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Target Your Market

Six Ways to Insure Seminar Success

In just these few pages, I can only give you the overview of what make seminars
successful and why others fail terribly. I have raised $1 million of new assets per seminar for
many years so I do know what works and what does not work.

After doing seminars for 15 years and teaching over 2,000 producers to do them, here are
six of the most important items that I find bring success.

Invite A Very Focused Audience

There’s no way to pack a room with a diverse crowd. The success of your invitation will
depend on how focused it is. A title such as “Estate Planning for Apartment Owners” that is sent
to apartment owners will get better attendance than a seminar “Estate Planning” sent to everyone
over age 53.

To develop a winning invitation, you need to know how your audience thinks. Therefore,
the invitees must be a homogenous group. You cannot assume that your market thinks like you
do. If you’re 40 years old, you probably want to know about opportunities to make money, but
people over 60 (in most cases) are not motivated to make more money. They care about
preserving capital. Their biggest concern is fear of losing principal (this is their “hot button™).
So, is it any wonder that your opportunity-oriented seminar, titled “How to Maximize Profits
With the Right Mutual Funds,” doesn’t get much of a response from seniors?

Whichever target market you choose, you really need to know their most significant
emotional concern. If you can title a seminar addressing that concern, you’re half way home. If
you’re not sure, don’t make assumptions. Simply talk to 10 people from your target market and
see what concerns they have in common.

Direct Mail To Attract Affluent Prospects

Direct mail is, by far, the most effective method to use in metropolitan areas. The cost
per attendee is the highest, but the quality of the attendees is the highest and the seminar
produces more business and the greatest profits. By sending 3,000 invitations to a highly
targeted audience, you can attract and obtain 35 buying units—a mail cost of $42 per buying
unit. I highly recommend using this more expensive method because it produces the best end-
results—more qualified new clients that have money to invest.



Get Your Envelope Opened

Even the largest companies in the world do a terrible job of getting their mail opened. If
you look at your mail today and see a letter from Ford but you don’t own a Ford, what do you
assume is inside? Of course, a sales pitch from Ford. Your assumption is reinforced by the
metered postage at some reduced rate, third class pre-sort accompanied by a bar code.
Additionally, you see “CAR-SORT 9856479989 above your name. Could this envelope scream
JUNK MAIL any louder?

Here’s a tip. Don’t make your envelopes look like this. Use a plain window #10
envelope and a first class stamp. The only printing on the envelope is your return address and the
return name cannot be commercial. The envelope with this return address will get trashed,
unopened:

ABC Securities
888 Eighth Street
Johnstown, PA 99999

Recipients don’t know ABC securities or they do know ABC securities and know that the
envelope must include a sales pitch because they don’t have an account there. But the envelope
with this return address gets opened:

Bob Smith
888 Eighth Street
Johnstown, PA 99999

They don’t know Bob Smith but they see he is from their area and the envelope is
addressed specifically to them with a first class stamp— “Hmmm-—what could this be?”” and the
open it!

How do I know this? Because I have filled seminars with 30-35 buying units by sending
3000 invitations most every month for the past 15 years.

I know you probably have some questions about something you read or something that
someone told you about mailing. That’s why we are happy to speak with you at 866-4-
JAVELIN option 4.

Location Is Important

Select a seminar location that is well known, convenient and in neutral territory. Some
financial professionals attempt to hold seminars in their office buildings. Bad idea. This is not
neutral territory and some prospective attendees will not come for fear of being trapped in a
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high-pressure sales situation. Think about buying a car—whose turf are you on—is it
comfortable for you?

Therefore, never use your office as a seminar location. Rather, use a local restaurant that
has existed for 20+ years -- a place which everyone in town knows and likes. It’s familiar,
neutral and well located. You do not need to feed your audience just because you use a
restaurant for your location. Many restaurants are happy to rent an extra room or even open for
your seminar at a time when they are normally closed.

Never Do A Product Seminar

If you are seeking to develop a high-end audience with substantial assets and who seeks
to bond with an advisor, you cannot give product seminars. Such prospects will leave the
seminar with little or no respect for you because in most cases:

A. They already understand the basic features of many investments.
B. They do not want to be sold a product.
C. They understand basic concepts, such as tax deferral, and will feel patronized.

To this group, you must present a concept seminar, ideas such as asset allocation, estate
planning, providing for grandchildren, ways to reduce income taxes, socially conscious
investing, using debt to create wealth, ways to dispose of real estate without tax, etc. All of these
concepts can lead to lucrative relationships where you may indeed sell products or services. But
the product will be the tool to implement the concept. The product must be the subsidiary
conversation after the prospect buys into the concept.

For example, I had great success selling annuities with a seminar about tax reduction.
The seminar was about the concept and annuities were used to illustrate several ways to reduce
taxes. I also mentioned tax free bonds. In this manner, the audience respects me and does not
feel I was pitching annuities—a mistake that many annuity sellers make.

You Must Be The Speaker, Don’t Use Wholesalers

If you use a guest speaker at your seminar, you’re missing the whole idea and value of
seminars.

The ultimate purpose of seminar marketing is for you to get appointments. Your job is
not to get appointments for an accountant or an attorney or a wholesaler. If one of them does the
speaking, who gets the credibility? They do!

In order for you to get the appointments, the seminar is your 90 minutes to build your
credibility.

So why would you ever invite a guest speaker? Because you may think that they will
help bring in attendance. If you think this way, you are selling yourself short. You believe your
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accomplishments or knowledge are insufficient, and this thinking will sink you in this business
no matter how you prospect.

Close Appointments Right At The Seminar

It’s scary how much money advisors spend on seminars, only to give a great seminar,
have the attendees clap, make nice comments and leave without a commitment. Checking a box
that says, “I would like an appointment” is NOT a commitment. A commitment is a time and
day. For five years, 65% of attendees at my seminars have committed to a time and day for the
appointment right at the seminar. You can do the same if you invite attendees to do so!

Here’s how it’s done. Announce that you need a small favor from them. You need them
to complete the evaluation form they received at the beginning of the seminar (and without
taking a breath) and that the evaluation form is also their lottery ticket today.

Let’s face it; most people could care less about filling out evaluation forms, so give them
a reason to do so. They can win something by completing and returning the form.

To solidify the appointment, the attendees select an appointment time and date right on
the evaluation form! Why leave this open and try and nail it down the next day? Or worse, if
you can’t get the attendee on the phone the next day, your chance of ever having an appointment
will fall precipitously.

Attendees sign up for the appointment because you promise two things:

#1 State that you will not sell them anything at that appointment.

#2 You will show them at least one significant financial mistake they are making and not
even aware of. (If you are a knowledgeable advisor, you can always keep this promise. [ have
never met anyone that was not making at least one foolish financial mistake.)

Tell attendees to bring in their list of investments and tax return to the appointment.
Do you think you could do business with someone who comes to your office with their
list of investments and tax return and wants to hear what you have to say? These are exactly the

types of prospects every advisor desires.

To gain clients quickly, watch the video
http://www.lead-video.com
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