SIX RULES FOR BUSINESS SUCCESS BY CHARLES MARCUS

I have had the unique
opportunity over the years to
work with and/or study some of
the smartest and most
successful business

people spanning many
industries. | have been able to
apply and practice this learning
in my own business and sales
success. Based on this
experience | have deduced that
these six rules, or powerful P's,
are truly the building blocks for
success. Yes, they may be
articulated differently, however,
it is these same six things |
have seen used by very
successful companies, both
small and large. They work
equally as well for an
entrepreneur just getting started
or the sales professional, as the
large corporation that wants to
take their business to the next
level. If you follow them, and
that is the operative word, follow
them.....you will not go to far
wrong.

1. PURPOSE:

What ever you do, you have to
have a strong enough reason
for wanting to do it. Do you have
the staying power to succeed?
Do you have an end in mind?
Without knowing what you want
and why you want to do it, you
will be doomed to failure before
you start. So sit down, ask

yourself what your vision and
true purpose is. It does not
matter what your reasons are;
they can be monetary, moral,
materialistic, or maybe an
opportunity to give back, to make
a difference. Ask yourself: does
that purpose have your full

and unwavering commitment at
all times?

2. PASSION:

We need passion to sustain us.
Purpose gets us going, but
passion is the lightning rod of
success. It is contagious. When
people see how enthusiastic you
are, how determined you are,
how serious your belief is, you
will stand head and shoulders
above your competition; in fact,
there is no competition for a truly
passionate person. Passion
comes from deep; it comes from
within, from the heart and soul. It
will keep you going when those
tough times come, when that
inevitable slump appears, when
the going gets rough. Have you
ever doubted, when you see a
truly passionate person, that they
will succeed. Truly

passionate people have that
twinkle in their eye and incredible
resilience. Look at Tony Robbins,
the famous motivational guru, or
Magic Johnson, the ex superstar
NBA basketball player, now a
successful business

entrepreneur, or Bono of U2, of the
famous Irish pop group, and now
also a world poverty campaigner.
They all share passion and belief
as a common characteristic.

When you hear them on the
television, read about them, or are
lucky enough to be around them, it
rubs off. You feel better about
yourself, and when you feel good
about yourself, other people feel
good and have more confidence in
you.

Look at the people around you
who evoke passion, who you
admire. Learn from them. You
don't have to be famous to evoke
passion. Just believe in yourself
and in what you are doing.

3. PLANNING:

Once you have the reason for
doing what you are doing, and the
passion and belief in it, you need a
plan of action. Do you have a
game plan? Whether it is a
business plan, personal goal
setting plan, financial plan or
whatever, you need an approach
to get from A to B. What tools or
skills do you need? What is your
plan of action? How are you going
to achieve your goals and
objectives? | have found
personally that without a sound
plan and goals, | have rarely
succeeded. It is worth enlisting the
services of an expert if you are

starting a business to help set up
your business plan. If you are a
sales professional, set goals that will
challenge you, but ones that are
realistic and flexible also. We do not
plan to fail, but we sometimes fail to
plan. Listen to the wise words of Jim
Rohn: " 1 find it fascinating that
people plan their vacation with
better care than they plan there
lives. Perhaps that is because
escape is easier than change"

4. POSITIONING:

What is your unique positioning
statement? What differentiates you
from your competition? This is one
of the greatest challenges for most
people whatever business or
venture they are in. It varies
depending on what you are trying to
sell, what product or service you
offer. Remember, though, that it is
not about you, it is about what you
can offer the client, customer,
consumer and prospect.

When | sold hair products for
NEXXUS Products Company,
headquartered in Santa Barbara,
U.S.A,, our positioning statement
was that we had "a specialty line of
hair care products that would cater
to all of your customers needs". It
was a full service diversified line,
and at that time (the early 1990's)
we were unique in what was a very
crowded marketplace. We also
offered an unconditional return



policy, which in itself was not
unigue; most, but not all, of our
competition did too. But what
made us stand out was that we
did not just offer this guarantee
for 30, 60, 90 days etc, but we
offered it for the lifetime that
product was on the salon
owners shelf. If the salon owner
did not sell that product, we took
it back from them at any time. If
they sold the product and the
customer brought it back to the
salon for whatever reason, even
if the product was nearly empty
and had obviously been used,
we took it back and credited the
customer in full, no questions
asked, even one or two years
later. Do you think our policies
stood out and got our customers
and prospects attention? You
bet they did! Nobody could
touch us. We took the worry,
risk and hassle away from our
customer.

Ask yourself what separates
you from your competitors.
What is your positioning
statement? What guarantees
are you offering? What is your
unigueness in the crowded
marketplace?

5. PROMOTION:

Now that you have positioned
yourself in the marketplace, you
have to be able to promote what
it is you sell or offer.

| have always found that the best
way to promote yourself is
through referrals. Do a GOOD
job for your present client or
customer and then ask them for
their help. They will gladly
introduce you to your future
customers or clients. People like
to help other people, when they
are asked in a nice respectful
way. Ask if they know anybody in
their network or circle who would
benefit from what it is you offer.
Explain that you build your
business that way and you would
be very grateful and appreciative
for their help.

Another way to promote yourself
is to form strategic alliances with
other businesses that sell
different things than you. As an
example, when | owned my
hairdressing salons, | formed an
alliance with the other retail
outlets on the street where my
business was, obviously not
another hairdressers. We
referred our customers to each
other, and it worked great,
everybody won except maybe my
competition, the other
hairdressing salons on my
street!.

Many people spend all their time
prospecting and cold calling,
when there is more business
already available right in front of
you, as long as you ask for it.

There are many imaginative ways
that | will write about in more detail
in another edition of the newsletter
on promotion..

6. PERSISTENCE:
Success, someone once said, is

90% failure. | would not completely

disagree with that statement. |
believe that to succeed we have to
be prepared to fail over and over
again. Persistence means getting
over the rejection of losing that
sale or order or new contract, and
not taking it personally. | have had
plenty of personal experience with
this one, and can attest to the fact
that successful people do not take
rejection personally.

Persistence is being diligent in
following up with people and
returning phone calls promptly.
Persistence is being resilient and
believing in yourself and what
product or service you provide to
people. To be successful in
business you must be persistent,
but not a pest, with your present
customers and clients and with
your prospects. This is a fine line
that experience teaches you and

your customer/client will definitely
relay to you.

Persistence is not rocket science,
we all know what we have to do,
but it is the successful business
person, entrepreneur, sales

professional etc, who takes this one
truly to heart and does not give up.
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