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Relationships that Generate Leads and
Increase Closing Ratios

One of the most powerful marketing approaches,
and perhaps the one that garners the greatest
results, is designing and implementing
Relationship Programs. These are programs that
bring you into contact with potential clients thgbuother people's connections with
them. The most basic example is asking for a raffénwom a client or professional
colleague. But, there are much more formal programshich you are in greater
control, that yield phenomenal results.

For our discussion we are going to label Relatign&nograms in all their forms
"RP." The people who you seek to attract, the exsdrdient, we label "prospects,”
and the people you wish to attract who will conngxt to prospects are "gate
openers."

Types of Relationship Programs or RPs

Referral Programs—The gate opener refers the prospect to

you, if they believe the prospect needs your sesvidhey

usually will give you a name to call. This placesiycall a

step above cold calling. The key to getting reflsrimgiving

great service, and simply asking. The best timestofor a

referral is after you open a new account, so ybent
becomes the gate opener.

But, it is not the only time. Another good timeask for a referral is after a prospect
has told you they will NOT open an account/makeiipase/etc. At that point, they
may like you and the concept, but it is not fomthé-air, just ask for a referral and
they will likely help you out.

Introduction Programs—This is a method of getting more effective refesrdlhe
gate opener contacts someone on your behalf, cismath you and the prospect, or
sets up a conference call, so that they actuaéipisérd the relationship. A strong
introduction depends on how influential the gatermy is with the prospect.
Evaluate that relationship before you even putaaryown time to cultivate the
introduction.

When you ask for the introduction, do not treasita favor to you. The gate opener
should see something in it for them. The pointhef introduction is that the prospect
is more likely to open an account.




Practice note: Closing Secrets—We tend to covet introductionsfpeople we feel
are important. But that is not the road to closifge introduction must come from
people the prospect thinks is important. Here esstirprising list.

The influence pyramid is:

‘
If the gate opener is in the category of any o$é&® your potential prospect, they
will have maximum influence. They will help if théelieve closing helps them.

Recommendation Programs—Fhe gate opener directly refers a prospect to pat t
has inquired of them regarding your service or pobdThis is so strong an RP that it
is usually an automatic close. It is created onith\gate openers who are in a regular
position to meet with prospects interested in ymaduct or service.

Ambassador Programs—The gate opener gets an agreed upon reward foy ever
introduction, recommendation or referral they mtiag actually results in new
business for you.




Ambassador Per Inquiry Programs—The gate opener gets an agreed upon reward
for every introduction, recommendation or refethely make that results in an
inquiry of you or a meeting, regardless of wheteiaccount is opened.

Mastermind Programs—Several gate openers join together on a periodits ha
meet and brainstorm over marketing issues, andmittual problem solvinglhere
is no direct referral requiredBut this gives you access to influential peopid puts
them on your team.

Practice Note Here is the actual experience@éneration Bold client Karen Hall
of Orange County, California:

| began a Mastermind Group in September 2007. gfbep consists of about ten
participants. The first few meetings had a “gétriow you” feeling. Now we are
getting deeper into our goals and the group chgdlsrone another more for
accountability. We’ve taken on a group projechéve a “Just An Event” wine &
cheese party at a local art gallery. The groupcatds they are looking for clients
and this is a way for us all to meet new prospetiso of the Mastermind
participants attended my Novembé&t &hour workshop and 2 are planning to atteénd
the next such workshop. Two of the Mastermindip@dnts have sent business my
way. Our next meeting will be centered around &sttand | will be giving a formal
presentation. The group is taking on its own dyigarfrortunately the participants
are the type who are eager to encourage and supparst.

Affiliation Programs— These are Internet programs, where your webslistésl on
another's site, and vice versa. The purpose isasthyour site in Google and other
search engines, and to drive cross traffic to ties.sYou can also have a paid
affiliate arrangement if ethics warrant that apptoa

Strategic Alliances—This is the gold standard of connectivity, where ymd the
gate opener each have an agreement to supporotets marketing, and create a
mutual referral network. Many times strategic allpol their marketing budgets.

Advisory Boards—You start a non-profit organization, or a projeatl avite
prominent gate openers to the board.

Coalitions—Problems and causes unite you. You form an alliantteseveral gate
openers to generate change.

The Power Of RP Marketing

Dow Jones Newswires studied 200 brokers who eaenave and half million
dollars in commissions each year and discoverddltea major technique was
finding clients derived from strategic allies tiv@roduced them through RPs. With




how many of these strategic allies did these megduzers work? The average was
five, some with as little as three.

1. Your goal is to cultivate long and deep relatiopshinot surface and wide
relationships. This is so contrary to the manidesty "networking" and card
collection that we resist this concept.

2. Every RP has the same components and will leadlgaun the same Critical
Path Success™ :

3. Create the profile of the gate opener who is tthieeconduit to the prospect.

4. Create the profile of the prospect you seek to meet

5. Design your approach to the gate opener.

6. Design your approach to the prospect.

7. Find the gate openers that match with the typeadpect you seek.

8. Design a plan to follow up with the prospect.

9. Design a plan to follow up with the gate opener.

10. Deliver the benefit to the gate opener.
11.Keep the prospect and gate opener connected.

Business builder note: If you want to build a higbéleable business, concentrate on
numbers 6, 7, and 9. This is what builds good vthod will is so significant a
measure of business success that when you sedliaess, it is evaluated as an asset
and increases the purchase price. Good will i®dymt of numbers 6, 7, and 9.

So, all RPs are really three-party relationshig giart with you and the gate opener,
then bring in the prospect, which establishes tered relationship that includes all
three of you.

Much time is spent on how to close prospects. Bithy an RP system that works,
the gate opener is so influential that the relatop actually can be the close itself.
That means you must see your role in a new lighttpnly as marketing your
business, but also as marketing Relationship Pnogjra

Create the Profile of the Gate Opener Who Is to Bthe Conduit to the Prospect

The easiest way of finding a gate opener is to se@me who is
ALREADY a gate opener for you. Make a list of toe ten
people who refer to you now or have brought your®ss in the
last year. Record how you met, whom they referveder what
circumstances. Contact them now. If it is a holidagson send
them a gift. If it is not appropriate or the seasonot conducive,
invite them to lunch. If you have neglected yodatienship, admit it and make
amends. Call them with help you can provide fonthe




It should not matter if these people have anythingffer you today. If they have
helped in the past, honor them today. Send holidaynders, such as cards, e-cards,
or gifts every year. Remember birthdays and spew@hts. In the world of much
over-communication, you may feel this is pro foramal not appreciated. You may
be right. But the absence of these acknowledgnoamt$urt you, even if their
presence will not set the world on fire.

(If you cannot think of anything to send, makehibcolate. Unless they are diabetic.
That is not a joke. If you have a business conaedhat is in your top 10 and do not
know their eating habits, you have not gone ouaiteh with them enough.)

The top ten gate openers on your list should bardsgl as "business intimates." This
is the lesson of the Dow Jones study on top comomg®soducers, discussed above.
If any of your top ten gate openers is far awagdstem a gift card and tell them to
take themselves out to lunch and think of you. Seed a book to read at lunch,
one that you know would be of interest to them.

The primary purpose of this is not to get new besssifrom them, but to continue the
relationship and demonstrate your interest in them.

The secondary purpose is to create a profile ofythe of gate opener who has been
a successful member of your informal relationshipgpam. Once you begin to
create formal programs, you will want to target shene type of gate opener.

Exercise #17 Create the Gate Opener Profile

Make a list of your top ten gate openers. Heeesame suggested categories:\

Realtors
Attorneys
CPAs
Investors
Clients
Family

O O O O O O

Include some of thespecificattributes. How did you meet? Where are they etat
Gender? Other distinctions?

The same attributes you find in them will lead weey toward effective outreach to
new gate openers.

Exercise #18 Find the Prospect/Gate Opener




List how can you reach more of these types of medjdivertising? Speaking? E-
list?

Exercise#19 Client Survey

Create the profile of the prospect you seek to meet

Ask your best clients what motivated them to dairess with you. For example,
here is a list that a financial planner might use:

Life event

Investment they want to make

5 years before or after retirement—retirement plagn
Handling parents money

Large year-end bonuses

Real estate savvy

Geographic location

Investment club members

Profession

Gender

What attributes or golden threads unite your bikshis?

Exercise #20 Create the Ideal Prospect Profile

Create a written description of the Ideal Prosfreech the information gathered in
Exercise #19.

Don't Skip this Step
Consider the power of focus and intentionality.

Why take time to make descriptions of your targatkat? Much has been touted
about a book calle@ihe Secretwhich claims that if you think about an outconoey
will attract that outcome. Decades ago a similarcept was called “Treasure
Mapping.” Draw a picture of what you want to attyamnd it will come. 1 first saw a
treasure map on the back of a closet door in ahpest apartment owned by a
multi-millionaire. | now use treasure mapping ingmal finance courses that |
design for people who want to become millionairksraetirement.

An aphorism that fits into this paradigm is "Whia tmind can conceive the person
can achieve." Is there anything scientific on whiclvase the law of attraction?




Here is what science says:

THE BRAIN CAN TAKE INTO ACCOUNT ONLY SO MANY OF THE

MILLIONS OF SIGNALS THAT IMPINGE ON IT. When we areery intentional
about a goal we are much more likely to allow thages that help us reach that goal
intrude on our consciousness. That is why you neaglidivious to the difference in
car models until you reach driving age. Then yocobee a connoisseur, and
recognize every car you see on the road. Your RASET ICULAR ACTIVATING
SYSTEM is the part of the brain that finds informat The RAS makes you aware

if you previously ignored people, places and opputies; it blocks and filters other
messages.

For this reason, it is very important for you toentionally articulate the profile of

the gate opener and prospect in the ideal. If ymuydu will aggressively recognize
and gravitate to those people, filtering out undieal members of your RP. When
you clearly and simply articulate the relationsixu seek to others, they will be on
the lookout for, or at least more conscious of, wwhaonates with you. It will make a
sea change in the types of people with whom yototdo business and then actually
do business.

It will also help you rid yourself of connectiortgat are counter-productive. Be
polite, but say no.

For Whom Are You the Ideal?

It takes work to break through to those that youeharofiled as your ideal prospect
and/or gate opener. But there is one group thatng easy for you to reach, that is
the group for whom you are the Ideal.

Reverse your thinking. Who knows you or wants towryou? Who would benefit
from your business or from doing business with yba?any of these also fit your
Ideal profile? Make a list of the top 10 people vdmow you. For whom have you
done wonderful things? Who would recognize your @m/ho wants to sit near you
at the conference? Why do they gravitate to yohyTeel you have something to
offer them. Is it true? IF SO, WHO ELSE WANTS THATR?hat a group or person
with which you want to connect? If so, put themyonr targeted list.

Once you design your RP these are the first peaplewill contact. List them now.

Matching Your Gate Opener With Your Program




Look at your list of top contacts and their pradil&Vhich of the RPs best utilizes that
type of connection?

Here is how the gate openers and programs matahitiplots of overlap:

Referral Programs—All clients or gate openers that you already knlikely to run
across your ideal prospect

Introduction Programs—Influential people likely to run across your idgabspect

Recommendation Programs—Highly influential people likely to run across you
ideal prospect at a time when they need your sesvic

Ambassador Programs—People likely to run across your ideal prospedaige
numbers

Ambassador Per Inquiry Programs—Same as above
Mastermind Programs—People who are very influential and knowledgeainid
diverse, but not necessarily candidates for muefetrals, i.e. they do not have the

same types of clients or agenda

Affiliation Programs —People with powerful or several websites, whowased in
electronic marketing

Strategic Alliances—Your most ideal gate openers who are seekingahedype
of client, and that client is your ideal prospect

Advisory Boards—People who are great problem solvers and easytk with and
are respected among your ideal gate openers qogntss even if they are not
prospects or gate openers themselves

Coalitions—People who share your mission or have similaraabss or causes

Exercise #21 Design Your Approach to the Gate Openelhe 30-Second RP
Pitch

Just as you created your mission statement create'gonnections statement.”
What do you have to offer? What do you want? Say 30 seconds.

Here is an example: In meeting a gate opener ahience etc., it is customary to
tell them what you do for a living. "l am (yourgton) at Generation Bold. | create
alliances for sales, seminars and client outredtthather professionals, to access
the Baby Boomer and Active Senior markets."




If you are cold connecting to someone you havetifiet as a possible gate opener,
start with a question: "... | am calling to find amhether you would be interested in
joining our Mastermind group, meeting for lunchdiscuss joint out reach to clients,
forming an affiliate program, hearing about our Aassador program...etc.”

Learn to frame questions that make offers. "Wauald like to attend one of our
professional seminars? Be on our list? Meet foct®1 If they do know about your
business, ask, " Did you know we give continuingeadion seminars, lunch and
learns at your place of business..." Go on from theenot say too much, listen to
all reactions, and keep asking questions that rofkes.

The Paradox of Large Numbers

The larger your RP list the harder it is to turmuyoontacts into gate openers or
clients, because managing the list to build aieiahip can become seemingly
impossible. Of course, keeping an up-to-date datmbad keeping your massive list
part of your frequency program helps a lot, bststill very impersonal.

Try this: Ask your gate openers a few personal goes like their birth date, favorite
vacation spot, or author. Tell them that you anegl¢his so you can send the right
thank you to them, and because your list is selgtoy want to be more personal.
Start an automated program that sends them a ayrttard, a book review, etc.

Designing Your RP Gate Opener Benefit

Just as you know how to offer benefits to prospesttsh as good service, education,
fair fees, etc., you also need a strong offer oielhiés to the gatekeeper. Each RP has
benefits that are appropriate to them.

Referral, Recommendation, and Introduction Programs

Your competence and expertise is the catalystttingedhe gate openers to connect
you with prospects. You do not need to offer mbantyour own excellent
reputation and service to get current clientsperfitial gate openers, and
professionals to send you business. But you mbstldmre is a very particular
strategy for asking that you will read about shortl

Mastermind, Advisory Board and Coalitions—The draw or benefit is that these
top professionals, investors, business leaderst eae@ other and are mentored by
each other for mutual benefit.

Affiliation Programs —All Internet sites are enhanced by cross traffectt@ power
of your site or the content that you can offer yafiiliates may be sufficient. Fuller
programs work more like Ambassador programs.




Ambassador and Per Inquiry Ambassador Programs-The gate opener gets a
benefit that is clear and pre-determined. It magd&idential reports, books, an
exclusive seminar, a fee waiver, or points per iirygor account opening. As points
accumulate the Ambassador receives a gift certéfica

Strategic Alliances—The essence of the mutual benefit of the stratagance is
co-marketing, making budgets bigger with co-adgerg, joint seminars and
melding lists for direct mail programs.

Closing SecretRP stands for Relationship Program, but is algaies Relationship
Partner. A great strategic ally also opens newslémryou to other strategic allies.

Map Out the Office Process

Exercise #22 Map Out the Office Process

There are internal steps to set up for each oRfPg. They are
listed below. Determine who in the office will daah task, and
the time frame for finishing.

Referrals, Introductions, and Recommendations

Contact the gate opener to ask that they contaqbribspect to tell them to look out
for your letter or expect your call.

1. Contact the prospect.
2. Have a follow-up method of contacting—use the fiesgry program.
3. Mastermind, Advisory, Coalition

Research an issue for the coalition, research sedaw the advisory group, and
research a marketing problem for the Mastermindigro

1. Select compatible potential members.

2. Solicit those members.

3. Learn to run a meeting that accomplishes each nggigenda.
4. Send out a review of each meeting and the outcome.

Ambassador and Affiliation Programs

1. Create the bonus system to benefit the gate opentreir efforts.
2. Determine the list of invitees.
3. Prepare the e-mail to invite Ambassadors, contdaetet Affiliates.




4. Send an Ambassador kit and Affiliate kit to thdsattsay yes.
Hints and Tips for Successful Relationship Programs

How to ask for a referral or an introduction: agkis a two-step process. First,
compile a list of actual names or businesses obatés of your ideal prospect.
Second, show the list to your gate opener andfdabky know anyone on the list or
any person or business that fits the descriptitve. More specific, the better. Let us
say you are interested in meeting CPAs. You havepeaific names. The list should
read, "Tax professionals who specialize in reatesnvestors as clients, or small
businesses, and also do financial planning in aa kErcated near Mission Street.”
You get the idea; specifics wake up the gate o3eRAS.

If the gate opener says they know some one ongherlivho fits the description,

ask for an introduction to them, in person or by If that is not possible, ask that
the gate opener write a note to them introducing yod include it in a letter that
you send to the prospect to open the relationship.

Do not hesitate to include seemingly unreachabdgpleeon the list. You never know.

Exercise #23 Write the “You Never Know” Story

Write a “you never know” story that you heard aelil. That is a story about a
surprise meeting, a person who did business with t@t you have thought would
be impossible to have as a client, etc. It will renyou to never assume that you
cannot reach someone or that someone you know thalyou.

Exercise #24 Contact Your Ideal Gate Opener

Choose a gate opener that you always wanted ta @akthem to discuss a
Mastermind, Advisory Board, or Coalition insteadaafeferral program.

Always ask the client who just opened an accounafointroduction, but also one
who decided not to open the account. Use the satmaéthod. Stop selling them.
Just let them help you, in the exact same way.

Once you get a referral write a polite letter:

Dear M.

M. X (relationship of gate opener), is a clienbofs and suggested that | contact
you. He/she was very enthusiastic in referring ygaoce we particularly focus on the
needs of businesswomen, (small business owneesinvesstors...)

Did you know that by 2010 over 20% of the Amerigapulation will be over the
age of 657 And did you know that over 50% of thndirhave at least one living




parent? Our services and educational programs lyelp understand the ways in
which you and your company can tap this huge markatlult children for your
business.

| will call you next week to discuss our servioat feel free to contact me at any
time at 1-800-000-0000 and see our website at waw-com.

Sincerely,

Turn a referral into an introduction. First, writet letter. Next call the gate opener
and say, "I am about to send a letter to your éfjemd wonder if you can just call
them and let them know to expect my letter."” Evetidy, also read the letter to them,
they may have a comment as to what resonates athreferee.

What if this works and you get tons of referralis@dually means that you need an
Ambassador program where the gate openers cohwprospects and gets a bonus
for their efforts.

Asking on the Web

When you have large numbers of clients or gate engeyou may need to ask for
referrals by broadcast e-mail. Here is an examfpéeich a request.

Subject head: Get thank you bonuses -----
Dear Client,

I would like to thank you very much for spreading word about the power of
Generation Bold in tapping the Baby Boomer andv&c8enior Markets. Our
annual review showed that we get more than halfousiness from your referrals.

So, as our gift to you, we are launching an Ambdssarogram to maximize the
business building potential of our services.

Here's how it works. You register for entry inta &umbassador program and we
provide you with a template for telling friendspidy and acquaintances about our
services and educational programs.

Just for registering as an Ambassador we offer§200 off the cost of our sales
training seminars to be used anytime in 2008.

If someone you recommend becomes a client, yoilveeaecess to an exclusive
seminar, offered only to our Ambassadors, with expérmation unavailable
anywhere else.




What we ask in return is that you become our Andmhssto your friends, family,
business acquaintances, and advisors...that you latilgast one interested person
to our seminars, or introduce them directly to mgperson or through a conference
call. Or simply have them e-mail us and give yoame as introducer. The more
introductions you make to seminars, the more nétwweents, marketing support
education, and other business boosters we canygive

What prompted all this?

We want to make it easy for you to introduce ysetaple who you think might
benefit from our services and we want to expresgmtitude when you do
introduce us to your friends and family.

We want to take the money that we spend on adwegtimailing, etc., and spend it
on educating you to greater success.

To start ALL WE NEED IS THAT YOU LET US KNOW YAQREANTERSTED IN
BECOMING AN AMBASSADOR. Just e-mail us at xxxx@owxor call us at 1-
800-000-0000. We will send details about the pragra

And just for expressing your interest we will sgod an exclusive Special Report
that will make all the difference in these diffioetonomic times. It is our immediate
gift to you. However, we need a response withimthe ten days. So please let us
know if you are interested.

Very truly yours,

Exercise #25 Appoint an Education Director

Appoint a staff member as your Education Direaborlo it yourself, and call upon
those that have done seminars with you in the past.

Script: "Hello | am the new education director-at---. (Name of person who set
up original seminar) asked that | call and intraglotyself. This year we plan on
doing even more seminars with you, so | would tikéalk about scheduling one for
200-, and to find out if our seminars have beereassful for you. Do you have a
minute now?"

If not, schedule to talk later. Put it in your cader.

If yes, ask them about how they experienced sensigling in their business, and
just listen. Then propose to meet to make the éxpes even better.




Approach new potential strategic partners who cooldarge seminars, advertise,

etc. Script: "Hello | am the new education dire@bf-------- . (Name of principle)
asked that | call and introduce myself. Are you ifemwith ------- , We are ------------
_____ ?H

If yes, go on. For example, an IRA administratampany:

"We work with CPAs to educate the public about gself direction and investing

in real estate, notes—but we are solely admintsadnd offer no professional
guidance or investments. Our principle thought gaght be interested in meeting to
discuss joint public seminars, and other ways weteam up to capture new clients
and give existing clients better service.

Is that something you would like to explore?"
Benefits for Professionals as Gate Openers if YoudNot Refer Back to Them

Often you cannot promise to make a referral babks ay be because of company
policy or regulatory limitation. There is a sidenleét to not having a mutual referral
network. Since you do not refer, the gate opened m®t be concerned that your
company will undermine him or her with his or héewts. A professional who refers
a client can rest assured that they will keep ¢hant, that you will not diminish

them and their expertise, and send the clientdonapetitor. But, is that enough to
capture referrals from professionals when noneawithe directly their way? No,
more is needed.

The answer is the marketing support you can gieéepsionals in return for their
referrals to you. Part of that marketing suppothé&s continuing education courses
you offer.
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After meeting with your potential gate opener:

Design a plan to follow up with the gate opener.

Create a frequency program for gate openers asasgtospects and clients.
Deliver the benefit to the gate opener.

Make sure the gate opener gets all you have praoinissn.

Keep the prospect and gate opener connected.

Here is the essence of good will. Create eventgjdyparties and outings, four
times a year, where the prospects introduced taayeunvited along with the gate
openers. Watch your brand as an RP magnet grow.
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101 Tips for the Adult Child CareGiver

By Adriane Berg
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Fire

Hire

Sell

File and organize
Use technology.
Make cold Call. Speak in public
Keep the books
Set fees

Collect fees

Do math

Other
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What are your Core Skills?

_______Technology

______ Marketing

_ Educating

What are your staffs' Core Skills?
_______Technology

______ Marketing

___ Educating

What, if anything, is missing in terms of skillseted in office?

What are your principle’s core skills?

How can you fill the gaps?
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Tangential Marketing: Marketing to Someone Who IsN ot the End User

Tangential marketing -- marketing to someone who is not the end user of your product or service --
is a challenge because you must educate the purchaser on communicating the benefits of the
product or service to the end user.

Adriane Berg, a veteran consultant, author and speaker in reaching the Boomer, caregiver and
senior markets, helps clients understand tangential marketing. She has been a guest lecturer on this
topic at the University of Southern California Andrus Gerontology Center, Davis School of
Gerontology, in a course called Marketing for Gerontologists.

Marketing to Caregivers

The most obvious type of tangential marketing, Berg says, is when marketers promote products for
children. The parents are the purchasers, but the children are the end users and the influencers --
they influence their moms to buy them toys that they see advertised on TV. But in tangential
marketing to adult caregivers of seniors, the equation changes because the caregivers are the
purchasers and the influencers -- they have to influence their older loved ones to use the product or
service.

There are 67.5 million caregivers in the United States, and 38 million of them are taking care of older
relatives. "That's a huge tangential market," Berg tells Selling to Seniors.

There are two components of tangential marketing. "First, the people in your tangential market, the
purchasers, have to like your product or service, want it and be able to afford it. Secondly, you have
to educate them to communicate those benefits to the older adult end user. "You don't have to teach
a kid to want a toy, but you have to teach Mom to want a cell phone," Berg says. "Educating the
purchaser is the missing piece most of the time. And in missing that piece, we miss the mark."

She advises marketers to ensure that two critical pieces of the puzzle are in place: Give the end
users, or seniors, images of their peers using the product, and educate the tangential market on how
to communicate the benefits of the product with those seniors, who are, in most cases, their parents.




Creating Peer Buzz and Educating the Purchaser

"Peer buzz is important to older consumers," Berg says. "When older adults on television tell them
that they need burial insurance or a reverse mortgage, they take notice. But it's not usually the
senior who calls and asks for the product. It's more likely that their older adult child goes to them and
says, 'Why don't you have this?' Marketers are good at that part of it, but many of them miss the
mark when it comes to integrating the messages that they give to older adults directly with the
education that should be given to the tangential market on how to reinforce those messages."

Marketers who are successful at incorporating that educational message into their messaging or
websites, in essence, "are turning those 38 million caregivers into their salespeople,” Berg says.
"Not only do they have to buy your product; they also have to sell it. And that is the challenge.
Nobody wants to buy an alert service that ends up in somebody's drawer or causes a fight. So you
educate the caregiver on how to present the product or service to the older loved one."

Berg says that three steps are necessary for teaching purchasers -- in this case, caregivers -- how to
"sell" a product or service to older loved ones. And she advises being forthright -- even blunt, if
necessary.

1. The end user, or senior, must understand the item. To find out if he or she does, ask them to
repeat what you told them about it.

2. If they have an objection to the item, really listen. Don't just take it as pushback. Repeat to
them what their objection is and discuss it.

3. Show the older adult why the item is valuable to you, the caregiver, and how it makes your
life easier.

Tangential marketing involves anyone who is buying something for somebody else. It could be a
parent and child, or a caregiver and senior, as discussed. It could also be spouses, professionals
buying for their clients, medical professionals buying for their patients or doctors buying something
for dentists to whom they refer patients.

Next week, we will describe how tangential marketing is helping Golden Cuisine, a provider of home
delivered fresh/frozen meals for older adults, to successfully market packaged meals to seniors,
caregivers and geriatric professionals.




