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[CN]Chapter One

[CT] An Introduction to Shameless Self Promotion

[Q] If you don’t blow your own horn someone else will use it as a spittoon.

[QA]
Anonymous

[A] Shameless Self Promotion Step #1: Develop a Strong Belief System

[C] Debbie Allen

When a friend of mine, Larry James, first stated, “I’m a shameless self promoter,” I laughed.  Then I thought for a moment, and I realized that I’m a shameless self promoter, too.  I had never thought of my marketing approach as being shameless before. I would have described myself more like the Energizer Bunny.  I just keep on marketing and marketing and doing whatever it takes to make it happen.  I had never thought of this as shameless, unless it’s shameless to believe in something so much that you want to tell everyone you meet.  I call it good marketing!

Growing up in a family of entrepreneurs, I learned early that you must self promote on a daily basis if you want your business to succeed.  Since my family had many different businesses, we were always promoting something new.  Most of our businesses started out with little or no investment, therefore self promotion was essential to getting those businesses from idea to success.     

My father taught me that the first step in marketing success is to have a strong belief in yourself and your ideas.  No matter how crazy other people may think your ideas are, you must believe strongly enough to 

never give up. 

Back in the mid-seventies, Dad was on one of his long solo motorcycle trips from Indiana to Texas. While in Texas, he saw a mini-storage facility, one of the first in the nation.  The business intrigued him, so he pulled in to inquire.  Dad asked the owner detailed questions about the business.  The owner was very proud of his new business and open to sharing as he gave him a tour of the grounds.  As Dad rode back from Texas, he brainstormed about how he could start his own mini‑storage business.  

Inspired by his new‑found idea, Dad shared the news with the family.  Not knowing much about it, we went along with his idea.  He had a way of convincing and motivating most anyone when it came to a new business concept.  The next step was to go to the bank and get a loan.  Simple enough, especially since Dad had proven himself with numerous other business ideas.  However, the bank didn’t go for it.  “I’ve never heard of a mini-storage business. It sounds like a fad to me.  I don’t think it will work,” said the banker.

Bank after bank turned Dad down, until one banker gave him a small loan based on his past successes.  Dad took the small loan and made the rest happen by working long hours on the building’s construction.  My dad and brother were “hands on” throughout the process, pouring concrete and helping the construction crew finish the project.  They turned Dad’s new business dream into a reality.  

Even before the mini‑storage buildings were completed, we had a long list of interested customers.  This new fad took off like some crazy dream.  As soon as the buildings were completed, they were filled.  Before each new building was complete the customer waiting list was full. Finally, the bank believed in the concept.  Dad had no problem getting funds to complete a second location.  A number of years later, Dad sold the whole operation for a big profit to a major corporation called Public Storage.  From start to finish, dad believed in his idea and kept going and going to make it happen.  I wonder where I got my determination?  

How can you be successful if you don’t believe in yourself and what you have to offer to your customers?  You can’t!  Therefore the first step in shameless self promotion is to have a strong belief system.  In this chapter you will learn how to discover the beliefs and science behind self promotion.  In addition, you will begin to understand how such a belief system will play a strong role in your own success.

Lisa – add my bio on this first story

[bio] Debbie Allen is a marketing and retail expert. As an international speaker she has presented to thousands from around the world.  She is the author of Trade Secrets of Retail Stars and Confessions of Shameless series of books ™.  You can reach Debbie at 800-359-4544 or on the Web at www.DebbieAllen.com.

[A] The Science of Self Promotion

[C] Jeffrie Story

The first time I heard the words “shameless self promotion” side‑by‑side with the word “success.” I was appalled.  How egocentric!  How demeaning!  Do you mean that, in order to be successful, I have to lower myself to groveling and begging and bragging?  Now I know differently.  And my new understanding is based on research--not mine, but two behavioral scientists (for whom I am a licensee) named George Dudley and Shannon Goodson, who’ve made a career out of studying the science of self promotion.

Dudley and Goodson have developed an assessment tool called SPQ*GOLD( and a Fear‑Free Prospecting and Self Promotion Workshop(.  This assessment identifies ways in which we un‑consciously avoid self

promotion and limit our success.  In nearly 1,000 formal scientific research studies, Dudley and Goodson have found that self promotion is directly related to success.

What have I learned from them?  I’ve learned that, yes, all successful people are self promoters, from

Madonna, to Dennis Rodman, to Howard Stern, to Jimmy Carter, to Bill Clinton.  Some do it with more political acumen or integrity than others, but we all must self  promote to succeed.  In fact, we were self promoting in grade school, when we raised our hands in fervor to show the teacher we knew the answer.

Undeniably, there is unethical self promotion.  We’ve all witnessed it, and maybe even lost business to it.  But that’s not what we’re discussing.   You can do shameless self‑promoting with class, ethics, and truth.  As Will Rogers said, “If you done it, it ain’t braggin’.”

You’d think I would have known this from my 25 plus years in sales and marketing, but no, I’m still learning.  What I want to share with you are the findings from Dudley and Goodson’s research, as well as examples of how this might apply to you, and how it fits into your sales and marketing.

Since you’re reading this book, you must want to get more business and more clients.  And that involves more than those dreadful words, “shameless self promotion.”  It really involves making the sale, which in turn involves tasteful self promotion.  A vicious, but symbiotic and exciting, cycle.

Dudley and Goodson, through extensive research, found that there are three behaviors we can learn from natural self promoters.  Natural self promoters are those people who don’t hesitate to show the world what they can do and have done, and for which they receive recognition in the form of money, fame, or service to others--their rewards for many sales.  We can emulate what works for them, regardless of our goals.

The first is:  Position.  They position themselves frequently with people who can make a difference in their goals.  They automatically wake up each morning asking themselves, “Who can I meet today who will make a difference in my success?”  Then they get themselves in front of those people.

Ask yourself the same questions: Who can help me meet my goals?  Is it a prospective customer? Is it a colleague who has contacts?  Is it an association with key members who may be prospects?   

Too frequently we settle for working with the people who are the easiest to reach, not the most effective.  Work on meeting the one person who can have impact on your life, versus the 25 who cannot.

The second behavior of natural self promoters is: Style.  In marketing, we call this “differentiation.”  Ask yourself what is it about you that’s different, and what makes you memorable to your customers or potential clients?

For me, it is frequently my name.  How many women do you know named Jeffrie?   That doesn’t mean that my name will get me places I want to go, but it does mean that when I get there, they remember me more easily.  You must be remembered! 

How do people remember you?  Are you distinctive in some way, and do you point it out?  If you meet a lot of people and they seem to forget meeting you, you have a problem, but also an opportunity--an opportunity to present yourself in a more memorable way.  It might be your message, your picture, your business card, your words, your hairstyle.  Maybe it’s the uniqueness of what you offer, or how you relate your experience to their particular issue, or how you know what their issues are in the first place, or even your personality on the phone!  Best of all, it might be your obvious caring about them and how you demonstrate that caring. 

The third attribute of natural self promoters is:  Repetition.  Natural self promoters don’t say it once; they say it many times.  If you had seen a wonderful commercial once, would you remember it?  Probably not.  Advertisers know this principle, which is why they design multiple ‘impressions’ for their target market, and why we get to see those commercials over and over and over.  We, too, have to make multiple impressions in order to achieve “brand awareness.”  

Repetition also applies to positioning.  Once you’ve found people who can make a difference in your success, find hundreds more!

One lesson I’ve learned repeatedly is the importance of follow‑up calls.  Follow up on everything--your service, your commitments, your attention to detail, and your mailings.  Even follow‑up on your follow‑up! 

In these days of work inundation and multiple priorities, most people don’t return phone calls.  What does that mean?  Nothing!  Just because you’ve left them a message doesn’t mean you can sit back and wait for a return call.  If that’s your strategy, you’ll lose the business.  Keep calling and following up!  Keep up the repetition!  If it’s an existing customer, find reasons to call, such as giving them results of your previous work with them, providing purchasing ideas for the future, etc.

Do the words “shameless self promotion” still grate on you, as they did on me?  If so, remember this:  You’re self promoting because you care about your clients and your potential clients.  People want an expert!  They want anything that can help them meet their goals.  That means they want to do business with you.  But unless you self promote, they won’t know it. If you don’t do it, someone else will. How much do you care about your potential customers?  If you truly care, let them know through self promotion! Guess what?  You both win!

[bio] Jeffrie Story, CSE, has 25 years of successful leadership experience as a director in sales and marketing at a Fortune 500 company.  She currently works with corporate sales groups, increasing sales through better use of self promotion, prospecting, account management, and market penetration.  You can reach Jeffrie at 480‑367‑8887 or on the Web at www.Jeffrie.com.

[A] Contrarian Success Strategy 

[C] Dan S. Kennedy

The word “shameless” is instructive in and of itself.  I am the CEO of the Psycho‑Cybernetics Foundation and co‑author of a groundbreaking research and writing on the subject of self‑image psychology. In my findings I have discovered that many people are held back from properly and fully promoting themselves by limiting instructions and admonitions deeply engraved in their self‑images--in essence, matching shame with self promotion.  

You cannot afford to be humble.  If you wait to be discovered and rewarded based on merit alone, you had better bring a lunch and several good books because you’re going to be waiting a long, long time.  The bigger your ambitions, the more likely you are to offend people while achieving those ambitions.  And your opportunity to have meaningful impact will be in direct proportion to your willingness to offend.  What others perceive as arrogance may very well be the level of confidence, self promotion, and pushiness necessary.  Also, arrogance magnetically attracts more than it repels because many people prefer association with an individual who is absolutely certain of himself and his convictions. 

(Excerpted from No Rules: 21 Giant Lies about Success) 

[Bio] Dan S. Kennedy is a direct‑marketing consultant.  As a highly recognized professional speaker, he addresses over 200,000 people each year, sharing the platform with others such as President George Bush Sr., General Norman Schwarzkopf, Colin Powell, and Zig Ziglar.  Dan is the author of How to Make Millions with Your Ideas and No Rules: 21 Giant Lies about Success.   You can reach Dan at 602‑997‑7707 or view his website at www.DanKennedy.com.

[A] Shamelessly Making a Difference in People’s Lives

[C] Mark Victor Hansen

I wanted to contribute to this book because I think everybody that has something they love and are passionate about should be a shameless self promoter.  I have been a shameless self promoter in everything I believe in.  Ninety-nine percent of the time it works, and the other one percent gets me in trouble.  Most people get scared about the few times it doesn’t work.  If you get wound up tight about the few things that don’t work, it will hold you back to do all the rest that does work.    

Am I shameless?  Yes!  I’m pushing a level of the envelope that no one else has ever thought of pushing.  What are you going to do as a statement to make a difference?  Most people are not trading what they do for a living at a high enough level.  Sure you must first start out with a great product or service to sell.  But even then, 90 percent of time you need to spend on that product or service needs to be in marketing and hustling to make it happen. 

Jack Canfield and I spent three years putting together Chicken Soup for the Soul™.  Then we traveled to New York with an agent.  We were excited to get the book we believed in so much published.  After 33 publishers kicked us out, our agent sent us a letter that stated, “Sorry, but this book is not going to sell.”  But we never gave up.  We then headed to the American Booksellers Association meeting in Anaheim, California (now called Book Expo of America or BEA) with backpacks full of manuscripts.  We were turned down by another 134 publishers.     

Finally, one little publisher read it, cried all over his silk shirt, and called us in to discuss the book.  He  stated he would buy it only if we would see to it that we sold 20,000 books ourselves at $6. each. The publisher had no risk investing in our book, so we agreed.  We asked 100 friends to buy and sell 100 copies each.  We busted our bums doing at least five things a day to promote the book and make it happen. Within 18 months we got onto the New York Times bestseller list (the list that matters).   But even the New York Times had to be sold on the concept.  They had to be convinced to put our book on the list because of its multiple authors, a concept they did not previously believe in.  My comment to that was, “The Bible has 66 authors, just like ours.  So you should believe in this book.” That got them and they gave in.  

By the end of 2000 we will have 37 bestsellers in a row.  That’s pretty powerful!  We’ve sold 68 million copies, and our goal is to sell one billion copies by 2020, more than any self‑help book series in history. No one has ever had 8 best-selling books within one year, except us.  

What this book story proves is that we are all born with an infinite capacity.  Yet most of us under use it, including myself.  If you would have asked me if Jack and I could have pulled all this stuff off I would have told you “no” just five years ago.  Instead, we have managed to stay afloat and continually come up with new ideas.  Jack and I are always brainstorming, masterminding and encouraging one another. 

It takes a lot of energy to take a book on all by yourself.  They go in and out of bookstores so fast these days. The publishing industry has gotten tougher, ruder, and harder. In fact, the whole industry lies.  It says that you can do a 10 to 20 city book tour and you will have a bestseller.  Well, that may happen if your lucky, but it will only last for a week or so. We did not want a flash in the pan, we wanted to get out there and stay out there.  By branding our books it has constantly kept us in the public eye. 

There are 37 titles in the Chicken Soup for the Soul™ series.  Most people say that we have peaked already but I certainly don’t believe that.  I know we have much more Soup to go.  We continually touch lives and make a difference everyday at a very big level. When someone gives you one of these books it’s because they really love you. For example, Chicken Soup for the Teenage Soul helps young people deal with pain and anguish over these troubled times. Other books touch people who are ill, lose their jobs, or have troubled relationships.  Our books give people hope and courage to go forward. Look, the world is in trouble and we feel good about making a difference!  

[bio] Mark Victor Hansen, Certified Speaking Professional, is co‑creator of the Chicken Soup for the Soul™ series.  This series has sold more self‑help books than any other in history, 68 million copies.  Mark presents high‑energy, entertaining programs in the area of business motivation and sales.  Mark’s office may be contacted at 800‑433‑2314 or view his website to download one of his books for free at www.MarkVictorHansen.com.  

[A] Ten Power Principles of Shameless Self Promotion

[C] Don Taylor

When Debbie Allen first proposed the concept of this book, and asked if I would contribute to it, I was nearly insulted.  My first thought was: “What would a nice guy like me be doing in a book like that?  I’m not a shameless self promoter.”

Then upon reflection, I changed my mind.  I considered the lives and careers of people I admire.  They have this one thing in common: They have confidence in their skills and abilities, and they promote their strengths consistently, subtly, and professionally.

Then I considered my own career.  Co‑authoring the business bestseller, Up Against the Wal‑Marts gave me both confidence and a national platform for promotion. Because that promotion was done professionally, I am not ashamed of it.  So, I guess that makes me a shameless self promoter after all. Now that I’ve confessed, I feel better.

So here I will share a condensed version of what I’ve learned in three careers that span 35 years of success. These concepts have expanded my opportunities and vastly increased my earning power.

Power Principle #1: Understand the Goal

The goal of promotion is to get the right message to the right people at the right time. These three “rights” are critical to your ultimate promotion success. 

The right message will give your targeted, first‑choice (TFC) customers compelling reasons--advantages and benefits--for doing business with you. Your message must give these customers all the information they need to take the action you desire. 

The right person is your TFC customer.  Let me elaborate on some elements to look for in your TFC customers.  A TFC customer has a serious need or want for what you are promoting. They have the ability to pay full price. They influence others in a positive manner. Once you identify your TFC customers, you can aim your message directly at them.

The right time for promotion leads the need. You should promote prior to the time when your TFC customers are most likely to buy. When will they have a need? Is there a season for what you’re promoting and selling? When will your TFC customers be flush with funds? 

Power Principle #2: Sell the Truth

Promotion that works in the long term is nothing more than truth well told.  In promoting yourself, there is no room for exaggeration, half‑truths, and hyperbole.

No promotion based on integrity can be better than the product.  Therefore, it is critical to improve the product (you) constantly.  You must grow your skills, increase your knowledge, and multiply your talents. New abilities make you worth more and give you new confidence.

Don’t try to sell more than you can deliver.  Be honest and know your limits. 

Power Principle #3: Sweat the Small Stuff

One of the common factors found in the lives of truly successful people is that they are willing to do the things that most people overlook or are too lazy to do. Henry Ford said, “Paying attention to simple little things that most men neglect makes a few men rich.”  

Small details often fall into four categories: direct promises, implied promises, accuracy, and completeness.   It takes time and effort to get the small stuff right.  However, the payoff is loyal customers and increased earning power. 

The solution is simple: Under‑promise, over‑deliver. Get it right, get it done. 

Power Principle #4: You Live Well by Promoting Your Strengths

Think of those people whose achievements you admire.  What do they sell?  A physician sells medical knowledge. An artist sells visual pleasure.  An accountant sells accuracy and lower taxes.  A consultant sells solutions to problems.  They live well by selling their strengths.

If your goal is to improve your business, career, or earning power, here is an assignment for you.  Make a list of your strengths.  Think of the advantages and benefits you can provide others that they can’t get from anyone else.  Then promote those strengths wholeheartedly.

Power Principle #5: Everywhere You Go, Sell Everything You’ve Got

Never miss an opportunity to promote everything you’ve got.  I learned this principle from a corporate CEO who began his working career in sales.  His company produced several lines.  He was calling on a customer who only bought one line.  He casually mentioned some other products even though he knew the purchasing agent would have no interest. 

However, the purchasing agent was interested, not for his company, but for a friend who was desperately seeking a supplier. He got the referral, and the resultant sale was the biggest of his young career.

Power Principle #6: Promote the Value, Not the Price

Wal‑Mart promotes price.  Even their trucks are emblazoned with “We sell for less. Always!”  Priceline.com is all about price.  Their entire website is devoted to inexpensive services.

However, the majority of customers are not price buyers.  If all customers were price buyers there would be no Rolex watches, only Timex watches.  No T‑bone steaks, only bologna.  No Lincolns, only Geos. 

What all customers want is value.  Value is the relationship between price and quality and quantity.  Value is a seesaw.  Price is on one end of the seesaw, and quality and quantity are on the other.  When the customer feels there is a balance, they buy. 

Your job as a shameless self  promoter is to create value.  If you can increase the perception of value, you

are worth more.  The more you are worth, the more you’ll get paid.

Power Principle #7: Forget the Sizzle--Promote the Steak

While I understand the concept of “sell the sizzle, not the steak,” I don’t agree with it.  The steak is tangible.  The sizzle is intangible.  The steak has substantive qualities like flavor, texture, size, smell, and tenderness.  The sizzle is gone as soon as the steak comes off the grill.

Focus on substance.  Promote quality.  Extol the advantages and benefits you offer.  These are lasting, measurable elements.  Outlandish gimmicks and schemes are fleeting, marginal promotion techniques.

Hot sizzle will sell a tough steak, but only once.  A great steak cooked to perfection will guarantee repeat business.  Give your customers great results and they will guarantee your success.

Power Principle #8: Learn the Promotion Power Phrase

Too many would‑be promoters use the wrong inducement. They try to sell features, facts, and statistics. People don’t buy characteristics, qualities, and numbers; they buy the benefits those elements bring. Therefore, every promotion and every sales pitch should include the power phrase.  

The power phrase is, “The benefits to you are. . .”  Put yourself into the customer’s place and list the advantages you offer. Then promote the benefits. Even when the benefits seem obvious, point them out. 

Power Principle #9: Promote to Elephants

When it comes to potential, all customers are not created equal.  If the goal of shameless self  promotion is to catapult your career or build your business, promote to the “elephants.”  These elephants are bigger potential customers that can generate rising revenues and pleasant profits with the lowest possible promotion costs.

Power Principle #10: Move the Cheese

One of the top-selling business books of all time is Who Moved My Cheese? by Spencer Johnson, M.D.  It is a clever little book about dealing with change.

In the book, four little characters move through a maze in search of cheese.  When they find it, they settle in and enjoy their good fortune.  Then one day someone moves the cheese.  The rest of the book deals with the search for the new cheese.

After reading the book, I realized that if someone was going to be in charge of moving the cheese, I wanted to be that someone.  I choose not to be a cheese finder, whose existence depends on finding the cheese.  I want to decide where the cheese should go.  

The moral of this principle is: Change happens.  You can watch it happen and then react to the change, or you can make it happen and let others react. 

I choose to be proactive and make change happen. I’ll not only move the cheese, but I’ll also redesign the maze. Then with a little shameless, but professional self promotion I’ll attract a crowd to my maze.  I’ll help everyone find some cheese.  As I help them become successful, they will make me successful. 

That’s my future. How about yours? Are you going to use these ten power principles to boost your career and increase your earning power?  Or will you go on to the next story and let another year slip by while other shameless self promoters achieve their dreams? It’s your choice.

We have a saying in Texas that is appropriate at this point. It is, “Wherever you ride to, that’s where you are.”   And so it is with you. The steps you take today will be your destiny tomorrow. I wish you joy and success on your journey. 

[[box]]]

You Can't Beat Self Promotion

I built a better mousetrap.

It was so very fine,

I knew everyone would want one,

and the market would be mine.

My trap was eco‑friendly,

and had benefits galore.

So I watched with baited breath,

for the world to find my door.

But alas, no path was beaten.

The buyers never came.

They knew not of my mousetrap,

and they did not know my name.

They knew not of its quality,

its benefits or price.

They didn't know I'd guarantee

to rid their house of mice.

If you don't wish to sit alone,

in your field of dreams,

I'd recommend some action,

for to me, here's how it seems:

If you want to sell a mousetrap,

you must tell the world about it.

You must advertise and merchandise,

and from the rooftops shout it.

I'd display it in the paper,

I'd send out lots of mail.

I'd show a list of benefits

to help me make the sale.

I'd flash it on my website,.

I'd use radio and more,

I'd talk about it everywhere,

and watch my profits soar.

Don't expect the world to find you,

that's what I would advise.

If you want to sell a mousetrap,

it still pays to advertise.

But, you say, I do not have 

a single trap to sell.

It's me I want to market,

not a mousetrap or a bell.

I want to sell my talents,

my abilities and skills.

I need to get a good price too,

so I can pay my bills.

So you want to sell yourself, you say

I understand, my friend.

I think I have the answer,

here's what I'd recommend.

You do not need an agent,

or some brewed up magic potion.

When "you" is what you're selling,

You can't beat self promotion.

[[[end box]]

[bio] Don Taylor conceived and co‑authored the best seller Up Against the Wal‑Marts and wrote Solid Gold Success Strategies for Your Business. His internationally syndicated business column “Minding Your Own Business” reaches more than one and a half million business readers each week. As a business survival and fast‑growth specialist, he speaks regularly to national trade associations, corporate groups, and business organizations. Don can be contacted at 806‑236‑6513 or on his website at www.dtaylor.com.    

[A] Barefoot Marketing

[C] Dana Burke





I have a sign that says, “Life is too short to wear tight shoes.”  Not as catchy but equally true is, “Business is too important for marketing to be painful.”  Promoting your business or cause should be as natural and comfortable as kicking off a pair of high heels or wingtips at the end of a long day.  That’s why I call it “Barefoot Marketing." 

In a way, I’m lucky because my parents never taught me that it is bad manners to talk about myself. Instead they taught me to be proud of my talents and accomplishments, and that it is selfish not to share them with others.

So that’s where my marketing ideas are based‑‑in the belief that I have something wonderful to offer a potential client, which they won’t know if I don’t tell them. Shameless? Maybe. But it works, and it’s great fun! 

[bio] Dana Burke is the founder of Mind Your Business, providing desktop publishing services and marketing communications for micro businesses and small non‑profits. She also publishes Barefoot Marketing, a free newsletter on marketing your company. Dana has been featured in many publications including USA Today, Success Magazine, Business Start-Ups Magazine and a variety of websites.  Dana can be reached at 414‑536‑7274 or by email at DBurke@execpc.com.

[A]Never Show Them You’re Shameless 

[C] Rick Segel

The first thing to remember about being a shameless self promoter is not to let anyone know that you are. People hate pushy, loud, obnoxious people who only talk about themselves. However, the key is to have patience. Wait for the right time to say something about yourself. Be humble when people talk about you, but proud of what you have accomplished. Don't say, "I can do that." Instead say, "Let me see if I can help," then blow them away with what you can do. You won't have to talk about yourself, but you will make your listeners into disciples.

Disciples are good.  They will do the promoting for you. The way you create disciples is by helping them more than expected, doing a better job than expected, or just becoming their biggest supporter. Your effort will all come back to you. As a baker once told me, "Give it out in slices and it all comes back in loaves." It works!

[bio] Rick Segel, Certified Speaking Professional (CSP), an active retailer for 25 years, is the director of retail training for the Retail Association of Massachusetts.  Rick is an internationally recognized speaker who has delivered over 1,400 presentations in 43 states and on three continents.  He is the author of Romancing the Customer, Laugh & Grow Rich, How to Drive Traffic to Your Business, and Starting and Running a Retail Business for Dummies.  Rick can be reached at 781‑272‑9995 or on his website at  www.RickSegel.com.

[Q] Don’t take “NO” for an answer, you either have the wrong audience, or they need more information.  

[QA] Debbie Allen
