceived 
value.  And it’s not something I expected.  So now I’m evoking that 
principle of reciprocation.  Whereas just providing information on 
my website, I’m not invoking that same principle.  Even though I 
think that I am.  But by sending out a CD, I am invoking that 
principle, because people look at it and go “Wow, it’s a CD.”  You 
know, every time I normally buy a CD, it cost me $40, $50.  This 
guy had to spend, you know, money to mail it to me.  Whereas if 
I’m getting information just off of a website, it doesn’t have the high 
perceived value.  So I don’t have the need, at an unconscious level 
to reciprocate.  Does that make sense? 

 
Michael: That makes sense.  That’s investing time in understanding your 

audience and understanding your market.  It’s an important 
consciously and it’s important unconsciously. 

 
Ken: And really understanding how to apply the psychological principle 

itself is everything.  You can have a psychological principle like 
reciprocation and apply it totally wrong.  Like the wholesalers do, or 
like people do sometimes on websites.  And just by tweaking it a 
little bit, just by saying “Look, here’s a different way to apply it, you 
get a whole different response.”  So the real key is not only knowing 
the psychological principle, but how to apply it.  Because just that 
difference in applying it, you’re going to get phenomenally different 
results. 

 
Michael: Thank you very much.  Today has just been fascinating.  I’m really 

looking forward to hearing and seeing more of your work, your 
products and services.  I think I’m coming to the end of my 
questions that I had here, Ken.  I think, I guess, I should also ask 
how can our listeners get in touch with you and perhaps find out 
about any seminars that you’re holding that they might be able to 
take advantage of? 

 
Ken: Well, at this moment and time they can certainly call me at 360-

521-0981. 
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A listing of my other web site and resources. 

Who Is Michael Senoff? Michael is a husband and father of two young boys in
Southern California. He has been a highly successful marketing consultant for
over 6 years. Originally from Atlanta Georgia and now based in San Diego,
California. Michael works with small to medium sized companies on four different
continents. He is the co-author of the book: “BEHIND CLOSED DOORS: 21 
Insider Consulting Secrets You're NOT Supposed To Know.” (86 pages of 
the most revealing, proprietary secrets on the subject of business consulting that 
exists anywhere and the soon to be released sequel: Advanced Consulting 
Techniques.  He is also the publisher of 125 audio cassette programs geared to
helping marketing consultants make more money. He is a frequent host on his 
web site called www.ExecutiveAudioInstitute.com.  Michael is an experienced 
internet marketer and talk show host and a popular professional interviewer.
Michael has taught 100% online around the country & around the world to more 
than 50,000 students. His web sites Hard To Find Seminars and Executive 
Audio Institute are listed in the top 1% most visited web sites in the world. 
Michael has also worked as a coach and advisor to other famous marketing 
consultants. Michael may be contacted at Michael@hardtofindseminars.com or 
at (858) 274-7851 For Michael’s full biography and story go here

 

 
Site : http://www.hardtofindseminars.com  
Title : How to buy pre-owned Jay Abraham & Gary Halbert marketing books,
seminars, audio tapes, videos for pennies on the dollar?
Description:  If you've ever wanted to buy Jay Abraham and other marketing 
materials but thought they were too expensive, then here's a way you can buy
them at huge discounts off their original retail cost. Also on the site is 117 hour 
of free audio marketing advice from expert marketing masters . Here's the story. I 
buy and resell very hard-to-find marketing seminars. I mainly buy from a well-
known seminar promoter named Jay Abraham. People who attend his seminars 
pay between $5,000, and $30,000 a seat. Each person who attends one of his 
seminars takes home recordings of the event on audiotape, video, CD. They also
get many other bonus items. The way I started this site was I wanted to go to a
$20,000 seminar, but did not have the money. I wasn’t about to pay this kind of 
money for audiotapes of any seminar. So I did some research and found 
somebody who had a set of these tapes that I wanted and I got them for $50.
After I studied them, I sold the on auction on eBay for $1700. My business was
born. I now buy and resell these rare hard to find seminars to folks who don’t 
have the money to go to the live events. There is a ton of free marketing and
advertising content, download and internet tools on this site from marketing
experts like Gary Halbert, Jay Conrad Levinson, John Carlton, Brian Keith Voiles,
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Deremiah Phillips *CPE, Bill Myers, Carl Galletti, Ted Nicholas, Joe Vitale, The
PR Doctor, Millionaire Mr. X, Taylor Trump, Herschell Gordon Lewis, Mr. Arthur
Hamel, and many other marketing experts. This content is from some of the
greatest marketing experts in the world. For more details go to the link 
http://www.hardtofindseminars.com/AudioclipRights.htm  

 
Site: http://www.ExecutiveAudioInstitute.com  
Title: http://www.ExecutiveAudioInstitute.com offers you free rights to over 117 
hours of downloadable audio interviews, marketing lessons and transcripts by 
Gary Halbert, Jay Conrad Levinson, John Carlton, Brian Keith Voiles, Deremiah
Phillips *CPE, Bill Myers, Carl Galletti, Ted Nicholas, Joe Vitale, The PR Doctor,
Millionaire Mr. X, Taylor Trump, Herschell Gordon Lewis, Mr. Arthur Hamel, and 
many other marketing experts 
Description: Street-smart marketing advice from marketing pros and business
people who clawed their way to the top. Warning, not for the wishy-washy person 
who is looking for ways to make a few hundred dollars extra a week. This is an 
institute of learning and a shrine for serious marketing and business students
only to learn how to dominate their marketplace using direct marketing and result
getting advertising. It’s a site accessible to any business who wants to train their 
salesmen, wife, employees or customers how to get more from their business. 
Web and marketing rights to this huge collection (117 hours of audio content,
mp3 downloads, and transcripts) is available for the asking. This includes the
rights to give away for free over 117 hours of downloadable audio interviews,
marketing lessons and transcripts by Gary Halbert, Jay Conrad Levinson, John
Carlton, Brian Keith Voiles, Deremiah Phillips *CPE, Bill Myers, Carl Galletti, Ted
Nicholas, Joe Vitale, The PR Doctor, Millionaire Mr. X, Taylor Trump, Herschell
Gordon Lewis, Mr. Arthur Hamel, and many other marketing experts. This
content is from some of the greatest marketing advice in the world. Details go to
http://www.hardtofindseminars.com/AudioclipRights.htm  

  
Site: http://www.hardtofindads.com  
Title: Hard to Find Ads 
Description: http://www.hardtofindads.com is the site to create compelling 
advertising copy that will shatter traditions and sales records from the world's
largest editorial style advertising swipe file. This is NOT a course on 
copywriting… It's not theory ... not a transcript of philosophical debates about
which words you should include in your headline … or not even the explanation
of benefits VS features. What's here are the ACTUAL ADS from the early 1910s, 
20s, 30s, 40, 50s 60s and today and today (most over 50 years ago) by:  On 
http://www.hardtofindads.com,  you can get free access or 700 classic hard-to-
find ads.  Many of them are from the early 1900s. Other ads go up to the 1950s 
and ‘60s.  A majority of the ads were found from one of the largest publications
during the time.  And most of the ads are in an editorial style format.  An editorial-
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style ad can out pull an image-type ad 5-1, just because it’s editorial People are 
used to reading editorial content like a newspaper article or a magazines story. 
So, I’ve deemed it editorial-type advertising because it’s so powerful. It’s an idea
generator.  If you want to create an advertisement for your business you can go
look at the ads and get great headline ideas, get great openings for your first
paragraph of your letters and great example to use for your advertising.  It’s the 
largest digital swipe file of its kind in the world. You can zoom in on the ads
super-close and read every word. It’s another great free resource from Michael
Senoff. 

 
Site: http://www.ClaudeHopkinsAdvertising.com  
Title: Claude Hopkins Rare Ad Collection See & study 57 actual print ads 
Description: Claude Hopkins Rare Ad Collection See & study 57 actual print
ads. Claude Hopkins is known as the greatest copywriter of all times.  He had a 
career back from the early 1900s all the way to the 1950s. There are several 
books out on the market by Hopkins. One is called “My Life in Advertising” and
the other is called “Scientific Advertising.” These are two of the greatest books 
on the subject of advertising and marketing ever written. I would recommend
them to anyone who wants to get a great fundamental education on marketing 
and copyrighting.  Claude Hopkin’s books talk about all his life experiences that
he went through and his most successful advertising campaigns. Up until now his
ads have never been found.  I went out and researched with the help of a 
research historian and located 60 of his lost original print ads from the early
1900s. These are the same ads he talks about in his two books.  These ads were 
extremely hard to find. It’s the world’s largest collection of Claude Hopkins’ print
actual ads.  I decided to share this collection with the world, so we built an entire
course around this rare Claude Hopkins Ad collection. These ads are for serious
copywriting students only. http://www.ClaudeHopkinsAdvertising.com  
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Richard, Marketing Consultant 

              "There’s plenty of theory out there about 
how to be a marketing consultant. My 
HMA consulting system is the only one that 
takes you step-by-step through the process 
of making the first phone call, then to closing 
the client, and finally to servicing the client. 
Plenty of content out there in marketing on 
what a business should do, but they’re not 
interested in the content. They want you to be 
able to execute." 

 The biggest problem business owners have is not being able to get 
the job done, and so they have plenty of consultants who tell them what to 
do. Now, you’ve got a system that is going to be able to take you through 
and show you how to do it. And that’s the biggest difference in my HMA 
Marketing System. For more information on the HMA System go to:  

 http://www.hardtofindseminars.com/HowToConsulting.htm

24
Here's a quick and easy way you can get into the marketing consulting business. Work part time from 
home. Help businesses make more money. Listen to hours of free interviews, case studies and how to 
consultant training at http://www.hardtofindseminars.com/consulting.htm 

http://www.hardtofindseminars.com/HowToConsulting.htm
http://www.hardtofindseminars.com/consulting.htm
http://www.hardtofindseminars.com/consulting.htm


 

Copyright Notices 
 
 
Copyright © 2004-2005 by JS&M Sales & Marketing Inc 
 
No part of this publication may be reproduced or transmitted in any form or by any 
means, mechanical or electronic, including photocopying and recording, or by any 
information storage and retrieval system, without permission in writing from the 
Publisher. Requests for permission or further information should be addressed to the 
Publishers. 
 
Published by: 
 
Michael Senoff 
JS&M Sales & Marketing Inc. 
4735 Claremont Sq. #361  
San Diego, CA 92117 
1-800-237-0634 Office 
858-274-2579 Fax 
michael@hardtofindseminars.com  
http://www.hardtofindseminars.com/MarketingConsulting.html  
  

Legal Notices 

While all attempts have been made to verify information provided in this publication, 
neither the Author nor the Publisher assumes any responsibility for errors, omissions, or 
contrary interpretation of the subject matter herein. 
 
This publication is not intended for use as a source of legal or accounting advice. The 
Publisher wants to stress that the information contained herein may be subject to varying 
state and/or local laws or regulations. All users are advised to retain competent counsel to 
determine what state and/or local laws or regulations may apply to the user’s particular 
situation or application of this information. 
 
The purchaser or reader of this publication assumes complete and total responsibility for 
the use of these materials and information. The Author and Publisher assume no 
responsibility or liability whatsoever on the behalf of any purchaser or reader of these 
materials, or the application or non-application of the information contained herein. We 
do not guarantee any results you may or may not experience as a result of following the 
recommendations or suggestions contained herein. You must test everything for yourself. 
 
Any perceived slights of specific people or organizations is unintentional. 
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