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The Newsletter 
Marketing 
Systems Story

A Partnership Formed 
To Help Clients To Fill 
A Gigantic Gap In Their 
Businesses
Ben Wendel and Zac Nelles met in early 2011 at a seminar. 
They are closer in age than most of the people that were 
at the seminar – which was a bit of godsend for both of 
them. Both direct response marketers – they work to create 
marketing where the return exceeds the cost. Regardless 
of whether they are working on lead generation, customer 
acquisition, client retention or client value development 
they create marketing systems and materials that can be run 
to reliably create results that create greater profits and cash 
flow.

When they first met it took Ben all of about 3 seconds 
to work out that between them, they could identify the 
opportunities for their clients, then create and implement 
campaigns for our clients to help them grow their businesses.

They did a couple of projects together, and six or nine 
months later they were talking about what else they could 
do together that would create great results for their clients, 
while at the same time leveraging their combined skills.

One thing they noticed with our clients is that there was only 
so much they could implement by themselves and that if you 
didn’t help the client implement then they didn’t make as 
much money as they deserved.

The Revelation
Ben and Zac were sitting together at a seminar in mid 2011, 
listening together to another business guru drone on and on 
about how to get more leads and more customers – this one 
was talking about print ads. 

There are different types of gurus talking about how to get 
more sales, more leads with different media. Some talked 
about the internet, (a lot do actually), social media, others 
speaking, magazines and on and on and on. In fact if you 
look you can find a guru who will tell you how to get rich 
using any media.

They started talking back in one of their hotel rooms at the 
end of that day of the seminar. They had a bit of a revelation. 
You can use all of those media to get customers. And you 
certainly would if you had a plan and systems in place to 
keep the customers generated to get future sales and referrals 
out of them. If you didn’t why would you bother to get those 
customers in the first place?

They agreed the following:

• Firstly, any face to face sales person with a good 
amount of time in the trenches will tell you ‘straight 
off the bat’ that referrals are the single best source of 
new customers 

• Secondly every one of these business gurus would 
say something along the lines of you make your 
money after the first sale but they never really talked 
about how. You might hear something like “keeping 
customers is important” or it is all about the “back 
end.” But then they would change the topic back to 
getting more customers with speaking or print ads 
etc.

• Since keeping customers was so important rather 
than teach people how to do it themselves they 
should create automated turnkey systems for 
customers retention, referral stimulation and 
customer value development. 

About the time Ben and Zac met, Zac had just heard Dan 
Kennedy mention the late great Gary Halbert say: “Dan is 
one of the damn few copywriters who consistently puts his 
money on the line with his own businesses and campaigns.”

It occurred to him that if his marketing ideas and copy was 
working so well for clients then he should be willing to risk 
his money building his own business. Ben felt the same 
way about his marketing ideas, and his design and printing 
business. If he could make his client’s marketing work better 
for them – he should put his money where his mouth is and 
build a business.

On the back of those threads intertwining and a handshake 
Newsletter Marketing Systems was born.
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A Bit More About Ben
Ben Wendel is a graphic designer and print solutions 
specialist who helps entrepreneurs and business owners 
receive a high ROI on their print based marketing. Over 400 
Australian businesses now rely on Ben’s marketing guidance 
and design services. Although he prefers to help small 
business get high ROI from their marketing, Ben has worked 
with well known Australian companies including Bloo, IGA, 
Retravision, Sportspower and Optus. Plus he’s worked with a 
who’s who of Australian entrepreneurs including Mal Emery, 
Glenn Twiddle, Angie Spiteri, John Mu and Robyn Pearce.

Ben’s Story 
(In His Own Words)

I was brought up in the sunny city 
of Perth in Western Australia. I 

was raised by my caring parents who 
showered me and my brothers with love 

and affection. Although our family didn’t 
have much money, we were all happy.

As I got older and began contemplating my 
future, my Mum would always tell me “No 
matter what you do, you will succeed.” - 
With that attitude, I sought out to find 

my passion... When I finished high 
school, I decided to go to university. 
I loved to create things, I loved art, 
film, writing and music and I wanted 
to make any of them a career. I 
began a communication course, 
majoring in Film and Video, but 
after 18 months I became fed up with 

the unpractical nature of the course.

Just as I left Uni, I met my first wife. 
She already had a two year old son 

named DJ and after six months, when we 
were engaged, I took on the role of Dad. So 
suddenly, at the ripe old age of 18, I had a 
fiancé and a two year old. I needed a full 
time job to support them, and wanted to 
keep in-line with my creative passion, so 
whilst looking for a job as graphic designer, 

I ended up in a print shop for a year, where 
I learned a lot about the printing 
industry.

During this time, I had another 
child, my beautiful Daughter 
Holli. But financially we were not 
in a position to get by. So I took a 
leap of faith and decided to start 
my own design and commercial 
printing business called Strive 
Designs. 

Business was a lot harder that I’d anticipated, and early on 
it was a struggle. The only reason that I survived was that 
early on I got a few good clients who ordered regularly and 
who started referring other businesses to me. At this time 
I attributed ‘word of mouth’ as the avenue that grew my 
business. (Little did I know that I had accidently stumbled 
upon relationship marketing) 

Because I was in front of flyers and business cards and 
marketing all day long, I had a big-head, (seriously… I 
thought I knew everything about marketing…) But in 2008 
I had my ego shattered when I tried my own mail-drop and 
got only 1 phone call. Shortly after that I was introduced 
to the world of direct-response marketing by Mal Emery. 
Over the next few years I immersed myself in the world of 
marketing and copywriting. I took particular interest in 
how it applied to printed media such as flyers, newspapers, 
signage, business cards etc. 

I began applying the direct marketing strategies I had 
learned to my own marketing and my clients’ marketing. 
I had some big wins and some big losses. Nowadays I win 
more than I lose… But nobody is perfect. Life was good, 
business was picking up and most of all… I was making a 
difference in my clients’ lives 

Then it all fell apart

On Christmas Eve 2009 my wife was involved in a serious 
car accident which put her 
in a coma for 2 weeks; she 
de-gloved her scalp, broke 
13 bones and sustained a 
significant brain injury... To 
top it off, her father was also 
in the crash and to this day 
has still not recovered from 
his brain injury.

At the time, I had a 2 and 
a 6 year old at home who were 
crying for their mummy and missing their granddad, I was 
the sole income earner working 40+ hours a week trying 
to make ends meet, I worked full time for myself, had no 
savings and was in a pile of debt trying to claw my way out...

Suddenly my world was turned upside down... I was now 
the full time carer for the kids, I had to try and juggle work 
in the evenings and I had to deal with the stress and strain 
of whether my wife would recover from her coma and if 
she did, what effects would the brain injury have on her 
personality, on her health and on her future... Honestly, I 
don’t know how I managed, but at the time, without any 
hesitation, I stepped up to the challenge and just did it! 

I was fortunate to have the support of my friends and family, 
and my clients. Everyone was exceptionally supportive with 
words of comfort, prayers, gifts and patience...

Over the next 6-12 months, My wife slowly recovered, she 
Ben & His Daughter Holli

The Car After The Accident.
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escaped with minor short term memory loss and difficulty 
concentrating and her physical injuries only left her in slight 
discomfort, but under the circumstances it’s a miracle she 
could walk. 

There were dozens of lessons learned during this hardship, 
but there are 2 very important lessons that I’d like to share 
with you. One personal and one business.

Firstly... Never take what you have for granted, life can be 
taken away in an instant. Be appreciative of what you have. 
Things like debt, crying kids and broken down cars are 
specks of dust in the big picture... Focus on those you love, 
be grateful for every moment and tell people you love them 
and appreciate them.

The second lesson is that your loyal customers are your 
biggest asset in business. During this difficult time, I had 
to cut back my work hours, I cut back my marketing and 
I relied 100% on my existing loyal customers to contact 
me when they needed printing. Because of my past 
relationships, there was a reliable, predictable stream of 
repeat orders coming in from loyal customers that kept my 
business turning over and kept food on my kids’ plates. 

I believe some of my clients intentionally ordered more or 
ordered early to help me out financially, they were extra 
patient, they paid on time and they were very understanding 
and compassionate... I really do believe that keeping your 
clients happy and loyal and developing a REAL relationship 
with them is an integral part of any successful business. 
(It was in this moment I REALLY got just how important 
relationships are in business and started to ask the question 
“How can I create this loyalty with every customer?” )

Since the accident, I realized that I was essentially a walking 
done-for-you marketing machine… I had the skills to write 
copy (not as good as Zac… but enough to be compelling), 
create graphic design, build and market websites and give 
advice on marketing strategy. Despite all this, I was still 
working 40+ hours a week, I was getting fed up by the job-
like nature of my business and not being able to get ahead 
I really wanted to put my money where my mouth is and 
use my marketing skills to grow a business, rather than just 
keep on with ‘a job’ which is what I felt I had with Strive 
Designs.  I looked at lots of ideas, but eventually met Zac, 
we connected and a few months later we started Newsletter 
Marketing Systems

In June of 2012 I split up with my wife of 3 years, we were 
very different people and she struggled being married to 
an entrepreneur. I spent a week on my Granddad’s farm 
reflecting on my life up until this point. I realized that the 
one thing that drove me to pursue success in business more 

than anything was that I wanted to make a difference. I had 
become stuck on the notion that I needed to make money 
and then I could make a difference. I’d been going about it 
all the wrong way and I have since taken the approach that I 
can ‘make money by making a difference’.

I have since re-partnered with a beautiful woman named 
Hollie (makes it hard having a partner and a daughter with 
the same name!), She also has a young daughter named 
Scarlet who I get the pleasure of helping raise. 

In my spare time when I’m 
not doing ‘dad’ stuff, I like to 
socialize, I tend to be creative 
in my activities, I play guitar 
and write songs. I indulge in 
the occasional computer game 
or movie watching and of late 
I started collecting Pokemon 
cards with my son DJ. 

With Newsletter Marketing 
Systems I now have the 
opportunity to help businesses 
just like yours to build relationships with your leads and 
customers so that you can get large response rates from 
qualified prospects through the proper use of newsletters 
(and other marketing materials) while still letting me spend 
plenty of time with my family.

Ben socializing with his brother 
dressed as beers for Ben’s 26th 

B-Themed birthday
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About Zac
Zac Nelles is a strategic marketing advisor and an award 
winning direct response copywriter as well as an author and 
speaker. He has won an award with American Writers and 
Artists Inc (A copywriting training subsidiary of Agora Inc, 
a $300,000,000 direct mail 
company.) 

Zac is also Australia’s Only 
Dan Kennedy Gold Certified 
Copywriter For Information 
Marketers. To a small circle of 
Dan Kennedy’s Copywriting 
Academy Alumni he is known 
as ‘Kangaroo Zac’ and Dan 
Kennedy’s personal enforcer.

He has worked with companies from industries including 
health, finance, business opportunity, beauty, software, 
seminar providers, coaching, training and consulting. He has 
helped each client design, build and implement marketing 
systems to maximize sales revenue while minimizing 
manual labor. Newsletter Marketing Systems was formed 
with the goal of helping business owners tap into the single 
biggest opportunity in their business. Acres of Diamonds 
in a business person’s own back yard. While at the same 
time delivering more of the best types of new customers – 
referrals.

Zac’s Story (In His Own Words)

Once out of university, I worked in sales for 4 years initially 
selling roof restorations where I had to find my own leads. 
Obviously, when you are new to sales, finding your own 
leads means knocking on doors, doing trade shows and 
booths at supermarkets.

Yeah, I was over that in about 2 weeks. But where to finds 
leads if I wasn’t door knocking? This challenge led me into 
the world of direct marketing and copywriting. By learning 
how to create direct marketing systems and how to create 
sales copy to make those systems effective, plus some trial 

and error, I was able to create a steady stream of leads. 

A steady supply of leads turned around my flagging sales 
numbers and ended the tedium of cold calling. In fact every 
time I put $100 in the mail about $2,000 came back in 
commission. This was my first attempt at direct marketing. 
At the time I didn’t know how good this was. At the end of 
my time selling roof restorations I took a marketing role in 
a start up Software Company that sold enterprise project 
management systems.

After a few years there the entrepreneurial bug bit again and 
I started freelance copywriting in 2009. Soon after realising 
that I should also be adding more strategic advice so that 
clients can get optimum results from the copy I write for 
them.

It was at this time that I realised I had been preparing for 
this type of work all my life. I enjoyed strategy games, brain 
teasers and logic problems of all varieties growing up. What 
I loved about them was solving puzzles, finding ways around 
problems – brute force is seldom the best answer.  Business 
is just the only strategy game you can play for real money 
– and not get laughed at for being ‘a professional gamer.’ 
(Seriously, they are real). 

Not that I care about the laughing, I still enjoy play Games 
Workshop’s Warhammer 40,000, card games such as ‘500,’ 
and role playing games like Call of Cthulhu. I don’t enjoy 
PC based games so much because I spend so much of my 
working time staring at a computer screen. Most recently 
this love of strategy games has evolved into an interest in 
Dreamteam and Supercoach ‘Fantasy AFL Football.’ In 
under 3 years I have evolved into an ‘outstanding coach’ by 
their standards’ (being able to consistently hit the top 15% 
overall – despite only playing to win ‘leagues’). 

A friend and I have the strategy for the game so down pat we 
were both able to finish in the top 10% in my first season of 
NRL Supercoach despite being able to name 7 NRL players 
if you count code hoppers Karmichael Hunt and Israel 
Folau who both played afl that year. So five NRL players that 
actually played NRL that season. I’ve also only seen about 
10 NRL games in my life. We just wondered if the fantasy 
football strategy applied across codes. Outside of work I still 
find the time to regularly attend concerts, read plenty of 
books and cook.

I have taken the title of Self Proclaimed Iron Chef Deep 
Fried and regularly contribute a recipe in our monthly 
printed newsletter which you will receive if you have given 
us your full mailing address. If you haven’t please go to www.
newslettermarketingsystems.com.au/newsletter and sign up 
for it. 

After reading a book called Born to Run I have become an 
avid runner. Despite being 6’6” and 150kg - I can chug out 
5 minute kilometres quite comfortably. While I enjoy eating 
meat I find myself spending more and more time preparing 
good tasting and satisfying vegetarian and vegan meals as 
my weekly ‘running mileage’ goes up. 
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The 5 Overlooked 
Sources Of Wealth 
and Profits In Your 
Business 
When you stop and think about a business for a moment, there 
are very few things your can do to increase the wealth and 
profits in it.

You can cut your expenses and find a way to do the same 
amount (or more) with less resources.

You can sell off equipment, etc and try to do the same amount 
(or more) business with less resources.

Or you can sell more.

There really isn’t too much more you can do.

There are five all too often overlooked opportunities to create 
wealth by selling more in your business that are frequently 
overlooked and underexploited.

7



Overlooked Source of 
Wealth In Your Business #1: 
Your Past and Present 
Customers Can Give You 
New Customers
Every business owner either wants more referrals or has 
multiple systems to generate referrals. No matter what 
everyone believes they deserve all the referrals they get, 
some of us just think that we are entitled to more.

We all know that referred clients, customers, patients or 
whatever you call them are more loyal, easier to sell to and 
also more likely to refer additional business to you than a 
customer brought in from another source such as a print ad 
or the internet.

Doesn’t matter if you think of your business as a ‘one and 
done’ like a new home builder or one that is like a restaurant 
or an insurance broker or financial planner whose business 
revolves around repeat sales to the same customer for years. 

The more referrals you get for your 
business by getting your current 
leads, customers and your past 
customers to refer to you, the faster 
you can grow.

If you don’t think you are getting enough referrals, I am 
willing to bet that you don’t have a true system for creating 
or referrals and you aren’t giving your customers a reason 
to refer business to you. Remember what we said about the 
minimal standard increasing? 

Every business on the planet is going to be more profitable 
just on the back of having a systematic approach to getting 
more referrals and having multiple ways to get them. 
Referrals are just like any other lead source: spaces ads, 

direct mail or the internet – you need to invest to get them 
with both time and money. 

We have a client named Weather Safe WA. They sell shade 
sails and related products. The owner, Mark Lewis uses a 
newsletter to build relationships with his past residential 
customers almost entirely for the referral business it 
generates for him. Almost none of his residential customers 
are likely to buy again from him for decades – his products 
are guaranteed for 10 years... and it’s not like you are going to 
be putting another shade sail up in the backyard after you’ve 
bought your first.

On the subject of referrals, McLean Insurance retained a 
larger customer base, they got the more referrals because 
they worked hard to build a strong relationship with their 
customers – through their printed newsletter. 

They went from less than one or two referrals a month 
before their newsletter, after their newsletter their peak was 
50 referrals a month but they consistently average of 25 a 
month. Now if half of those 25 referrals buy each month. 
That is 150 new customers a year – just from referrals.

Michael also says that he gets a 4:1 ROI on every newsletter 
he mails. With 150 new customers a year it isn’t hard to see 
why.

Or take a look at Nobby Klienman, a financial planner 
who through the later part of his time in business was able 
to obtain 90% of his new customers via referral from his 
existing customers. Almost all of the heavy lifting was done 
via his customer newsletter.

In his book, Joe Girard the author of “How to Sell Anything 
to Anybody,” says the average wedding and funeral 
attendance is 52. 

From this statistic you can conclude most adults have 
around about 52 friends/family/colleagues, combined. That 
means that every customer could potentially refer 52 people 
to your business over their life time.

So... I ask the question… Who has a 
business where they get 52 referrals 
per customer?

Based on an anecdotal survey I can say that most 
professionals can name 23 or so colleagues in their 
professional peak body that occupy their position or higher. 
So if you sell to businesses, then the question is do you get 23 
referrals per customer.

Think about your business – how many referrals per 
customer do you get?

But rather than talk pie in the sky figures… If you don’t 
think you are getting enough referrals let’s talk about a really 
solid goal for a referral rate.
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What if you get each active 
customer of yours to refer just one 
person to you?

That’s it. In the time they are active if each customer refers 
only one person to you, then that means when they leave, 
they have already replaced themselves. 

However referrals can do far more than that for you.

Almost every sales and marketing book will tell you what 
you need to do to get referrals. But what most books don’t 
tell you is how focusing on referrals and using referrals as a 
strategy can significantly grow your business over 5 years.

Let’s look at how referral rates can 
grow your business. Let’s say that 
we have a business with 1,000 
customers:

Year
1 Referral from 
every customer 

per year

1 Referral from 
every  second 

customer per year

1 Referral from 
every fourth 

customer per year

0 1000 1000 1000
1 2000 1500 1250
2 4000 2250 1562
3 8000 3375 2440
4 16000 5062 3050
5 32000 7539 3812

Look at how quickly your business grows with good referral rates. At 
some point you are probably going to have a capacity problem… But in 
the grand scheme of things… that’s a good problem.

When you look at the power of referrals like this… How can 
you not be investing in a relationship with every customer to 
get more referrals?

Customers expect more these days. They want to feel 
appreciated. They want to know that if they refer someone 
that they will also be appreciated. If they feel that all you’re 
interested in is their money then I can guarantee that you’re 
not going to get the referral rates you want.

Referrals can be gotten in so many ways, we help our clients 
create a referral program as part of our work with them. 

The one key thing that you must do in order to get more 
referrals is to strengthen your relationship with your past 
and present clients so that you are at the top of mind and 
they remember you, so they can refer someone. 

Overlooked Source Of 
Wealth In Your Business 2: 
Your Existing Customers 
Will Buy From You Again
Well, many smart business people talk about making a sale 
to get a customer. A customer being someone that they can 
then sell to over and over again as long as they take care of 
them and work hard to build a relationship with them.

Now, the business owners who don’t understand this, they 
try to find a customer in order to make a sale. They don’t 
understand the true value of their customers.

We need to build a loyal following of customers who are 
willing to repeatedly buy from us as well as are willing to 
refer new business to you… It’s that simple.

For many businesses, Repeat Purchases of the same product 
is the first reason why you should make an effort to retain 
your customers. 

“A 1% increase in retention represents 100,000’s of 
dollars in revenue in my family’s insurance business. 
Finding a low cost, low involvement strategy to retain 
existing customers was very important.”

Michael McLean - McLean Insurance
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Why Ben Stopped Going to The 
Local Pizza Store. 

My loyalty to my local pizza store has been largely 
because it used to have the best pizzas in the area. You 
paid a little bit more but the quality made the extra 
little bit of money worth it in my eyes.

As a customer I’ve been ordering there at least once 
a month but closer to once a week for about 7 years. 
All that time my loyalty was driven more by a lack of 
options than anything else. 

I was probably spending about $50 a month… 
That’s… $600 a year on pizza… Not once in those 7 
years where I spent $4,200 dollars with them did I 
get offered any sort of reward for my loyalty… They 
didn’t try and build any sort of relationship with me.

So despite everything I spent with them over the last 
7 years, nothing. Absolutely nothing.

Now, I know they had my address details, they 
delivered Pizzas to me! So it wouldn’t have been hard 
for them to mail me with some offers, or vouchers or 
a newsletter or SOMETHING!

Recently though, a new pizza store has opened up… 
And I haven’t been in that old store for over 6 months 
now…. They don’t care, I don’t care. They probably 
don’t even realise… But that’s $600 a year that they 
lost because I didn’t feel appreciated.

What we need to realise is that it’s the business 
owner’s job to build the relationship with customers 
to make them feel appreciated. Not the other way 
around… Appreciation makes your customers feel 
wanted and helps to keep them loyal… 

Otherwise they WILL leave you when a better offer 
comes along – like I did to my pizza store. And while 
everyone says that customer loyalty is dead. It’s not 
dead you just aren’t showing your appreciation and 
building a relationship to a level that satisfies your 
customers.

Overlooked Source Of 
Wealth In Your Business 3:
Your Existing Customers 
Want To Buy More Products 
and Services From You
You can Cross sell additional products or services to your 
existing customers – if you only have one product  there is 
nothing stopping you from adding more. 

At its simplest, cross selling is going through what 
each customer has bought, what they haven’t bought, 
then developing a way to systematically promote to the 
opportunities. 

Now the truth is, that just because they have product one 
doesn’t mean they need to buy service 2 right now. So you 
need to stay in touch with them until they are ready to buy 
service 2, while at the same time building their desire to buy 
service 2 and ideally, to buy it from you in preference to your 
competition.
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Client Story From Zac

A good example of this is: I recently did some work 
with a company that is a reseller of business phone 
systems. They sell land lines, internet plans, mobile 
plans and phone systems hardware. The Phone 
systems are sold on a 5 year maintenance contract 
while the land lines, mobiles and internet are on a 2 
year contract. 

Generally clients don’t switch while they are under 
contract because of enormous penalties.

So they can end up getting a new client who they 
have an obvious cross sell opportunity with but the 
timing isn’t right. They might have bought a new 
system from my client but the phone lines etc won’t 
be up for renewal for 12 months. So what you do in 
the mean time will determine if they get the sale.

Their competitors usually do something like say, “call 
us when you are out of contract.”

The smartest competitor will make a note in their 
diary to call the customer when they are almost out 
of contract.

Here is what they are doing because they work with 
Ben and Zac

We’ve gotten the client sending his clients a monthly 
newsletter, educating them about IT & T, why it 
makes sense to have them take care of all their 
telecommunications, not having it spread over lots of 
providers, plus some other light entertainment (for 
the rest of us it’s a pretty boring topic - phones and 
stuff isn’t it?), they send them regular greeting cards, 
they invite them to their customer appreciation event 
for Christmas, they get their phone techs to stop by 
regularly to make sure that everything is working as 
it should.

What hope do their competitors have? The customer 
won’t call the guy that said call me when you want 
to buy. The guy who called back hasn’t spoken to 
them in a year. Their existing provider hasn’t spoken 
to them since they sold them the stuff in the first 
place and has just sent them bills – if only customer 
appreciation was as simple as sending them a bill 
every month. 

The cross sell has been locked in through education 
and relationship before the opportunity ever arose 
for their competitors. And my client has locked them 
in for life now. Nobody can get a foothold in there to 
throw them out...

Now I am working with the client to find out 
about what other products we can sell to the same 
customers on the back of this relationship.

Overlooked Source Of 
Wealth In Your Business 4: 
Other Businesses Want to 
Promote to Your Customers
The source of wealth is Joint Ventures or JVs as marketers 
call them. Except in internet marketing for some reason, 
there the same idea is called affiliate marketing. But it boils 
down to sharing leads and customers with other businesses 
for a share of the revenue generated.

What we are talking about is where someone else promotes 
their product or service to your customer list. And often 
times the revenue split can be up to 50:50. 

Now, without getting into the specifics, basically, the 
aim is to share customers and leverage an existing client 
relationship so that in effect you are creating new customers 
from another business’s existing customers or vice versa.

Generally the idea is that you do j.v.’s with businesses that 
are complimentary. So for say an insurance agent – you 
might JV with a mortgage broker or financial planner or an 
accountant who can help them improve their business or 
even like a business coach because all of them might enable 
your client to meet their goals and potentially spend money 
with you.

So say you have 2,000 customers and you can get 1% of them 
to buy a $1,000 product. That’s an extra $20,000 in gross 
sales and $10,000 goes to you for simply for promoting it to 
your customer list. If it’s done well you can get a much better 
return than that. In any case, $10,000 out of thin air is pretty 
good deal in anyone’s book. And there is nothing stopping 
you from doing this many times in a year.

The key challenge in getting Joint Ventures to work is 
choosing the right businesses to do them with – we have a 
checklist for that to help our clients assess potential joint 
venture partners and having a strong relationship with your 
customers.
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Overlooked Source Of 
Wealth In Your Business 5:
When It Comes Time To 
Sell Your Business Are You 
Going To Get What You 
Deserve?
At some point you are probably going to sell your business. 
Our businesses are a vehicle to create wealth, so that we 
can have the lifestyle we want both now and when we are 
finished working. 

Most of us have an ‘Enough is Enough Number.’ We know 
once we have so many dollars and we are set for life and can 
stop working. Some of us plan on keeping on working past 
that but the vast majority of us are in business to fast track 
the accumulation of enough wealth so that we can sit on the 
beach and drink margaritas. 

And getting paid multiples of earnings for your business 
makes that dream of reaching our ‘Enough is Enough 
Number’ and sitting on the beach that much easier.

When you are looking to sell, the sustainability of your 
business is important to many business buyers. How 
predictable is the business’s revenue month-on-month or 
year-on-year? 

A strong relationship with your customers increases the 
predictability of your revenue. Having defined relationship 
building systems in place shows you are actively generating 
repeat business and referrals.

“My Clients who are able to sell their businesses for 
multiples of earnings or otherwise get a premium for 
their business are the ones who can demonstrate long 
term value in their customers and clients, usually in 
the form of a relationship.”

David Buttsworth - ABC Business Improvement

These systems mean that your business can be sold for 
multiples of its annual income or book value simply because 
you can prove the predictability of the revenue – the buyer 
is no longer buying a business. They are buying systems that 
produce an annual income – effectively an unfranchised 
franchise.

And not we’d like to talk about how you can have all access 
to all this additional wealth in your business.

Introducing The 12-24X 
Contact Formula 
The Key to Accessing The 
5 Overlooked Sources Of 
Wealth In Business
It is 12-24 ‘sales-free’ customer contacts a year with each 
customer. This is outside of offers/sales materials such as 
flyers and catalogues, emails and everything else you do. If 
you just sell to people they get sick of you quickly. 

Remember how a relationship is more than just showing up 
and asking for money? This is why this wealth is left on the 
table in most businesses – nobody is willing to implement 
the 12-24X contact formula.

You can use all sorts of media to achieve this: Phone, email, 
social media, SMS, print or even face to face…

When you go online… Commercial email has around an 
11% open rate – that means that only about 1/10th of your 
communications count towards building a relationship. 

According to the marketing magazine Epsilon, “65% of 
people say they receive too many emails every day to open 
them all.”  

Almost every internet marketer complains about the 
declining effectiveness of email. That’s why. The internet 
marketers who don’t complain run some of the most 
sophisticated email marketing programs around and are 
willing to wait a very long time to get results. What most 
people call email marketing by comparison is like saying a 
Bugatti Veyron and a Leyland P76 are both cars – technically 
true, but hardly an apples-to-apples comparison.  

But everybody admits email has dropped in effectiveness 
from the gold rush of the early 2000’s and it is getting worse.
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Oprah’s Social Media 
Misadventures
Oprah hasn’t been able to monetise social media effectively. 
Her network TV show was  watched by up to 12 million 
people a day. In the blink of an eye she used sell 500,000 
copies of any book she wanted to, making it a #1 best seller 
on multiple lists. Her online book club is nowhere near as 
powerful – it moved a book from #165 to #35 on a best seller 
list. Powerful...

12 Months after she launched the O Network and its online 
media platform she had 2,151, Facebook likes and only 
138,400 Twitter followers. Some of you would like that for 
your business I’m sure.

If you step back for a second, Oprah ranks 151 on the Forbes 
top 400 Rich List and is judged one of the most powerful 
people in media on the planet. In a year she has been unable 
to build a large devoted following on social media despite 
virtually unlimited funds at her disposal and access to social 
media’s best and brightest. 

What chance does Bob and Marg Business Owner have 
using social media as the primary cog in their business?

Oprah taught us: Don’t over estimate your power and 
influence over the market...

Most relationship marketing experts acknowledge that 
phone, mail and face to face are the three main ways to grow 
your customer relationships. 

There isn’t a lot of leverage in phone calls or face to face. 
And they are subject to human error – bad hair days, illness, 
bills that are due, fights with spouses from 3 weeks ago, even 
what they had for lunch before that all important 2pm client 
meeting. 

Nobby Klienman’s philosophy about staying in touch via 
the phone and face to face is that “a call from your financial 
planner just to see how you are is as welcome as a cold call at 
dinner.” Probably best to look elsewhere.

It’s All About the Leverage
Worse still they are largely one-on-one activities – and 
should only be used as part of your system for building and 
maintaining relationships for high value and important 
customers. 

But human interaction is not what you can base true systems 
for customer retention around – far too many sources of 
error and there is no consistent delivery.

The best, most leveraged, fastest, highest ROI way to build 
a relationship is... good ole direct mail, it should be the 
main focus and the centre piece in how you build customer 
relationships. 

Here’s why

According to an Epsilon Magazine Channel Preference 
Study 50% of consumers pay more attention to mail 
than email.

“59% of executives prefer printed resources to online 
resources” – Doremus/Financial Times Study

60% of consumers enjoy checking their mailbox and 
receiving mail (Epsilon)

The average Australian receives less than 5 pieces of 
mail in a week total. This includes bills and magazine 
subscriptions etc. Australia Post (Who else can smell 
opportunity?)

According to the USPS 98% of consumers retrieve 
them mail form the mail box the day it is delivered. 

The preference for direct mail over electronic 
communications extends to the 18-34 age bracket. 
Epsilon. Australia Post backs up this statistic in its 
own marketing for its direct mail division

A Bangor University study called “Using Neuroscience 
To Understand The Role of Direct Mail” found 
that tangible materials such as direct mail trigger 
a deeper level of emotional processing and generate 
more activity in the area of the brain associated with 
integration of visual and spatial information than any 
other media. This deeper processing better imbeds the 
images and ideas in the memories of test subjects – 
physical marketing materials are more EFFECTIVE 
than the same materials sent electronically.
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This Bangor University study says that electronic 
communications are NOT to be confused under any 
circumstances with sending tangible marketing materials 
such as direct mail – they don’t have the same effect. Even 
when the content of the materials is the same. (Sorry 
internet marketers – go argue with science)

That’s why for businesses looking to get started in building 
or cementing an existing relationship with their customers, 
so they can lock their customers in for life, reduce churn, 
increase repeat business, referrals, increase their cross 
selling, I recommend a monthly printed newsletter that 
looks personal, arrives in their letterbox the same time of the 
month like clockwork 12 times a year just like their favourite 
magazines.

Why a Printed newsletter 
and why monthly?
Repeat purchases are driven more on relationship than 
anything else. People will buy again and again from people 
or businesses whose products and services are good and that 
they like and have a relationship with. 

Done correctly, a monthly printed newsletter is the single 
most powerful relationship building tool you can get.  It 
will stimulate referrals, repeat business, it creates cross sell 
opportunities, lays the foundation for joint ventures and 
dramatically increases the sale price of your business. 

But, most importantly – on its own, a monthly newsletter 
gets you your 12 non-sales touches a year all evenly 
spaced out – the bare minimum that you need to build a 
relationship with a customer. All but eliminating the risk 
that they can forget about you.

Think about the 3500 marketing messages your clients 
see each day. That is 105,000 messages a month, 315,000 
a quarter – being in touch any less than a monthly with 
effective mass communication media is like saying you don’t 
need your existing customers. Laser targeting to the right 
people, consistency and frequency are the secret weapons to 
cut through the marketing mess out there.

{text box} We can help you add the remaining 12 touches 
to get you up to 24 contacts a year once the newsletter is 
humming along.

What about the people don’t have 
the time or skills to write, design, 
print and then post a newsletter 12 
times a year?

Newsletter Marketing Systems can take care of all of that 
for you. Without going into the specifics, we offer a service 
that ensures that you get 12 monthly customer relationship 
newsletters out over the next year, AND it will take no more 
than an hour of your time each month.

With a modest sized customer list your investment is very 
reasonable $65 per recipient per year all up. With a good 
sized database it drops to less than $30. But this is about 
return not cost. We have one client who is spending gladly 
spending $200 per client a year on customer retention (and 
looking to spend more) because each client is worth tens of 
thousands of dollars a year to them.

Quite frankly, if you can’t invest that to keep your customers 
for your business then your customers are spectacularly 
worthless and I struggle to understand how you are in 
business or why you’d spend a couple of hundred dollars or 
more to get them as a customer in the first place.
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You decide to engage Newsletter 
Marketing Systems to help you increase 
your referral rates and the frequency of 

customer repeats

We have a ‘Jump Start Meeting’ to fine 
tune your strategy, come up with a 
content plan and discuss designs.

Once your newsletter is approved we 
will get your first newsletter out and 
keep your future newsletters flowing 

according to our “Never Miss a 
Newsletter Schedule”

We have a no cost or obligation 
Newsletter Suitability Audit. If the 

business case is compelling and 
we like each other...

You can engage 
us to publish your 
newsletter for you.

What Happens If You Want To Use 
Newsletter Marketing Systems’ 
For Your Monthly Newsletter?
Find out what is involved in getting your first newsletter into your 
clients’ hands.

If you are thinking about engaging Newsletter Marketing Systems to write, design and print your monthly customer 
newsletter then here is what happens next.
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Who Can 
Benefit From 
Getting More 
Repeat Business 
And Referrals?
What types of business are growing their customer base and 
creating more repeat business simply by doing their monthly 
customer newsletter with Newsletter Marketing Systems 

Savvy Business Owners 
That Know The Best Source 
Of New Customers Is Happy 
Existing Customers
Why? Savvy business owners now realise that the best source 
of high quality new customers for the lowest possible price is 
referrals from existing customers who are satisfied with their 
business. 

Customers receiving a monthly newsletter in the mail 
are more likely to refer than customer who receives no 
relationship building materials. Referrals are created by 
delivering outstanding customer experiences, being front 
of mind, being known, liked and trusted by your clients. It 
doesn’t hurt when you offer a worthwhile incentive either.

Savvy business owners realise that investing to keep happy 
clients referring new clients to them by sending a customer 
newsletter to build front of mind awareness on its own will 
stimulate referrals.

Insurance Brokers Who Are 
Looking To Get Ahead Of The 
Competition.
Why? Between online commoditisation and the big 
insurance companies continually encroaching on their 
traditional ‘turf ’ Insurance Brokers realise that they need to 
base their business on something other than price.

Building a strong relationship with clients and positing 
yourself as a trusted advisor rather than as just another sales 
person can be an edge for insurance brokers. This can be 
what it takes to retain clients for longer, get them to purchase 
more of their policies with you and refer friends, family and 
colleagues to you rather than just price shopping.

Smart Business Owners 
Who Want Customers For 
Life And Know They Need To 
Invest To Keep Them
Why? Smart Business Owners are looking for ways to keep 
their customers for life. They know that they can get a repeat 
purchase from an existing customer for about a sixth as 
much effort as they can get an initial purchase from a new 
customer. 

The inside track to customers for life is achieved by 
publishing a monthly print newsletter – smart business 
owners accept that this is a necessary investment and make 
it. After all, every customer lost is one that needs to be 
replaced. Smart business owners tries to minimise their 
losses.
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Business Owners That 
Are Sick Of Dealing With 
Customer Churn
Why? Customer churn can cripple a business. Before you 
can grow your business to a new level every customer you 
lose has to be replaced. 

Business owners realise that if you don’t make this their 
goal then their business will go backwards. When you really 
want to grow a business the easiest way to do this is to gain 
more customers via referral – One referral from each client 
over their lifetime is a solid goal – this way each lost client 
replaces themself before they leave. 

Smart business owners realise that referrals can be 
stimulated by sending clients a printed monthly customer 
newsletter and they realise that at the same time they 
will decrease the number customer of defections which 
means they are have less customers to replace in the first 
place. 

Mortgage Brokers Who Want 
To Get More Referrals and 
Refinance Business From 
Their Existing Clients
Why? Most companies in the mortgage  business don’t look 
after their customers very well. This means that they miss 
out on refinance opportunities for their existing customers 
(and the loss of commissions should they refinance 
elsewhere) and also referrals from friends and family.

Smart Mortgage Brokers are aware that they need to be 
‘present’ when their clients are looking and one cost effective 
opportunity is by sending a monthly customer newsletter. 

Newsletter guru Jim Palmer talks about how a Mortgage 
Broker client of his sends his monthly newsletter and 
without fail he gets *at least one referral* each month.

Financial Planners Who 
Don’t Want To Live And Die 
By Industry Standards.
Why? There are only so many hours in the day. The sales 
and marketing advice dispensed by Financial Planning 
peak bodies often limits the number of ‘touches’ a financial 
planner can make to an individual client.

Using a newsletter means that manual labour is 
multiplied, and clients (and prospective clients) can be 
contacted more times a year than just by face to face or 
the telephone. Allowing financial planners a chance to 
retain clients for longer, get them to purchase more of 
your services and refer friends and family to you more 
easily. 

Accounts Who Don’t Want 
To Be Compliance Officers
Why? While some accountants are perfectly happy doing 
compliance work, many accountants know their clients 
should be engaging them as strategic advisors. However, this 
type of relationship requires the establishment of trust.

Being a strategic advisor will enable accountants to do 
more work with each client while retaining them for longer 
and also be more likely to receive referrals to other clients. 
Accountants who want this strategic advisor work are willing 
to send a monthly customer newsletter to their clients to 
reap the rewards of higher profitability.
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Frequently Asked 
Questions
1. Who should get my newsletter?

2. Why every month? How about 4 times a year?

3. It’s too expensive to do a newsletter?

4. Why not email my newsletter, email is free?

5. What can I do? I can’t write. I don’t have time to write 
and I am too busy to do my own newsletter!

6. How does this program work exactly?

7. What if it doesn’t work like you said it would?

8. What if I do a newsletter and it doesn’t get me any 
results?

9. Why are you guys able to do this?

10. How long will it take to get results?

1 - Who Should Get My 
Newsletter?
Every customer, lead and person on your database whose 
mailing address you have. They all could become customers 
or refer you new customers or provide you with repeat 
business. So you need to stay in touch with all of them. If 
you can’t invest another $50 per person per year to maintain 
a relationship with them after all the money you’ve spent 
on marketing to get their mailing details in the first place, 
then perhaps you should be looking at ways to make your 
business more profitable per customer rather than getting 
more customers. 

2 - Why Every Month? How 
About 4 Times A Year?
3 Months is a long time between drinks. Anything can 
happen. Your customers can wander off, forget about you 
or generally feel neglected – leaving them open to your 
competitors poaching them off of you. Generally, other 
publications that show up quarterly don’t get most people 
very excited. Like the magazine your health insurance 
company puts out 4 times a year.

‘Real’ publications tend to be monthly. Think about all 
those magazines that are in the business of keeping their 
subscribers up to date on trends and happenings on a topic. 
You should aim to be more like them rather than those 
quarterly things that get sent out.

Any respectable marketer will tell you that you should be 

doing at least 12 free touches a year to show your list that 
you care about them, although more is better. So why not get 
12 free touches out of the way on autopilot?

3 - It’s Too Expensive To Do A 
Newsletter
Okay. You may have a point. The question is compared to 
what? Yes, it is cheaper to not send out a newsletter than to 
send one out.

A newsletter is actually fulfilling the role of customer 
retention so you have already spent money to acquire the 
customer, so why would you spend all this money to get 
a customer and then not want to keep them? Let’s say you 
spend $100 getting the customer in the first place, why 
wouldn’t you be willing to invest $99 a year to keep them? 
(Sending a client one our newsletters isn’t that expensive – 
usually less than $65 a year for a client)

And that only measures their value in repeat business. What 
about potential referrals, purchasing other products through 
joint ventures and ultimately contributing to the sale price of 
your business? 

In the end you need to measure the Return on Investment 
not the cost. People in general tend to do what is cheapest, 
not what is likely to yield the best possible return. 

4 - Why Not Email It, It’s 
Free?
Commercial email has around an 11% open rate – that 
means that only about 1/10th of your communications count 
towards building a relationship. 

According to the marketing magazine Epsilon, “65% of 
people say they receive too many emails every day to open 
them all.”  

Almost every internet marketer complains about the 
declining effectiveness of email. That’s why. The internet 
marketers who don’t complain run some of the most 
sophisticated email marketing programs around and are 
willing to wait a very long time to get results. What most 
people call email marketing by comparison is like saying a 
Bugatti Veyron and a Leyland P76 are both cars – technically 
true, but hardly an apples-to-apples comparison.  

But everybody admits email has dropped in effectiveness 
from the gold rush of the early 2000’s and it is getting worse.

Honestly you need to choose the best tools for the job 
– email is not the best tool for client retention – it can 
supplement the effort but it is not the primary tool for the 
job.
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5 - What Can I Do? I Can’t 
Write. I Don’t Have Time To 
Write And I Am Too Busy To 
Do My Own Newsletter!
The best answer for a business owner is a little glib. You 
should learn to write and make time to do a newsletter every 
month. It allows you build a personal relationship with your 
clients and prospective customers. They get to see you are a 
fun interesting person worthy of doing business with.

However, Newsletter Marketing Systems we know that isn’t 
always practical. This is why we help take all the effort out 
of doing a newsletter. We create the fun, interesting content, 
we can help you write articles specific to what is going on 
in your business and put together offers that will mean that 
you have a measurable sales offer to put in front of each 
customer, each month. At the small end of the scale you can 
get a newsletter out to 200 clients for around $65 per person 
per year. If you have 1,000 clients the investment drops to 
around $35 per person per year. Obviously the larger your 
database the lower the unit cost gets.

A very good price considering many businesses couldn’t 
buy a customer for so little and you get repeat business and 
referrals from the same piece of marketing. 

In the end you need to stick to your guns – if you know your 
time is best spent outsourcing your newsletter while you do 
what you are good at then go that way.

6 - How Does This Program 
Work Exactly?
When you get started we agree the design and layout of your 
newsletter. Every month we provide you with a 4 pages of 
general interest content for your newsletter. You can then 
change anything you like. You can add an article you’ve 
written or else one you’ve sourced from us. 

7 - What If It Doesn’t Work 
Like You Said It Would?
We manage the mailings and your content so that you are at 
least 3 months in advance. We can handle changes in content 
up to 30 days out and additions to your mailing list 15 days 
out. The reason we do this is so that there is almost zero 
chance of us not hitting our deadline this way.

If you are worried about results we offer a 90 day money 
back guarantee on this program. If you decide you don’t 
want to continue we will refund your entire membership 
dues. We won’t refund your mailing costs – we aren’t in the 
business of financing your marketing.

8 - What If I Do A Newsletter 
For A Year And It Doesn’t 
Get Me Any Results?
If you can’t track any results back to your newsletter we will 
be surprised or more likely, be interested in your tracking 
methods. 

However, if after 1 full year of using our newsletters you can 
prove that those newsletters didn’t make an iota of difference 
to your business in terms of more new customers, more 
repeat business from last year, then we will refund your 
entire purchase as our way of saying sorry for wasting your 
time.

9 - Why Are You Guys Able 
To Do This?
Firstly we have the combined experience in every aspect 
of creating and publishing newsletters. It is nothing more 
than ‘bread and butter’ for us. So it doesn’t worry us about 
what are we going to put in the next issue. We have all that 
planned out. We write and design for our respective livings. 
This is what we specialise in doing.

10 - How Long Will It Take To 
Get Results?
It depends on what shape your list is in. If it has been 
ignored for months or years or just pitched at constantly, 
it will take a while to nurture it back to full health. But 
all things being equal you should be seeing good results 
somewhere between 6 and 12 months. If you plan on 
‘sticking your toe in the water’ and try a newsletter for a 
couple of months then don’t bother. You are wasting our 
time and your money. You have to give before you will 
receive and with newsletters that can take up to a year.

Some of our clients have gotten results from the first issue 
they mailed. 

We manage the mailings and your content so that you are at 
least 3 months in advance. We can handle changes in content 
up to 30 days out and additions to your mailing list 15 days 

dues. We won’t refund your mailing costs – we aren’t in the 

couple of months then don’t bother. You are wasting our 
time and your money. You have to give before you will 
receive and with newsletters that can take up to a year.

Some of our clients have gotten results from the first issue 
they mailed. 
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Do You Qualify To Work With 
Newsletter Marketing Systems? 
Take This Quiz To Find Out.

Set A           YES      NO

1. Do you rely on repeat purchases from your customers?

2. Are you putting together a list of high value repeat customers?

3. Are you making sales to get customers?

4. Do you want more frequent repeat purchases?

5. Are you looking to be more than just another vendor?

6. Do you look at maintain a relationship with your existing leads 
and customers as a marketing investment?

Set B            YES      NO

1. Are you getting a customer to make a sale?

2. Are you selling a ‘one and done product’?

3. Is marketing an expense?

4. Specifically, do you believe that maintaining customer relationships is an 
expense of operations?

5. Are you thinking why don’t I use email for a newsletter that’s free?

6. Do you think that maintaining customer relationships is not worth the 
effort and they will just come back when they are ready?

If you answered “Yes” to four out of six questions in Set A and answered “Yes” to no more than two out of six questions in Set B then 
congratulations you have the right mindset about marketing and are looking to get the right things out of a newsletter program.

If you don’t qualify, all is not lost. You just need to review this material again, look at your expectations and finally read our FAQ in 
the next book to get a clearer insight into what a monthly customer newsletter can help you achieve in your business.
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Here Is What Leading Marketing 
Experts Are Saying About The Power 
Of Marketing With Newsletters:

The Most Powerful Tool In Business
“Newsletters are the most powerful marketing tool in business today (Yes! 
Better than the internet). Each one can make you tens of thousands of dollars if 
implemented correctly.”

Mal Emery & Ian Marsh 
Co-founders of Streetsmart Marketing 

Nothing Maintains Your Fence Better
“My single biggest recommendation is the use of monthly customer newsletter(s). Nothing, 
and I mean nothing, maintains your fence better.” 

Marketing Legend Dan Kennedy 
NO B.S. Direct Marketing

Benefit BIG TIME With Customer Newsletters
“Who should be sending out newsletters to their customers, clients, patients, and prospects? 
The answer is everybody!!! That’s right; there is not a business on the planet that couldn’t 
benefit BIG TIME with a monthly company newsletter. There is no better way to develop a 
relationship with people than sending out a properly written newsletter.”

Bill Glazer 
Glazer-Kennedy Insider’s Circle

They Generate Cross-Selling Opportunities
“Statistically validated and reliable surveys show that 75% of readers remember seeing an 
issue of their bank’s newsletter, and over 50 percent of them read every or almost every issue. 
Better yet, newsletters generate response and cross-selling opportunity—a full 24 percent of 
readers said newsletter articles led them to request more information, respond to an offer, or 
do more business  with the publishing bank.”

Bank Marketing  (And you know what bankers are like.)
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Here Is What Newsletter Marketing 
Systems’ Clients Have To Say:

Easy For Us To Get Our 
Newsletter Out Each Month

“We love working with you guys. It makes it easy for us to get our newsletter 
out each month. We don’t have to worry about co-ordinating suppliers, meeting 
deadlines or stuffing envelopes ourselves. It is a perfect fit for us.”

Bernie Kroczek - Bernie Krocek Real Estate
Publisher of PropertyCare Monthly

Already An Expert
“Since we started publishing our Print to Profit Newsletter, clients have 
started asking us for guidance about their printed marketing materials. 
In a matter of months we have been transformed into experts in the eyes 
of our clients.”

Blair & Simone Cariss - Cariss Printing
Publisher of Print2Profit News

I Wish I Hadn’t Waited So Long 
To Do My Newsletter

“I ran a small newsletter for a while and found that I just didn’t have the time nor the 
graphic design talents to keep it going on a regular basis. After meeting with Ben & Zac I 
now had deadlines to write articles and get photos to the boys and they have turned out a 
very professional magazine style newsletter that we are very proud of and my clients are 
impressed with. I proved that I couldn’t do it on my own but with the help of the team I 
now just write the things that I want my clients to read and the boys make it look great. It 
has raised my profile to my clients and it makes us look more professional. I wish I hadn’t 
waited so long to get it happening! If you want to take your business profile to the next 
level then a newsletter is the way to do it, And the best guys in the business to do that 
for you would have to be Ben and Zac.”

Mark Lewis - WeatherSafe WA
Publisher of The Weather Report

Here Is What Newsletter Marketing 

Property
Property
Property
Property

Thanks to Bernie and the team! We’re 

really, really pleased with the service from 

start to fi nish, and now we’re in our new fi rst 

home so a massive thank you, we couldn’t 

have asked for better service, we are really 

happy! Thank you Bernie.
Heather & Simon

Rents Continue To Climb!

By BERNIE KROCZEK PERTH

R
ents in metropolitan Perth climbed 

further in the three months to July, 

up by $10 per week from the June 

quarter to a median of $440 per week 

currently.

REIWA data show this breaks down to a 

median of $450 per week for a house and 

$420 per week for a unit or apartment.

The data also show that the vacancy 

rate across Perth remains tight at 1.9 per 

cent, due largely to population growth 

and limited housing stock.

The preferred equilibrium for vacancy 

rates across Perth is 3 per cent, so the 

current rate of just under 2 per cent is a 

third below where it would normally be.

REIWA’s fi gures show there were 

2,440 metropolitan rental properties on 

the market recently, down from 3,708 

properties listed during the fi rst week of 

July last year.

As the number of rental properties 

diminish, rents are being pushed up. 

It’s a classic case of supply and demand 

being driven by population growth and 

weak investor activity.

As rents climb a higher than usual 

number of people are breaking their 

lease to exit a property.

Some single people are breaking their 

lease on a one bedroom fl at to move 

into a more affordable situation of two 

bedrooms, a fl at mate and shared costs.

Occasionally a FIFO worker lands a job 

up north or gets relocated and needs to 

end his lease.

Some younger renters are returning 

to the family home to live with mum 

and dad, and more commonly a couple 

decide to buy a home and leave the rental 

system altogether now that a mortgage is 

not greatly different to many asking rents.

These outcomes are understandable 

and property managers are experiencing 

an increase in the number of enquiries 

from both tenants and property owners 

asking about the costs involved in 

breaking a lease.

Tenants need to understand that a 

lease is essentially a contract between 

two parties and leaving the premises 

before the agreed termination date is a 

breach of that contract.

Under the Residential Tenancies Act, 

the owner is entitled to be ‘no worse off’ 

as a result of any breach by the tenant. 

As such, they can claim from the tenant 

any costs, such as rent until the premises 

are re-let, the costs for advertising for a 

new tenant and any unused portion of the 

letting fee.

It is important therefore, that if a 

tenant is thinking of breaking their lease 

for whatever reason, that they talk to the 

property manager about the potential cost 

of that so they can make a considered 

decision about the best time to move and 

how that might impact on their budget.

Rents Continue To Climb!
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Is the Great Australian Dream Dead? 

By BERNIE KROCZEK PERTH 

In the good old days of the 1980’s 

and 90’s it took around 3 times the 

average wage to buy the average, 

median priced home. In the 2000’s it 

now takes 5 to 7 times average wages to 

buy the same home.

It doesn’t take a genius to see that 

buying that elusive fi rst home is now a 

lot harder than it was a generation ago. 

In fact in my 26 years in the real estate 

industry. I’ve never seen so many parents 

chipping in to help their children to enter 

the property market.

In the past few years the percentage 

of fi rst home buyers has dropped from 

29% to around 12% as property has 

become more expensive relative to 

wages.

For those of us old enough to 

remember the 18% interest rates of 

the late 1980’s early 90’s, we wonder 

what all the fuss is about when people 

complain about interest rates at 8%.

The reason is that with much higher 

average mortgages (around $300K) it 

doesn’t take much of a rate increase to 

blow the budget. 

Don’t forget also all the other things 

competing for our dollars such as mobile 

phone, Pay TV, internet access and of 

course the ever increasing cost of living 

and its easy to see why it is so much 

harder to save for a deposit, never mind 

servicing the mortgage once we have the 

deposit.

In light of that, people often ask 

why they should even consider buying 

their fi rst home rather than having the 

fl exibility and freedom which comes from 

renting.
So what should you consider when 

asking the question, ‘To buy or not to 

buy?”
One of the hardest things I’ve ever 

had to do was tell an 86 year old tenant 

dying of cancer that the property they 

were renting had been sold and the new 

owner wanted to take vacant possession.

Sad to say, unlike in Europe, there is 

not a great deal of protection for tenants 

in Australia

in terms of security of tenure. It’s not 

so bad when we are young and mobile 

but one day we are not going to be so 

young and mobile.

Secondly, when we opt to buy rather 

than rent, every time we make a payment 

to the bank part of that payment goes 

towards paying off the debt. In other 

words we are increasing our equity in 

the property. It is also known as ‘forced 

savings’. 

To buy or not to buy? That is the 

question!

PropertyPropertyProperty

the times and everything suited and found the perfect 

buyer for our little place. The staff were great. So 

thanks Bernie.” Karina, Wembley
The Routine Inspection
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Is VPA In The Seller’s Best Interest...?
By BERNIE KROCZEK PERTH 

I saw a video recently where a real 

estate agent was suggesting that 

agents who do NOT charge sellers for 

marketing their property, were not acting 

in the seller’s best interest.

I found this to be an interesting and 

different perspective on this rather vexed 

question of Vendor Paid Advertising or 

VPA.
It is probably fair to say that a majority 

of real estate agents now charge sellers 

either up front or at settlement to market 

their property. Various people have told 

me that they were charged anywhere 

from $500 up to $4300 by real estate 

agents for marketing.
At the extreme I recently heard of a 

case where the seller had paid $9000 

to the agent and the property still hasn’t 

sold.
The problem with paying up front for 

marketing is that if the property does not 

sell, then you, the seller lose your money. 

The agent cannot refund your money 

because it has all been wasted, sorry, 

spent on advertising.
Also, if you take the property off the 

market then you are presented with an 

account to cover the cost of marketing, 

assuming you haven’t already paid up 

front.
In the past 10 to 15 years the fi nancial 

risk in marketing a property has shifted 

from the real estate agent to the seller.

So why do agents insist you pay up 

front?
If there is now no fi nancial risk to 

the agent because the seller is paying 

for marketing (more often than not the 

marketing is all about the agent and 

not much to do with the property), then 

the agent is free to waste your money 

advertising in places which no longer 

work as far as selling the property is 

concerned, such as newspapers.

I can’t remember the last time I sold 

a property where the buyer came from 

a newspaper advert. The main reason 

is because most buyers (approximately 

90%) enquire having seen the property 

on the internet and another 6% to 7% 

enquire off a For Sale sign seen while 

driving around the area where they are 

looking to buy.
The internet is a very inexpensive and 

much more effective way to market most 

products these days but especially real 

estate. Therefore, I cannot see how NOT 

charging for marketing is not working 

in the sellers best interest. Maybe I’m 

missing something?

whole process. The thing that really appealed to us was 

that Bernie wasn’t pushy. He was really realistic in setting 

our expectations and didn’t overpromise. He was always 

accessible. He was always there for me to have a chat with, 

always called me back, always met us when we needed to 

catch up. I felt like I could really trust him and just get his 

honest opinion.”                              - Marilyn
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Confusing Property Management Defi nitions

Reduce The Risk Of An Investment Property

Property Of The Month
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Should Real Estate Agents Guarantee Their Service?
By BERNIE KROCZEK PERTH 

I recently went on a bit of a buying spree and purchased 5 electrical items valued from $79 for a heater to $485 for a juicer.
As you’d expect all of the appliances came with a written guarantee. Would you buy an electrical appliance or a car or most other things without some form of guarantee?

I can hear you saying, “no way!”Which leads us to the question which forms the title of this article, “Should Real Estate Agents guarantee their service?”You pay a decent amount of money when you sell a property through a real estate agent, so I would think it is not unreasonable for the agent to offer some sort of meaningful guarantee, wouldn’t you agree?
Yet how many real estate agents offer any sort of meaningful, written guarantee where the agent’s own money is on the line if they don’t perform?

I’m happy to say we do offer one such guarantee. We guarantee that:

If we don’t achieve the minimum price we’ve quoted, then you, the seller, are released from any obligation to pay our fee.

If, once we have negotiated a successful sale, you, the seller, are not satisfi ed that we have acted in your best interests or you feel you have not received value for money, you are free to re-negotiate the fee.
You can download a copy of our guarantee and ask your agent to use it next time you sell a property.

Just go to: 
berniekroczek.com.au/tips/sellersmistakes

I wish to thank Bernie Kroczek and his staff for the friendly manner and helpful way that they conduct their business, as I had the diffi cult task of having to sell my late mother’s home in Mount Hawthorn, it had been the family home for 64 years. There is no gloss just quiet methodical, professional service. We were kept up to date regularly on the progress of the sale. A most professional and honest man to do business with and I would recommend Bernie Kroczek Real Estate to anyone, buying or selling, a property.
Kevin Scott
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In This Issue

• End Of Financial Year $100 

Bonus

• The Faces Behind Cariss Printing

• New Client Welcomes

• 5 Ways To Boost The Response 

From Your Business Cards

• Are You Keeping Your Promises 

To Your Customers?

• Education Builds Credibility

• Sell Anything With The Power 

Of The Pen

New Client Welcomes

We would like to welcome the following businesses into the Cariss 

Printing Community. Thank you for joining 

us. We are looking forward to watching your 

businesses grow.

• Addcom Contact Solutions 

• Brighton Retravision

• Mirkwood Forest

Quotes Of The Month

 Arithmetic is numbers you squeeze 

from your head to your hand to your 

pencil to
 your paper till

 you get the 

answer.

—Carl Sandburg

 What fi ts
 your busy schedule better, 

exercising one hour a day or being 

dead 24 hours a day?

—Randy Glasbergen

 The scientifi c
 truth may be put quite 

briefl y; eat moderately, h
aving an 

ordinary mixed diet, and don’t w
orry.

—Robert Hutchison

End Of Financial Year $100 Bonus! 

Does you printing budget roll over to the new 

� nancial year? If not it’s tim
e to spend it so you 

don’t lose it! If
 YOU spend over $1500 in June, 

YOU will re
ceive a FREE $100 Coles Myer Gift 

voucher... th
at’s right, if Y

OU place the order, 

YOU get rewarded. Better hurry, tim
e is ticking 

away! You must reference the June newsletter to redeem your voucher.

The Faces Behind Cariss Printing

We print day in day out here at Cariss Printing (as you would expect). The 

team that works tirelessly behind the scenes is the reason you receive 

the highest quality print product in the shortest possible tim
e. Over the 

coming months we look forward to introducing you to our team and 

how we all play an integral role in providing you with the highest quality 

printing on the market. 

FREE

GUARANTEED
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In This Issue

• Bali

• Meet Nicole in Accounts

• Instantly Boost the Response 

To Your Printed Marketing 

Materials

• How To Steal Ideas Like A Pro

• Four Key Phrases To Boost 

Morale and Motivation

New Client Welcomes

We would like to welcome the 

following businesses into the Cariss 

Printing Community. Thank you for 

joining us. We are looking forward 

to watching your businesses grow. 

• Eaglehawk Plumbing

• Human Capital

• Molenaar Jackson Creative

• Republic Events

• Soprema

• Thank-you water

• Freestones Roadhouse

• Kia Consulting

• Learn Quick Smart

• Pawsability

I like to take a break around this time each year and escape Melbourne’s 

winter for a couple of weeks. It’s about recharging the batteries for me and 

spending some valuable time with my family. It also gives me a chance to 

realise that things don’t actually fall apart in my business when I’m gone... 

This year we headed to Bali which is a favourite destination of ours. Apart 

from a stint of Bali belly (all 3 of us) we had a wonderful break and Bali 

really does have some amazing places.

If you ever head to Bali here is my top 5:

1. Cocoon   

2. Ku De Ta  

3. Potato Head  

4. W hotel 

5. Bali Safari & Marine Park (one for the kids)

...and don’t forget to have a Bintang or two.

Make sure you allocate time in your schedule to take a break… whether 

it be a night away or an extended break, living it up in the tropics or 

camping under the stars. You’ll return energised and with a clear head, 

ready to take on the next challenge.  Cheers, Blair

Meet Nicole In Accounts

Nicole joined us at Cariss Printing in 2009 and 

has been an essential part of our team ever 

since. Nicole works part time and makes sure 

we have all our accounts up to date, keeping 

our clients & our suppliers happy. 

We asked Nicole what she liked about working 

with us, “I like working at Cariss Printing due 

to the great team – we all work together to 

get the job done, whilst sharing a great sense 

of humour, which makes being at work really fun. And I get 

to deal with a whole range of passionate people, who are our clients, that 

are from such a varied and diverse business backgrounds”.

Nicole works impeccably hard and has a great eye for detail. She’ll make 

sure your questions are answered in a timely and e�  cient manner and to 

your absolute satisfaction.

On a personal note Nicole enjoys spending time with her family and 

ensuring she can get to as many bombers games as possible with her 

daughter. 

Simone, Asha & Blair at La Lucciola
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In This Issue

• Question: How Can I Get My 

Printed Marketing Materials To 

Stand Out From The Crowd And 

Get Read?

• New Client Welcomes

• Did You Know?

• Re-Frame Your Thinking To 

Boost Problem Solving

• Stay Productive (and Sane) 

While Working From Home

• Da� odil Day Non-A-Thon

New Client Welcomes

We would like to welcome the 

following businesses into the Cariss 

Printing Community. Thank you for 

joining us. We are looking forward 

to watching your businesses grow. 

• A Bongiovanni & Son Food Store 

• Global Machinery and Racking

• Melbourne Jack Repairs

• Linen at Home

Question: How Can I get my printed 

marketing materials to stand out 

from the crowd and get read?

By Blair Cariss.

With the Australian Economy on the slide, many of us are faced with 

� nding ways to stand out from our competition on every potential sale. 

Customers are tightening their belts. In light of this, clients often ask for 

input on how they can make their printed materials ‘stand out from their 

competitors’.

Answer: Make sure you have a volume of professional 

looking printed marketing materials that do a great job at 

presenting your company in the best light possible. 

With the economy how it is, many businesses are giving in to the 

temptation of disappearing entirely onto cyber space. Printed materials 

can’t disappear into potential clients’ inboxes or hard drives the same way 

digital collateral does. It sits there continually nagging the recipient *at 

least* to read them.

With the obvious out of the 

way...

The easiest way to make 

them stand out is rather 

than handing them 

several � yers a letter and a 

brochure plus whatever else 

you might give a potential 

customer... Give it all to 

them in a Presentation 

Folder. 

You can see the di� erence 

in the perceived value of 

the two di� erent situations

One looks really 

professional and the other 

looks like their printed 

marketing is a bit of an 

afterthought.

• continued on the next page
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• The Top 3 Reasons for Using QR 
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• September Celebrations
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Problems Creatively

• CP Footy Tipping Heats Up
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New Client Welcomes

We would like to welcome the 

following businesses into the Cariss 

Printing Community. Thank you for 

joining us. We are looking forward 

to watching your businesses grow. 

• Anthony Smith Toyota 

• Hawk Air Sea Cargo 

• Jims Mowing Essendon East 

• John Carland 

• Pet Warehouse 

• RSM Bird Cameron 

• StreetSmart Business Solutions

The Top 3 Reasons for Using QR Codes 

to Integrate Your Print Marketing With 

Your Online Marketing. 

By Blair Cariss

QR Codes (short for quick response codes)  are a newish way for your 

market to interact with your printed marketing. Integrating your online 

and o�  ine marketing in a very sophisticated manner.

QR codes are just barcodes that smart phones can read. Once the QR 

code has been scanned the smart phone does what the QR code tells it to. 

Perhaps go to a webpage or download contact details. 

Let me walk you through a couple of easy steps to get you started:

1. Firstly you need a smart phone

2. Go to the app store and search ‘QR reader’ to 

download a free application 

3. Once installed, open the application and 

you’re ready to start scanning QR codes 

The Top 3 reasons to add a QR code to your 

printed marketing are:

Your are no longer constrained by space: 

You can put a QR code on a business card, your 

stationary, � yers, brochures... Any printed material you want. All of these 

physical materials have a set size. Your business card is 90mm X 55mm. 

Your � yer is probably DL. Your brochure is A4 or A3 maybe. 

Compare that to a QR code. It is roughly the size of a thumbprint. You can 

use a QR code to bring a prospective client to a much larger and more 

elaborate marketing message. They could be watching a 5 minute online 

video because they scanned the QR code on your business card. That is 

much more elaborate than you can get from just the business card.

QR Codes create another way to track response. The goal of any piece 

of marketing is always to create response. But if you can’t measure your 

marketing you don’t know how hard your money is working for you. It is a 

lot like Coke’s take on marketing “half of it works, half of it doesn’t, you just 

don’t know which is which.” QR codes allow you to track which pieces of 

• Continued on the next page

Scan the QR code above 

to have my details added 

into your phone – a must 

for every business card
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How Shopping Puts Your Health At Risk

Everyone has a need to go shopping and if you believe the 

experts being healthy is all about eating the right foods, but 

did you know the very process of grocery shopping could put 

your health at risk.

This is because the shopping trolley or basket is the sixth 

germiest public place in the western world.

The handles of almost two-thirds of the shopping carts tested 

in a 2007 study at the University of Arizona were contaminated 

with fecal bacteria. In fact, the bacterial counts of the carts 

exceeded those of the average public restroom. 

To protect yourself swab the handle with a disinfectant wipe 

before grabbing hold. And while you’re wheeling around the 

supermarket, skip the free food samples, which are nothing 

more than communal hand-to-germ-to-mouth zones.

In an absolute pinch use one of those antibacterial sanitiser 

gels when you have done the shopping but before you 

transfer the germs to another surface such as your car keys, 

door handles or steering wheel.

Quotes Of The Month

The scientifi c truth may be put quite 

briefl y; eat moderately, having an 

ordinary mixed diet, and don’t worry.

—Robert Hutchison

In any given moment we have two 

options: to step forward into growth 

or to step back into safety.

—Abraham Maslow

We do not go to work only to earn 

an income, but to fi nd meaning in 

our lives. What we do is a large part 

of what we are.

—Alan Ryan

Without work, all life goes rotten, but 

when work is soulless, life stifl es and 

dies.

—Albert Camus
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Common Area vs Storage Area

In a number of buildings 

we care for, we have 

noticed a trend of 

residents storing various 

items in areas that are 

considered common 

areas. These include car 

bays, alcoves adjacent 

to front doors and even 

walkways. The reality is these items are quite often not only 

unsightly but also pose a signifi cant safety risk in many ways. 

The most obvious are those that may cause trips, slips and falls.

Case in point. A complex was being evacuated during a fi re 

drill and an occupant who was exiting their apartment tripped 

on a shoe rack outside his door, struck his head on the wall 

and was knocked unconscious. The Strata By-Laws prohibited 

the shoe rack being there in the fi rst place and it had been 

reported to the Strata Manager but no further action taken. 

Had there been an actual fi re and the occupant had been 

injured or killed, the legal ramifi cations for the Strata Manager/

Company could have been massive.

For more information on this and other legal matters, you 

should contact your company’s legal representatives.

A Special Thank you

We would like to thank one of our staff  members for 

continually going above and beyond to deliver great services 

to our clients. 

Since Kim started working with us last year we have gotten 

used to receiving compliments about her work on a weekly 

basis. 

On behalf of our clients and the entire team we thank you Kim 

Jarvis.

A Case Study In 

Energy Effi ciency

Thanks to Rhys Faiers of Blackburne 

Property Group for allowing us to 

investigate the electricity use at 

one of his strata properties. Despite 

the current electricity costs of 

$64.00 per day we were able to fi nd 

ways to 

• Reduce harmful green house gas 

emissions by 35,350 tonnes per 

year;

• Reduce energy consumption by 

37,113 kilowatt hours per year; 

and

•  Save an estimated $ 10,206.003 

from your electricity bill.

Through the reduction in running 

time of certain lights and the 

replacement of lamps with direct 

replacement light emitting diodes 

(LED) that require no electrical 

installation work.

In a number of buildings 

we care for, we have 

noticed a trend of 

residents storing various 

items in areas that are 
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Three Reasons Why 
Owners Should Care 
About Their Carpets.

1. Appearance: the appearance of 
the carpet in a building can often 
set the scene for the image of the 
building. You don’t want to have 
stained and dirty carpet in the 
building.

2. Cost of replacement: often 
the carpet in a building is 
one of the most expensive 
assets. Replacement cost are 
often well outside a buildings 
budget. Maintaining the carpet 
professionally extends the length 
of the carpets life.

3. Fewer headaches: no one wants 
to get shone calls about the coff ee 
stain next to Barbara’s desk that 
has not been removed, or the 
odour in the boardroom after 
carpet cleaning. You want to 
ensure that someone will make 
you look good does the cleaning.

Carpet Cleaning Conundrum
Many developers 
and designers 
when putting 
together 
the plans for 
apartment 
complexes 
choose to have 
areas such as 
lift lobbies and 
common use 
facilities carpeted. 
Whilst this is not 
a problem most of the time, the issue then becomes how to maintain these areas that have more traffi  c than others and are far more likely receive stains and soiling from things such as dripping rubbish bags, food and general outside dirt and debris. Obviously the most important thing is regular and thorough vacuuming but the other component of proper fl oor care is actual carpet cleaning.

There are many options for carpet cleaning and some work better in certain areas than others and some methods are more appropriate depending on the areas. One of the most common concerns is wet/damp carpets, which can be a drawback to extraction cleaning however extraction cleaning is probably one of the most intensive cleaning options available. In cases where this is just not appropriate it is often preferred that the carpet is dry cleaned, a process that uses substantially less water and often leaves carpets dry to walk on in as little as an hour. No matter what method you use, the key is to ensure it is performed regularly and professionally.

The cost of replacing carpet can be astronomical, especially when you consider that common areas need hard wearing and good quality carpets in order to stand up to the traffi  c they get. Cleaning carpets on a regular basis can, in some cases, remove the need for replacement all together or at least prolong the life of the carpet substantially. Many common areas are 

continued over page
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Comments From Clients RE: Awards

Hi Guys, Just a quick one to say thank you for a great night on Saturday night. Was great to see you both and congratulations on your win.

Manny Kraus Facility Manager
Congratulations guys!! Well deserved 

Kara Grant
Strata Manager

Thank you Shannon for a lovely night on Saturday. We enjoyed the night tremendously. Tod Johnson was a great MC Congratulations on winning the Small Business Award – well deserved. 

Paul Webb 
Senior Strata Manager

Cleaning Council WA Small Business of the Year That’s right, On Saturday the 28th July Triumphant Property Services was named Small Business of the Year and presented with the Award by Small Business Commissioner David Eaton at the 
Australian Super, WA Cleaning Industry 
2012 Excellence Awards.

The award recognises a small business 
that has successfully implemented business practices that have 

allowed them to be a successful contractor in the WA cleaning 

industry.

At the gala presentation evening held at the Fremantle 
Esplanade Hotel, Triumphant staff  members were also 
acknowledged. 

In what was a tough competition Leah Campbell was named a 

fi nalist for the Excellence in Offi  ce Presentation Award and Kim 

Jarvis was the winner for the Excellence in Public Relations as 

a Cleaner Award.   After the event Kim had this to day “A huge 

THANK YOU to Triumphant Property Services for a fantastic 

night last Saturday Night we had a great time. And of course 

over the moon that I won WOW !!!!”Another worthy winner was Mieke Ulijn who was presented 

with the Triumphant Property Services Employee of the Year 

Award. 

“It’s not every day that cleaners are acknowledged for the 
work that they do. In fact, most of us go to work each day 
without ever considering the people tasked with keeping 
our workplaces, shopping centres, schools etc clean and 
presentable. The work they perform is thankless and yet we 

depend on it for hygiene and disease control. The cleaning 

staff  and support personnel are the true heroes of the cleaning 

industry” said Cleaning Council WA President Shannon Daniels. 
“Our sincere thanks to all of our team and our congratulations 

to all the award winners” he said.

The Newsletter Paid For 
Itself After The First Issue

“Since we sent out our first newsletter, We’ve had three clients reactivate. 
One we haven’t worked with in five years and two that haven’t worked with 
us in four years. That has paid for newsletter for the next year. I’m looking 
forward to seeing what result we get from our next newsletter.”

Peter Lane - Peter Lane Biz Development
Publisher of Funky Farming

Enquiries From Our First Issue!
“Our June newsletters arrived today and look great. We are also 
generating LED lighting enquiries from our May newsletter (our very 
first issue). Thanks for making doing a monthly newsletter so easy.”

Shannon Daniels - Triumphant Property 
Publisher of Property Progress

Flood Of Orders From Our Newsletter!
“Last newsletter I featured the ‘Fridge to Go’ Lunch box, in the last two weeks we’ve had a 
flood of orders for those lunch boxes through the Mums and Baby website and my eBay 
store. It must be the newsletter as I rank nowhere in Google for that product”

Amelia Sutcliffe - Mums & Baby Shop Online
Publisher of Shh... Mums The Word

My Old Customers 
Came Back & Ordered!

“Just sent out my first issue of Truck Trailer & RV Builders 
review and I was contacted by a client I hadn’t heard from in 
four years and they reordered from me.”

Luke Davies - Liner Transport Equipment Pty Ltd
Publisher of Truck, Trailer & RV Builders Review

Funky Farming
“Don’t judge each day by the harvest you reap, but by 

the seeds that you plant” - Robert Louis Stevenson

In This Issue

• Time To Wake Up? Here’s 

How To Get Off To An Early 

Start

...YET! (The secret behind 

making LOTS of successful 

lead generation calls)

Harness Corner

Take A Deep Breath And 

Count To Ten

Time To Wake Up? Here’s How To 

Get Off To An Early Start

• Don’t just hit snooze. Set multiple alarm clocks, and place them 

across the room so you have to get up and get moving in order 

to shut them off.

• Have a buddy system. Schedule an early-morning activity with a 

friend (like a walk), or just a phone call to ensure you get up on 

time.

• Develop a consistent habit. Get up at the same time every day, 

regardless of what you’re doing. Your body will adjust to a fi xed 

routine.

• Drink some water. A glass of cold water fi rst thing in the 

morning will revive and refresh you.

• Keep track of your success. Motivate yourself with a diary of 

what time you get up every morning. After a while, your desire 

to sleep will be outweighed by the knowledge that 

you’ll have to log a later waking time.

July 2012

Quotes Of The Month

Three rules: I do not eat too 

much; I do not worry too much; 

and, if I do my best, I believe that 

what happens happens for the 

best.

However well organized the 

foundations of life may be, life 

must always be full of risks.

 Finish each day and be done 

with it. You have done what 

you could; some blunders 

and absurdities have crept in; 

forget them as soon as you can. 

Tomorrow is a new day; you shall 

begin it serenely and with too 

high a spirit to be encumbered 

with your old nonsense.

Time To Wake Up? Here’s How To 

Get Off To An Early Start

Funky Farming
“Don’t judge each day by the harvest you reap, but by 

the seeds that you plant” - Robert Louis Stevenson

Trotters Cup

• Restoring Poor Work/Life 

Balance

It’s Just 
Like A 
Dance
This is a true story!

In another life (about 25 years 
ago), a NZ friend who sold 
bloodstock (horse) insurance 
wanted me to assist him in 
getting in front of clients here 
in Australia.  No problem – I 
thought!

After a very brief induction, we 
were underway!  To tell the real 
truth, he was more underway 
than me.  I simply had no idea 
how to make the call.

Seeing that I was very reluctant 
to pick up the telephone, my 
friend took control and said, “I’ll 
show you how”.  A huge sigh of 
relief, watching my mate dial the 
number, turned to absolute grief 
when passed me the handset 
when the prospect answered the 
call.

I stammered, stuttered and in 
shame, vowed never to make 
another call again.

My mate took control yet again 
and said “I’ll show you how it’s 
done”.  Yes! I thought to myself, a 

‘lesson’ which actually meant 
to me that I didn’t 

have to 

make the call. Huge relief!!

This time, he dialed and then as 
the prospect answered, again he 
handed the phone over to me 
and said quietly, this time tell 
them ‘who you are’.  And that’s 
about all I achieved with that call.

At that stage of my training, I 
had learned absolutely one thing 
– don’t trust a mate who sells 
anything for a living (particularly 
if from New Zealand and he likes 
horses – Only joking about the 
horse part!)

Anyhow, back to the absolutely 
worst day of my life!

With each attempt, I progressed 
(still with fear) via a sequence of 
‘mini’ steps, that at the time, I 
didn’t really seem to identify it’s 
importance, but I did actually 
struggle through to achieve my 
fi rst appointment.

Please don’t be confused – I 

August 2012

Quotes Of The Month

A vigorous fi ve-mile walk will do 
more good for an unhappy but 
otherwise healthy adult than all 
the medicine and psychology in 
the world.

—Paul Dudley White

 One of the most sublime 
experiences we can ever have is 
to wake up feeling healthy after 
we have been sick.

—Harold Kushner

 Fear is the father of courage and 
the mother of safety.

—Henry H. Tweedy
continued over page
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• The 80 / 20 Conspiracy
• Getting  Into The Zone
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• Simple Tips To Get Inspired

“The 80/20 Conspiracy” Let’s get a few things very clear for starters!

I don’t disagree with the consensus that about 20% of the sales people make about 80% of the sales.  I’m sure these things have been well recorded by business analysis’, sales managers and owners ever since there’s been sales teams to make such comparisons.
Then by this agreement, I really can’t dispute that this suggests that 80% of the sales people make about 20% of the sales.

However, I do have a real problem with the subtle message that the 20% are ‘gifted’ or are ‘born salespeople’.  This is an absolute fallacy – no one is born with these skills. We are all born with the same potential!
Quite simply (I contend), the 20% have been fortunate enough to have been tutored well on the skills of their profession.  True enough – they also have been great learners, but they still had – at some stage – ‘to be taught the skill set’, which they also have generally kept well preserved for their own benefi t.

My greatest passion is the ‘up –selling’ of the virtues and the ‘mostly untapped’ potential of all who are willing to listen, learn and ‘experience’ their life in the most amazing way.

You see, there are thousands of books, lectures, boot camps, seminars, webinars and the like that promise to teach you how.  But if they worked, we wouldn’t have the 80/20 rule – would we?
I have a rule that stands in my life that I’d like to share with you.  (The fact that you receive this newsletter means you are important - and particularly to me.)

And that is – never apply the concept of ‘truth’ to anything you read, hear about and even witness  - unless you have ‘truly experienced’ it for yourself.
So whenever pondering the 80/20 rule conundrum, an assessment whether directly or indirectly implied, then understand this is nothing but an opinion.

The real ‘truth’ exists in who you are.  

The ‘who you are’ is limitless in scope.

What stops you from having this ‘experience’?

Quotes Of The Month
The essence of mathematics is its freedom.

—George Cantor

 Mathematics knows no races or geographic boundaries; for mathematics, the cultural world is one country.

—David Hilbert

  A bodily disease which we look upon as whole and entire within itself, may, after all, be but a symptom of some ailment in the spiritual part.

—Nathaniel Hawthorne
 Take care of your body. It’s the only place you have to live.

—Jim Rohn

“Since we sent out our first newsletter, We’ve had three clients reactivate. 
One we haven’t worked with in five years and two that haven’t worked with 
us in four years. That has paid for newsletter for the next year. I’m looking 
forward to seeing what result we get from our next newsletter.”

...YET! (The secret behind 

making LOTS of successful 

lead generation calls)

much; I do not worry too much; 

and, if I do my best, I believe that 

foundations of life may be, life 

 Finish each day and be done 

and absurdities have crept in; 

forget them as soon as you can. 

Tomorrow is a new day; you shall 

begin it serenely and with too 

high a spirit to be encumbered 
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Seeing that I was very reluctant 
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number, turned to absolute grief 
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shame, vowed never to make 
another call again.

My mate took control yet again 
and said “I’ll show you how it’s 
done”.  Yes! I thought to myself, a 

‘lesson’ which actually meant 
to me that I didn’t 
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This time, he dialed and then as 
the prospect answered, again he 
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The Comfortable Cart

“I’m sure it’s comfortable. But you really should use a golf cart like everyone else.

FEBRUARY 2013
The Perils of Perfectionism

Finding work/life balance 
in today’s busy and highly competitive world could 

never be described as easy.  For most perfectionists, 
however, it is downright 
impossible.

Although many people tend to think of being a perfectionist as 
a positive thing, true perfectionism is, in many ways, extremely 
counterproductive.  Not only does the need to attend to every 
last little detail waste unnecessary time and lead to tasks and 
projects taking much longer than they need to, but it typically 
means that perfectionists end up allowing work to eat into 
their own personal leisure time.  Perhaps worse still, even once 
the job is fi nally handed over, the perfectionist still never feels 
that he or she has completed it well enough and so is left with 
intense feelings of frustration and low self-esteem.Striving for excellence is something that can only benefi t 

ourselves and our employers, but there is a world of diff erence 
between this and trying to achieve the impossible.  As human 
beings, we are not built to be perfect; trying to achieve 
perfection is a certain road to unhappiness.  By all means give 
everything your best shot, but know when to stop because your 
best really is good enough!

The Go To Resource For Australasia’s Leading 
Builders of Transport & Recreational Vehicles.
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OOPS!
Recovering From 
a Big Mistake

Everybody makes mistakes 
and a big mistake at 
work can have serious 
repercussions. So what 
can you do after you blow 
the deadline on the big 
project, send an email to 
the absolute worst person 
imaginable or get the 
numbers wrong on the 
end of year spreadsheet 
which then goes straight to 
corporate?

Panicking will not do you 
any good, and in truth there is probably not much you can 
do except work damage control. The best tip is to admit 
your mistake to your bosses the moment you realize you 
have made one. They will probably be angry at fi rst, but a 
professional boss will cool down a lot quicker than they will 
if you try to hide your error and delay the inevitable. Nor you 
should make excuses for your mistake. Even if you do have a 
good reason, you should simply apologise, take responsibility 
and try to fi x what has happened rather than attempt to 
mitigate your blame. 

store. It must be the newsletter as I rank nowhere in Google for that product”

Came Back & Ordered!
“Just sent out my first issue of Truck Trailer & RV Builders 
review and I was contacted by a client I hadn’t heard from in 

Luke Davies - Liner Transport Equipment Pty Ltd
Publisher of Truck, Trailer & RV Builders Review
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The Newsletter Marketing 
Systems 5 Point Guarantee

Newsletter Marketing Systems offers the 
following guarantee to all of its clients. 

1. You can try Newsletter Marketing Systems risk free. We offer a 90 day money 
back guarantee with your newsletter. If for any reason you decide that Newsletter 
Marketing Systems isn’t for you, simply let us know and we will refund your 
write and design fees. Print and mailing costs are non-refundable – you give 
final approval of what goes out.

2. We guarantee that every time you do a mailing that every piece will be printed 
and posted. If not next month’s newsletter is on us)

3. We guarantee to keep you up to date about any undeliverable mail.

4. We guarantee that you will always have next month’s newsletter ready to go so 
that you don’t miss a month otherwise we will pay you double your monthly 
membership back.

5. If after mailing 12 newsletters with Newsletter Marketing Systems there hasn’t 
been a measurable increase in referral rates or lead conversion or customer 
retention or an increase in additional sales just show us your numbers then and 
now and we will refund your year’s write and design fees. 

Total Satisfaction No Matter What Industry You Are In!
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How Can I Get 
Started Today?

Discover Just How Much 
Untapped Opportunity Lies 
In Your Business!
Ben and Zac have developed a proprietary audit to discover 
just how much opportunity ‘The 5 Overlooked Sources Of 
Wealth’ represent in your business.  If you would like to find 
out just how big a gold mine you are sitting on, then request 
a Newsletter Suitability Audit.

When you request a newsletter suitability audit we will:

• Identify the value of and ways to take advantage of the 5 
hidden sources of wealth in your business

• Demonstrate advanced strategies on how to make 
money from your newsletter, there are heaps more ways 
to do it and we haven’t had time cover it during this call.

• Content strategies to maximise the effectiveness of your 
newsletter.

• How to get your newsletter delivered and the envelope 
opened so that your effective content actually builds a 
relationship (this is harder than you might think.)

• Calculate your ROI, breakeven and we’ll model the 
results of your newsletter program.

• You’ll learn about the system we use so that you never 
have to miss a month – we actually guarantee to get you 
a newsletter in the mail every month.

• Explore the best strategies for you and your business to 
get your newsletter written, designed and printed and 
mailed each month.

• We explain the precise workings of our newsletter 
system so that you get the perfect customer newsletter 
out on the same day every month to everyone who 
should receive it - Guaranteed. 

• Finally we will be able to work out if we are a good fit 
for each other

To find out how we can make of all this happen for you 
request a newsletter suitability audit by filling in the enclosed 
form and using the reply envelope, faxing it to {fax number} 
or else go to fill it in online at www.lifetimecustomers.com.
au 

If at the end of the Newsletter Suitability Audit you decide to 

work with Newsletter Marketing Systems then we will give 
you as get started gifts both an iPad and a $2,000 holiday. 
Working with us will make doing a newsletter seem like a 
holiday compared to having to do it yourself – so have a well 
deserved vacation.

Your Newsletter Comes 
With The Following 5 Point 
Guarantee:
1. You can try Newsletter 

Marketing Systems risk 
free. We offer a 90 day 
money back guarantee 
with your newsletter. If 
for any reason you decide 
that Newsletter Marketing 
Systems isn’t for you, 
simply let us know and we 
will refund your write and design fees. Print and mailing 
costs are non-refundable – you give final approval of 
what goes out.

2. We guarantee that every time you do a mailing that 
every piece will be printed and posted. If not next 
month’s newsletter is on us)

3. We guarantee to keep you up to date about any 
undeliverable mail.

4. We guarantee that you will always have next month’s 
newsletter ready to go so that you don’t miss a month 
otherwise we will pay you double your monthly 
membership back.

5. If after mailing 12 newsletters with Newsletter 
Marketing Systems there hasn’t been a measurable 
increase in referral rates or lead conversion or customer 
retention or an increase in additional sales just show us 
your numbers then and now and we will refund your 
year’s write and design fees. 
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If at the end of the Newsletter Suitability Audit if you feel 
for any reason whatsoever we have wasted your time, then 
simply let us know and we will give $100.00 to a charity of 
your choosing as our way of saying sorry. What could be 
fairer than that? 

So send in your request for a consultation to us via one the 
ways outlined below:

Call 1300 120 106

Register your interest online at 
www.newslettermarketingsystems.com.au
info@newslettermarketingsystems.com.au

Fax the Priority Assessment Form to 
(08) 9463 6079

Mail the Priority Assessment Form to: 
“Newsletter Marketing Systems” PO Box 839, 
GISBORNE VIC 3437

Remember the consultation is totally risk free and you have 
nothing to lose. 

Looking forward to meeting you

Ben Wendel and Zac Nelles

Ben Wendel and Zac Nelles

P.S. We can start with 5 new clients a month. This is because 
it takes a lot of time to get a new client into the system and 
make sure that they aren’t going to miss any issues. So once 
we have our 5 new members each month you have to go on 
to a waiting list until next month.

P.P.S. Ben and Zac have decided that in order to give 
each client the required amount of attention so that their 
newsletter is a success we will strictly limit Newsletter 
Marketing Systems’ number of clients to no more than 200. 

That is it. Once we hit the 200 client mark or else we reach 
a client count (below 200 clients) where we feel we can’t 
take on any more clients without diminishing the quality of 
service we offer we will stop accepting new clients – at that 
point the only time we will accept a new client is when an 
existing client quits. 

Neither of us wants a to run some sort of gigantic 
bureaucracy or ad agency handling 1000’s of clients 
newsletters with an appallingly low quality or mass produced 
feel. We want a business with a manageable number of 
clients where we can get all our clients great results. 

This is the joy of being a privately owned family business, 
we don’t need to appease shareholders with higher quarterly 
profits, we can run a business that works for us and gets our 
clients great results.
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Fax the Consultation Form to (08) 9463 6079

Mail the Consultation Form to:  
   “Newsletter Marketing Systems” PO Box 839, GISBORNE VIC 3437

Request For Newsletter Suitability Assessment:

    Yes! I would like to register for the Newsletter Suitability Assessment. I want to discover if a    
newsletter is right for my business and be shown the ways that a newsletter will increase my rates of 
repeat business and referrals, to help me build my business to the next level.

First Name            Last Name

Job Title      Company Name

Company Website

Email

Postal Address

Suburb        State   Postcode

Phone Number 

*OPTIONAL: Whilst not required, these details will help us best determine if a newsletter is right for you and your business. 

   * Briefly describe your company, industries and markets served

    *  Do you know how often your customers currently repeat purchase?

    *  Do you know your current referral rates?

    *  Do you know your current costs of customer acquisition?

    *  What would results would make you see your newsletter as a success?

Please nominate 3 dates / times that would suit you for a consultation. At least 7 business days hence.
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Call 1300 120 106

Register your interest online at 
www.lifetimecustomers
info@newslettermarketingsystems.com.au

Fax the Priority Assessment Form to 
(08) 9463 6079

Mail the Priority Assessment Form to: 
“Newsletter Marketing Systems” PO Box 839, GISBORNE VIC 3437


