
 Free Report 

 Crack 
 Cocaine 

 for the 
 Prospect’s 

 Brain  ™ 



 CRACK COCAINE FOR THE PROSPECT’S BRAIN™ 

 Written by: 

 Dale  Moreau  (Texas. Retired) 

 And; 

 Smiling Steve™  (Toronto, Ontario. Active) 

 Original Copyright: 

 © Dec 17, 2017 

 Rewritten & Republished: 

 © July 14, 2022 

 The rewritten version of this report was completed solely by Smiling Steve™. 

 All rights are reserved and that means you cannot copy or disseminate this information. What you 
 can do is share the download link with others, as this document will always be free. Here it is; 

 Anyone can download this document for free by clicking here;  Crack Cocaine For The Prospects Brain  ™ 

 20 pages of very light & entertaining reading. Enjoy! 

 All rights are reserved by Steven Peter Burke, Toronto, Ontario Canada (  Smiling Steve  ™). The owner of this  intellectual property does not 
 give anyone permission to forward or disseminate this information, except by providing the link for others to download it  here  . 

https://dalemoreau.net/crack-cocaine-for-the-prospects-brain/
https://dalemoreau.net/crack-cocaine-for-the-prospects-brain/


 CRACK COCAINE FOR THE PROSPECT’S BRAIN™ 

 Before you speak to another prospect or run another ad of any kind, either online or off, you be�er read 
 “  CRACK COCAINE FOR THE PROSPECT’S BRAIN™  ”. 

 Every day independent representa�ves communicate and make offers, both verbally and electronically 
 (text & adver�sements), that are meant to qualify, get permission to do a presenta�on and/or sell a 
 prospect. Only one problem, even though most people need what you have, they say  “  NO  ”  . Why? 

 Do  most people  need more money? Yes. Do  most people  want be�er health? Yes. Would  most people 
 want natural, chemical free and safer products in their home if they didn’t cost more? Yes. Would most 
 people want access to free legal advice for a low monthly cost? Yes. 

 Clearly, they are pre-qualified, so why do they say no when we offer them these great products and/or services? 

 To understand we have to take you back two decades to  2002.  That was that year that two Ph.D.’s 
 a�ached to Princeton University were awarded a remarkable Nobel Prize for research done with an 
 MRI machine that showed that most decisions are really made subconsciously. 

 This was mind-blowing and, clearly, it went against prior conven�onal wisdom. In addi�on, this 
 discovery wouldn’t have been possible without developments in technology (MRI). 

 Of course, no Nobel Prize is unremarkable; it’s just that this one recognized the discovery of “HOW THE 
 BRAIN REALLY WORKS AND HOW THAT AFFECTS ECONOMIC DECISIONS”. 

 The BBC ar�cle and videos on the subject delved into an aspect of this decision-making discovery that 
 asks whether we really have the will to decide and is not useful in terms of commercial info. 
 Nonetheless, it marks the discovery, and you can  read the BBC ar�cle here  . 

 No one could prove what was happening in most people’s minds as they were making a decision un�l 
 this study went public.  And that means any training created before 2002 about how to communicate 
 during a selling situa�on could be wrong! 

 In Network Marke�ng, as with all sales, we are really in the YES DECISION business. And, in order to 
 have true influence over others, we have had best understand this breakthrough. 

 Does this mean we should modify the way we communicate with others? I believe that you will agree 
 that it does and we should. And that is what this report is about. 

 We — all people and sales trainers — believed decisions happened consciously and boy were we 
 wrong. In fact, the conscious thinking process is what is referred to as  cogni�ve thinking  actually has a 
 bias to believe and support subconscious or  intui�ve thinking  . 

 Of course, we could not have known how decisions were made without this research because we are 
 totally unaware of what is happening within the subconscious. 

 This is supposed to make you rethink most of what you thought was important about talking to 
 people and making presentations. 

 Brought to you by  Dale  Moreau &  Smiling Steve™  Burke 
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 One thing we now know we can throw out the window is that the brain makes decisions based 
 on more information  (we have the attention span of a goldfish!). 

 Want to know something even more remarkable?  The more complex the decision, including 
 things like star�ng a part-�me (side hustle) business, the longer people appear to be thinking but, in 
 truth, the decision happened up to  7 seconds before the prospect was even cogni�vely aware (or 
 conscious) of it! 

 Now, if two sharp Ph.D.’s did not get access to an MRI machine to play with and the funds to pay their 
 subjects while they asked them ques�ons as they sat in this machine, we s�ll might not know how 
 decisions are really made. 

 Mind-blowing, is it not? 

 As I stated, training before  2002  on HOW TO MAKE A PRESENTATION and even HOW TO  QUALIFY 
 PROSPECTS (before the presenta�on) was and, in many cases, s�ll is based on pre-science concepts 
 that were li�le more than just ‘guesswork’. 

 Even a�er this science was proven and peer reviewed, most of the leaders in the Network Marke�ng 
 and Direct Selling industries  (or those in the tradi�onal sales & sales training industries)  con�nued to 
 follow the ideas or ideology of those who came before this Nobel Prize was awarded. In other words, 
 they are the blind leading the blind, s�ll ignorant of what is really going on inside a prospect’s mind! 

 Clearly, without being aware of this science, you have a rather severe disadvantage. 

 It was not un�l about 2006 that a trainer in the Direct Selling industry first discovered this informa�on. 
 He realized that presenta�ons in this indust tried to appeal to the prospect’s consciousness rather than 
 their subconscious. He also realized that decisions are made  “almost instantly on nearly zero information!” 

 Why share a 20-minute “Company, Plan & Products” video presenta�on or webinar or do your own 
 long presenta�ons when the decision is made long before and the prospect’s eyes are glassing over? 

 Another way to put this is the “long presenta�on” should now become part of the “training and 
 orienta�on” because  the decision is made  BEFORE  the presenta�on  . 

 In this document, when co-author Dale  (who wrote the ini�al dra� that follows and was ac�vely involved in 
 the edi�ng process of the first version of this free report)  references PROGRAMS he is referring to how our 
 prospect reacts and why. We now know they are automa�cally triggered in/by the subconscious mind 
 when we “say the wrong things to the right people” . . . hence the name “programs”. 

 To put this into perspective, science has proven that w=one of these automated reacionts or 
 PROGRAMS is estimated to happen in just one-twenty-fifth of a second! 

 This document can’t bring you up to speed on everything we’ve learned about how decisions are made. 
 But it can introduce you to what you should be presen�ng and, indeed, how all communica�on with 
 prospects can be be�er. Because they cannot help listening to us if we talk to the subconscious. magic 
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 The way to do that is through telling a story. Prospects (in fact all people) can’t help it, they have to 
 hear the story and that is why storie are like: 

 “  CRACK COCAINE FOR THE PROSPECT’S BRAIN™  ” 

 We are honored to share with you an introduc�on to the art of storytelling. And we ask that you 
 understand that the �tle of this document was chosen to get your a�en�on because, if we didn’t, it 
 was unlikely you would download and read this report, even if it were free! 

 The use of a boring name for this document would likely result in you never downloaded it. Then you 
 would sadly s�ll be trying to appeal to a prospect’s consciousness rather than speaking directly to their 
 subconscious programs. And that brings me to  a product warning; 

 Should you choose to ignore this informa�on you do so at your own risk and at the peril of your 
 prospects who need more money or be�er health or doiscounted services but were turned off by the 
 way you spoke to them or by the messages you sent them! 

 Inside the Prospect’s Brain lies a type of addiction 

 All people are addicted. They are addicted to all kinds of things, like the “sleazy tabloid headline” used 
 for this document, and to the way they behave, which science has proven is mostly the result of 
 decisions made by the subconscious mind. 

 We all react to certain things other people do, the same way we all react to drugs. It’s predictable and, 
 if you think about it, our reac�ons should be. A�er all, strangers and even people we know may lead us 
 into danger or try to scam us out of our money or simply waste our �me. Thus we have survival 
 programs  (like the ‘salesman alarm’  ) to shield us from harm. 

 People are also addicted to hearing certain things too. And that is what this document is truly about. 
 We respond appropriately to the things that other people say that do not trigger a ‘SHIELD program’ 
 like the ‘salesman alarm’. For example, when we use certain phrases, like  “I’m just curious”  at the 
 beginning of a sentence, people pay closer a�en�on, even leaning forward to hear what is next. Here is 
 an example: 

 “I’m just curious, would a five-day weekend and a 2-day work week be better for you than only getting 2 
 day weekends?” 

 Try it on someone and no�ce how they leaned forward. No�ce how they are almost FROZEN by the 
 phrase “I’m just curious” as well as being addicted to and unable to wait for what follows. 

 We are all addicted to Stories 

 We simply cannot help it, we are programmed to listen to stories. Who doesn’t love a story? 

 Brought to you by  Dale  Moreau &  Smiling Steve™  Burke 
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 Let me tell you a story: 

 When the sergeant told his new commander that his driver could not par�cipate in an upcoming field 
 maneuver because she was pregnant, the enraged commander demanded to know just how pregnant 
 she was. 

 The sergeant’s reply: “Completely, sir.” 

 People are programmed to laugh when they hear funny stories. And they cry or feel sad if they hear 
 another kind of story, which is why we all say “how terrible” or “that’s heartbreaking”. We can’t help it, 
 this is an automa�c response that is sergved up by the subscoinscious por�on of our brain. 

 A story is entertaining, but a story can also make a point and much more powerfully than any other way 
 of pu�ng a point across. People can and will decide what to do based on our stories, using preexis�ng 
 programs that they were either born with or learned since childhood. This is so compelling for all of us 
 that it is like an addic�on. 

 For example, if your father was a member of the Chris�an denomina�on of Bap�sts, your grandfather 
 was Bap�st, and your spouse is Bap�st, chances are you will have a program in your mind that will 
 make you a Bap�st. And off you go to Bap�st Church every Sunday. 

 For the most part, it’s the same when it comes to being a Democrat or a Republican  (this obviously refers 
 to the U.S. though the science refers to anyone)  . 

 Similarly, people have programs in their minds that tell them that working for themselves is risky and 
 that they need a job  (meaning they need to work for someone else)  . They learned this, they were told to 
 “get an educa�on and get a good job” so that is what people follow. And for many, health comes from 
 an an�bio�c prescrip�on to cure an illness rather than a vitamin or ea�ng be�er quality, organic food. 

 People instantly think “that’s too expensive” when they believe there is a cheaper product - o�en 
 regardless of quality. These concepts are programmed into all of us. 

 We also have programs that keep new informa�on from being considered – these are o�en called 
 prejudices. And these biases, come in both the cogni�ve (conscious thinking) and intui�ve 
 (sub-conscious thinking) kind. 

 What a story does is bypasses most programs and biases because of another program, the one that 
 tells us all to listen when a story is being told. Knowing this means we can put new informa�on inside a 
 prospect’s brain even though they s�ll have those programs/biases that work as barriers to most 
 methods of introducing new informa�on. 

 All of this is truly amazing. And stories really do bypass people’s defences! 

 The point is if we can get it “into” their heads, armed with the new informa�on we placed there, they 
 have the chance to decide if what we are offering is going to serve them or not. Whereas the other way 
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 around the informa�on is blocked by a program and never sinks in, they have no chance to consider it 
 properly … the answer is simply NO  before an  y  real considera�on is  g  iven  ! 

 Reread that last paragraph, please, as this explains why you have failed when you did it another way. 

 With this ‘new way, we do not exactly influence their decision, we simply stop them from not 
 considering the op�on properly. What we’re doing is ge�ng the informa�on “in” so they have 
 something to base their decision on instead of it being BLOCKED automa�cally by these gatekeeper 
 programs. 

 As stated already, the most effec�ve of all techniques to bypass programs is the story. They are like 
 CRACK COCAINE FOR THE PROSPECT’S BRAIN™. 

 Stories cause a prospect to stop doing whatever they were doing and listen. It was the way all 
 informa�on was passed un�l recent �mes and because of thousands of genera�ons of programming, 
 our ideas get inside a prospect’s head. 

 No one can resist stories, they want to hear them and respond to them. 

 Let’s say you are talking to a 30-year-old millennial who lives a rela�vely ac�ve and healthy lifestyle but 
 works 60 hours a week to make high five-figures a year. He/she is run-down from their job and you 
 have a healthy product that will boost their energy naturally. It not only increases energy but that 
 harshness that comes with harmful caffeine and sugars, which follows all too soon a�er drinking most 
 energy drinks (or coffee), is not in yours. But how do you get this across to the prospect in a way that 
 they will listen? 

 To bypass all that dysfunc�onal programming that blocks new informa�on you can tell a story  like this; 

 “My neighbor’s son is 28 years old and he has been working long hours every week like you. When you 
 consider commu�ng on top of that; he was ge�ng run-down and lacked energy. He wanted to keep 
 earning the big bucks but his health was suffering. Even working out didn’t change the feeling he had 
 for long. In fact, he complained of being constantly �red, he even had to fight to stay awake during 
 lunch breaks and when he was driving home a�er work. 

 To cope, he drank Red Bull but that le� him bouncing off the walls of his office cubical. Then, when 
 when the feeling wore off, he felt even worse. He didn’t know what to do. 

 I told him about our natural energy drink and he thought “what have I got to lose”, so he tried it and 
 never felt run down again. In fact, he was so energized he took up karate classes a�er work and, on top 
 of that, he ended up ge�ng a promo�on due to being able to do more work than his co-workers!” 

 That story will sneak by all those barriers typical in a Millennial’s brain. These prospects now think; “if I 
 try this product, maybe I won’t feel so run-down and I might get a promo�on and a raise at work!” 

 It doesn’t work all the �me (but it works more o�en than hype). People s�ll decide what they feel is 
 good for them depending on their personal circumstances but that’s okay. As long as we bypass the 
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 Barrier & Resistance Programs so they at least have a chance to choose what we offer then we are 
 giving them a be�er chance to change their own life. 

 What is not okay is not having a technique to get the informa�on inside the prospect’s brain so they get 
 to choose  (and not prac�cing & using this technique)  . Remember, if you cannot get the informa�on 
 across effec�vely, you might as well not say anything at all, because you are going to get a NO a lot 
 more o�en than a YES! 

 As Network Marketers and Direct Sellers, our job is to let people know about our opportunity, our 
 products or services, in a way that gets past all the prejudices and barriers so that informa�on goes 
 inside their heads for proper considera�on. And what be�er way to do that than to get them hooked 
 with a story? 

 We Are Natural Story Tellers 

 We are natural-born storytellers. It is in our DNA because this is the way all informa�on was passed on 
 for thousands of years before the advent of prin�ng, even before the wri�en word existed. You might 
 say it is part of our ins�nct to tell stories. 

 If you are thinking; “I can’t tell a story” feel how you react to this: 

 You wake up exhausted on Monday morning a�er a great weekend away. The idea pops into your head 
 that if you call in sick you can just roll over and get some much-needed sleep rather than having to get 
 up and go to work. A heartbeat later, you find yourself with a phone in your hand telling the boss  (or 
 leaving a voicemail at work)  ; 

 “[cough]  ..  I feel awful today. I better not come in, I think I’m sick.” 

 Think about it. Almost everyone has done it, not only that they did it with rela�ve ease. That is because 
 we are born to tell stories, it is in our nature. 

 Want another example? Have you ever watched a child break something and tell you a story as to why 
 he/she didn’t break it, that it was an accident, or; how their sibling did it? 

 We’ve been telling stories our whole lives since we 
 were children, we’re naturals at it. 

 The picture on the le� is of  Smiling Steve™  and  was 
 taken in 2019 while on a visit to the CN Tower in Toronto. 
 Smiling Steve™  is the personal brand of Steven Peter 
 Burke of Toronto, ON. 
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 Tension & Excitement are ‘The Key’ 

 If you want to make your stories more interes�ng, turn them into a Hollywood movie – make them into 
 a James Bond flick or like Rick Yancey’s book - The Final Descent. How? By adding tension and/or 
 excitement. 

 If you don’t stories can be boring and because they are people tune you out, rendering an otherwise 
 interes�ng story more or less pointless. Prac�ce it and tell it right and you will make the point. This 
 means you have to rev it up, as you will see. 

 Don’t tell it like this: 

 “I woke up this morning to the sound of my alarm clock, I was �red and I went back to sleep.” 

 Inject some pizzazz and intrigue by saying: 

 “I woke up this morning with my heart pounding through my chest, my body ached and I felt like I 
 couldn’t move for almost two hours!” That will convince the boss you were right not to go to work! 

 Now let’s see how this works when we convey a business opportunity. Instead of saying, “I have a 
 horrible job,” let’s load the story up and see what it conveys: 

 “I was earning six figures a year at my job. But 80 miles commu�ng one way plus figh�ng rush hour traffic 
 on top of working 60-hour weeks just to bring home a paycheck, was killing me. My wife and children 
 suffered because I was hardly home and I not only didn’t I have �me for them, I had none for myself either! 

 Every morning when I awoke the reality hit me again. My muscles literally tensed up as I thought about 
 my impending daily grind. Then when I had to work over�me I dreaded coming home as I knew my wife 
 and I were going to argue. I just couldn’t take it anymore. 

 Finally, I decided if I didn’t do something about it I would just give in to it and, count the days un�l my 
 re�rement. I had to fix the problem and that is when I got lucky and found a Plan B. It turned out I could 
 earn as much or more from home without the commute or horrible long hours, so I jumped at it. And 
 boy am I glad I did.” 

 See how adding some ‘juice’ to the “I have a horrible job” story made it sizzle? This technique, if well 
 done, makes it easy tp show your Direct Selling or Network Marke�ng opportunity to your prospect. 

 You ins�nc�vely know how to make stories interes�ng. From telling the story of how a fish was bigger 
 than it was to the stories about “the one that got away” (fish or significant other) … this is natural. 

 Tell them the wrong way and people’s faces contort or their eyes roll or they lose interest and/or they 
 tune out to what you are saying but told the right way and the same people smile and/or their eyes 
 widen and they become interested, even very interested .. they cannot wait to hear it … stories are 
 “  CRACK COCAINE FOR THE PROSPECT’S BRAIN™!  ” 

 Brought to you by  Dale  Moreau &  Smiling Steve™  Burke 



 CRACK COCAINE FOR THE PROSPECT’S BRAIN™ 

 Knowing this, why not use the pizzazz? Why torture our prospects to a story that is more or less 
 pointless when we can just as easily do the opposite? 

 Stories make what we do Far Easier 

 Stories make what we do far easier, more importantly, if you do it right the story influences the 
 decision-making process going on inside the subconscious of all prospects. We are no longer pushy or 
 sleazy, instead, we show them why by not being as a�ached to the outcome as are those who try to sell 
 with the dreaded ‘hype’. 

 Properly told, stories not only make our prospects eager to listen, but they also get past the 
 dysfunc�onal programs in the prospect’s mind. When he/she hears a story, the nega�ve brain programs 
 like “the salesman alarm” that stop prospect’s from hearing anything you say a�erward, simply never 
 get tripped. 

 Stories are designed for the human brain; they create a visualiza�on and the details are remembered. 
 So if you want to get inside the prospect’s head and leave an impression about your ability to help 
 them change their life or about your awesome products and/or services, use stories to deliver your 
 message. 

 With stories, you will find that your prospects’ pre-exis�ng ‘addic�on’ forces them to listen. 

 Try it next �me you are in public and around people say “I have a story to tell” with a deadpan face … 
 and just shut up and wait. You can feel the tension build as you stand there and say nothing. Those who 
 are around you will lose their pa�ence and say “what is it?” Or; “Come on, don’t leave us hanging, 
 what’s the story?” 

 People just FREEZE at the mere men�on of a story and are ready to listen, they can’t go on with what 
 they were doing or thinking �ll they hear it! 

 Here is an example story that explains how programs work in our prospect’s brains: 

 Robin, a mother and grandmother, had chronic back pain from arthri�s. She had it most of her adult life 
 and I felt certain I had a product that could help her. 

 I said,  “Robin if you drink this natural tea most likely it will relieve your arthri�c pain.”  I felt sorry for her 
 so I almost begged her to try it, which she did. A week later I asked how she was doing. She said,  “I 
 don’t like the tea.” 

 I said,  “Okay! I know there is another op�on.”  She didn’t object but a�er ge�ng it - a gel tablet instead 
 of tea - a week later she reported no relief from this either even though I know lots of other folks who 
 get good results. 
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 I didn’t know what to do! Then a strange thing happened. 

 I discovered that Robin likes her pain because it got her lots of a�en�on from her children and 
 grandchildren, even from a doctor who became a friend. Without the pain, the a�en�on she thought 
 she would not normally receive might go away. 

 Robin didn’t want change, instead, she wanted doctor visits more for social reasons than pain relief, she 
 literally loved all the fuss she received. 

 This explains why some people make NO decisions about your products, services and opportunity, even 
 when it is good for them. 

 In this case, Robin was addicted to her own pain. She would rather be in pain than give up visits from her 
 children, grandchildren and doctor, which gave her joy. The cure would also be a curse, even if she did not 
 realize she was reac�ng this way. 

 So I told her a story; 

 “Robin, there’s this woman I know of who was racked with arthri�c pain, like you. Her bones ached and 
 every �me she moved, she cried out. If her bones would have had bones, those bones would have hurt 
 too. 

 Finally, her family got so concerned that they put her in a pain care facility to try to help her. And a�er a 
 while, the visits to this facility became unbearable for her friends and family as they were reminded of 
 her agony. They stopped visi�ng as frequently and quite o�en she was le� all alone. 

 Finally, out of despera�on, she tried a solu�on my friend recommended to her and though she s�ll had 
 some pain she could move again. A week later, now walking fairly easily, she got out of the hospital .. it 
 was a miracle! 

 Her miraculous recovery had the opposite effect on her family feel than going to the pain treatment 
 facility. They were elated and visited more o�en, they were back into her life full �me.  Not only that but 
 her friends and other family members from uncles, aunts, cousins and in-laws started visi�ng regularly 
 again too. She ended up with a fuller life and all because of consuming the tea I told you about.” 

 Robin ended up taking my natural joint pain healing tea and lived a very produc�ve life with more 
 friends and more family to visit than she could have ever imagined. It did not ma�er at this point if the 
 story I told her was fact or fic�on. What ma�ered was the message of the story got into Robin’s brain 
 and sunk in. It got past the program that ini�ally stopped her from seeing what I offered as the solu�on 
 rather than a problem. 
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 What matters is  ;  What People Hear 

 Dr. Frank Luntz’s book  Words that Work  is brilliant. You can Google his YouTube videos to get an idea of 
 just how easily words can make a difference, they are that powerful. 

 Our job in this industry is not to preach. It’s not to educate. We are not here to lecture people. Our job 
 is to get YES decisions and we cannot do that unless we get past the automated and o�en nega�ve 
 programs that interfere. Only then can we break their bad habits, get past sales resistance and 
 skep�cism… and it’s easy to do! 

 Stories are…. 

 Stories are mesmerizing. 

 Stories are easy to remember. 

 Stories tear down sales resistance. 

 Stories get people to do something. 

 Stories are addic�ng to the prospect’s brain. 

 Stories speak to people when other means cannot. 

 And stories are fun to listen to. 

 When you see the deer-in-the-headlight look in your prospect’s eyes while you are talking and spou�ng 
 off fact-a�er-fact about your products, services and opportunity, it’s too late, you ran into a ‘program’. 

 Next �me, take a deep breath and tell them a story instead. Then you will no�ce they are eager instead 
 of looking back at you with glass over eyes! 

 Stories are the best way to communicate with prospects. Not only are stories fast and efficient, but 
 prospects also relate to them. 

 Stories can also help your team. Let me illustrate — of course, with a short story. 

 Your team is constantly looking at every new shiny object in the world to help them get people to join 
 their business or buy their products and/or services. They see this new landing page package 
 adver�sed over here to help and that new lead genera�on system over there to help. They say,  “I’m 
 going to rent this big hall, run an ad and everyone in the city will come. I will sponsor a lot of people in 
 one day!”  And so on. 

 You know that sponsoring many people on one day is both not a good idea and a pipe dream, but if you 
 say that you will kill their enthusiasm. So what should you do?  Simply tell a story  . 
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 “I love your enthusiasm __________. Umm .. do you mind if I tell you a story?”  They always say yes. 

 “Ok, imagine for a moment that you are walking through a minefield. What would you do so you did 
 not get blown up by a mine? In case you are unsure, would you mind if I made a sugges�on?”  They will 
 always say yes.  “Wouldn’t you like to have someone with you who was an expert, who had done it 
 before?”  Again, you will hear an affirma�ve. Finish with something like  “_________, an expert is an 
 analogy for a leader who knows the way because they went first. All you have to do is con�nue 
 channelling that terrific enthusiasm into a simple plan that follows carefully in the leader’s footsteps.” 

 This li�le story is be�er than preaching that you know be�er or that their idea is a bad one, AND it 
 does not kill their enthusiasm, which is something you want them to hang onto. Your new team 
 member will get it immediately and modify their behavior without ge�ng bummed out that overnight 
 success doesn’t happen. 

 Just like this one, you use hundreds of effec�ve leadership stories as you learn them. 

 I encourage everyone to have a story about their product or services, their opportunity and their 
 successes. And when you win a trip, be prepared to tell one story about where you are going and 
 another about where you went (a�erwards). 

 Your success and failures turn into stories, as do the many friendships you built along the way. If you 
 have stories about all these things, people will listen to you and remember you. That’s the bo�om line. 

 Here is the fascina�ng secret about telling stories. There is an addic�ve program in every prospect’s 
 brain that causes them to stop any �me you tell a story. 

 People have to stop doing whatever they’re doing and listen to its en�rety. They cannot go on with 
 their lives without hearing the whole story. 

 It’s the only method of sharing that causes people to listen. A story is way more effec�ve than verbal 
 diarrhea and can even contain more facts also! 

 There is an old saying,  “facts tell, stories sell”  and how true it is. 

 Stories hold people’s a�en�on. The teller doesn’t have to worry about losing someone’s a�en�on for 
 any reason, especially  the salesman's alarm  . Let me illustrate with another story: 

 There used to be a television program called Dallas with the famous villain J. R. Ewing. And before every 
 TV commercial, the plot grew tense, so viewers were dying to see the next scene. This was done before 
 each commercial – all by design - because the producers knew viewers would be wai�ng to see who 
 shot who,  OR;  who was lying and who was telling the truth. 

 Stories are a way of holding people’s a�en�on and ge�ng our message inside our prospects’ heads. 
 Stories are the most efficient way of communica�ng, which is why top leaders in Network Marke�ng 
 always tell stories. 
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 Stories Also Overcome Objections 

 (1) The Pyramid Scheme Objection 

 Ever talked too long to a prospect un�l you triggered an objec�on? Want that to never happen again? 
 Simply learn what to say to get to the point much faster. And, once you have learned these skills, and IF 
 you s�ll hear  “is the pyramid scheme,”  try this. 

 “Before I answer that, is it okay to ask you a quick ques�on?”  Most say yes. 

 “When you were ge�ng your formal educa�on at school, if your teachers would have received a small 
 percentage of your earnings for the rest of your life, do you think your formal educa�on would have 
 been be�er?” 

 The prospect answers,  “Of course.” 

 The story con�nues,  “Well, that is how our business works. Your sponsor wants to teach and train you 
 to be as successful as possible, because the only way your sponsor can earn real money is by helping 
 you live up to your true poten�al. It is your success that makes me money, not just your par�cipa�on.” 

 NOTE:  The above is loosely based on something shared in the book Street Smart Network Marke�ng by 
 Robert Butwin. 

 With this simple short story, the objec�on tends to go away and is replaced by the benefit. 

 (2) The Autoship Objection 

 Ever had a person ask why they should spend money for an autoship every month? Tell them this story, 

 Sure, I can explain this to you with a simple story. Picture one couple going out to eat twice a week at 
 one of the nice local restaurants. They spend $160.00 a month ea�ng out and enjoy it immensely while 
 they get fat. 

 Another married couple invests $160 a month in their own their wellness Network Marke�ng business. 
 They stay thin and slim and healthy. Then they re�re in five years with enough income to eat out every 
 night! 

 This short simple story gets the point across quickly and efficiently. Using this story, I don’t get refusals 
 to go on monthly autoship. It lets them know they have to par�cipate in their own business. A short, 
 simply story tells all. 

 (3) Why should I buy from You when I can get the similar products cheaper at the Store? 
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 Imagine I go to the grocery store. I buy a bag of M&M’s and a diet soda. I pay for the items and leave. 

 You are right behind me and you buy a bag M&M’s and a diet soda. You pay for the items, but before 
 you leave, you show your loyalty card. The local grocery store then gives you some free bonus points so 
 you can eventually go on a trip to somewhere exo�c, like Hawaii or Fiji. 

 Well, that is how Network Marke�ng works. We both share the things we like with friends and family, 
 only we get paid for it, like the bonus points &exo�c trip. To explain that imagine one day the store calls 
 you up. They say, “Hey, we’ve been looking at your spending habits and no�ced you are using your 
 loyalty card quite a lot. That’s great and we love giving you bonus points. Please tell all your neighbors 
 about our store so they can come and shop here and get bonus points too. Plus, if you do, when your 
 neighbors switch to shopping here, every �me they spend money, for helping us out and le�ng them 
 know about our loyalty program, we will give you extra bonus points so that you can an exo�c vaca�on 
 a lot sooner.” 

 See how easy it is with a story to overcome the objec�on of why should I buy your products when they 
 are cheaper over here? Look, we can run into a prospect’s pre-programming but trying to jus�fy the 
 price because of quality or we can razzle dazzle them with a great story! 

 (4) Overcoming the Prospect’s Fears 

 All prospects have fears. Fear of the unknown, fear of failure, and the fear of what others say if they try 
 something and fall flat on their face. These three fears keep many prospects from changing their lives 
 drama�cally. 

 However, every prospect also wants what Network Marke�ng/Direct Selling offers, which is more 
 money and more free �me. So how do we reconcile the conflict between these fears and the awesome 
 benefits? 

 A simple story can do it, like this: 

 Imagine your boss calls you into the office and offers you a proposal. 

 “We just bought a new so�ware program for the company. It takes a few skills to learn how to make it 
 work and we need someone like you to train on this so�ware. It’s a one year school program to learn 
 simple skills to run this new system. If you are interested, you will have to do this at night school, three 
 nights a week for 12 months, and the course tui�on is $2,000 plus $160 a month for lab fees and 
 eBooks. Now, we can’t pay you to go to school because you might quit or fail, but when you pass, we 
 will give you an extra $2,000/mos. raise. What do you think?” 

 Most people would happily reply, “Yes!” They think, ‘I am more than willing to go to school part-�me at 
 my expense for 12 months to get an addi�onal $2,000 a month raise!’ 
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 Isn’t that what your Network Marke�ng opportunity offers? If you really dedicate yourself, three nights 
 a week for 12 months, you should have enough distributors and customers to easily earn $2000 extra 
 per month… and without the tui�on fees! 

 Now, your current job doesn’t offer the opportunity to work three nights a week and get a huge raise, 
 but our  business opportunity  does. 

 (5) The Lack of Distributor Motivation 

 From �me to �me, distributors are depressed by rela�vely small bonus checks. They can’t see the point 
 so we must show them what a few dollars can do for their lives by telling them a story. 

 Let me illustrate: 

 Jim’s newest distributor, Jerry, is excited. He tells Jim, “You won’t believe this, Jim, but today I received 
 my first bonus check. Guess how much it is?” 

 Jerry has just started, so his check cannot be much. “What should I say?” thought Jim. “I don’t want to 
 embarrass him by guessing too low.” 

 “Aw, come on, Jim, take a guess,” pleaded Jerry. 

 “Okay, about $100.” 

 “Pre�y close. My check is $90!” said Jerry. “This is the best thing that ever happened to me!” 

 Jim couldn’t understand why Jerry was so excited. Certainly, $90 wasn’t going to change the world. 

 Jerry con�nued, ‘My take home pay is only $______ per month. Do you know what this $90 
 represents?” 

 “About a _____% increase in your income, right?” guessed Jim. 

 “No, no, no. You don’t understand at all,” chided Jerry. “Each month, a�er the mortgage and car 
 payments, food and other bills, I usually have to use my bank overdra� by an average of $50 a month. 
 In fact, we have renego�ated our mortgage twice in 7 years to pay off the moun�ng debt in our 
 overdra� and credit cards. Thank goodness our house went up in value, or we would have been in real 
 trouble.” 

 Jerry went on,  “  This $90 check means I am no longer spending more than I earn  !” 

 Stories of how a small amount of addi�onal income makes a big difference are powerful. Everyone gets 
 it, whereas the story of one person making a million a year is unrelatable to most people. 

 We want to get into the prospect’s brain so they can see the true reality of what they have to offer 
 them. 
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 (6) Skepticism & … 

 “We all do Network Marketing every day. It’s just that most of us don’t get paid for it!” 

 It stuns most people to discover that they already do Network Marke�ng every day but just don’t get 
 paid for it. A�er learning that, why wouldn’t they keep on doing what they have always done and start 
 earning? 

 Here is a story illustra�ng this fact: 

 I take a flight from London to New Your City and pay $1000 for a �cket. 

 You also take a flight from London to New York City, paying the same amount. 

 We both ended up in New York City, but because you filled out a simple one-page form to join the 
 airline’s frequent flier miles program, you got some frequent flier miles, while I didn’t. 

 You and I did exactly the same thing. You got rewarded. I didn’t. 

 You have frequent flier miles that add up over �me un�l you eventually get a free trip to Hawaii. 

 What if the airline told you that if you told your friends to join their frequent flier program, they would 
 give you some extra frequent flier miles every �me your friends travelled too? 

 I bet you would tell everyone you know! 

 Get this; what if you got frequent flier miles every �me you flew… and you got frequent flier miles 
 every �me your friends flew… and if your friends recommended the frequent flier program to their 
 friends, you got even more frequent flier miles every �me their friends flew… and so on! 

 This is a frequent flier program on steroids, and that’s how Network Marke�ng works, except we don’t 
 give you frequent flier miles, instead the company pays you money! 

 So the best part is we can overcome the skep�cism of people if we can tell a story. 

 The Making of an Epic Story 

 What are the parts to include with a story to make it great? 

 Epic stories include these: 

 Stories of how we were skep�cal, but our experience proved this was a great business. 

 Stories of how we had a great experience with our product. 

 Stories of how our life was before our business and how or life has changed. 

 Stories of someone else’s success with the business, services and/or products. 
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 We can use many phrases to set up a story to get a prospect’s a�en�on. Here are two examples; 

 “Before I show you how this works, let me tell you what happened to me.” 

 “So, here is the short story.” 

 Here is an example using one of these story-introducing phrases. 

 “Before I show you how this works, let me tell you what happened to me.” 

 “I never could save enough money to re�re. I was living from paycheck to paycheck. In 2008, I came to 
 realize that I was growing older, and I needed to have something for my golden years. When I saw this 
 part-�me Network Marke�ng business, I got excited. This business could give me a huge part-�me 
 income for the rest of my life.” 

 “I wouldn’t have to worry about my company pension or government re�rement benefits. All I would 
 have to do is get this business started correctly. Then I could collect money every month for the rest of 
 my life. That is why I was so excited to share this with you. Let me show you how this business works.” 

 Prospects love short stories, so use this, “So, here is the short story…” 

 “So, here is the short story. You do Network Marke�ng every day, you just don’t get paid for it. You 
 recommend movies, television shows, books & good restaurants that you love to friends and family as 
 well as co-workers every day. Do you get paid for it? No. Well, with our opportunity, you do.” The only 
 thing that is different is you will be spending more �me at home making more money, which means 
 you will never again ever have to listen to that pesky boss any longer.” 

 Good storytellers make the most money in Network Marke�ng. If we can tell a good story, we will make 
 a fortune. And if you can learn one story, you can learn more. 

 Our job as Network Marketers is to get YES decisions. We can accomplish this by communicate how our 
 opportunity, products and/or services can add value to their lives, as long as we do it in a way that is 
 interes�ng. And stories are perfect! 

 If we can share them value within an interes�ng story, the case is won. 

 How to Tell Your Own Story 

 To tell your story, you need to know the psychology of pleasure and pain. 

 The strongest mo�va�ons everyone on planet earth feels are “pain avoidance” and “pleasure 
 experience”. And most people, meaning 99 out of 100, are more strongly mo�vated to avoid pain than 
 driven to experience pleasure. 
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 What we do in Network Marke�ng is magnify the pain to the point where they will seek to fix the 
 problem. And the best way to do that is with your own story of pain and pleasure. In other words, we 
 relate that  “I once felt this pain”  and  “I experienced pleasure a�er finding this 
 product/service/opportunity”  . 

 Here is the formula: 

 My life was “X” (pain). 

 Now my life is “Y” (pleasure). 

 Thanks to product “Z.” 

 For your business opportunity, you can say, 

 “I struggled for years until finally, I had to find a way out. The long hours working for a slave driver 
 of a boss who cared about himself not his employees was too much for me. I had no life, all I did 
 was get up, go to work, go home, eat and go to bed. And on weekends, if I was not working 
 overtime I was too tired to do anything and could not afford to do it on the salary I was earning. I 
 spent nights searching the internet for a way out and felt for the longest time it was kind of like 
 trying to win the lottery. I researched day-trading and stock investments. I searched Google for 
 ways to start my own company, but this was risky and most required me to quit my job. And even if 
 I could find something, I was too broke from paying the bills to have the capital required to get 
 started. Then I found the light at the end of the tunnel, a business that required very little money to 
 start that I could do part-time. I didn’t know where to start, but I found a wizard that helped me start 
 my Network Marketing business. It won’t be long - about 6 months – and I will be able to fire my 
 boss, walk away and never worry about my paycheck again.” 
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 Did I follow the formula for my story? Yes. I spoke about my life of pain with my job. Then I spoke about 
 the pleasure of finding Network Marke�ng. Now thanks to the opportunity and my mentor’s help I not 
 only was nearly there on firing my boss but I was finally star�ng to earn what I deserve! 

 Now a word of advice, you want to prac�ce your story un�l it is flawless. And you must keep it short. 
 Don’t put in too much detail and, a�er you change your life your story will change too! 

 Let’s tell a story about a product using our formula. 

 “I’ve struggled with my weight for many years. Every year the holiday seasons came and went, making 
 it especially difficult. So this year to increase my metabolism so I could finally burn off some belly fat, I 
 tried something a friend told me about. It’s an all-natural tea mixed with water that promised I could 
 lose weight without exercising or going to the gym. I laughed at him when he first told me about it, but 
 hey, he told me the company would give me a two-week supply with a money-back guarantee, so I 
 thought, “why not?” 

 They say the tea nukes carbs in the things we eat and that no carbs means less weight. And, I don’t 
 know if that is the truth or not but I’ve lost 30 lbs. in 28 days so far. Now, I can’t get enough of this 
 product.” 

 This formula sells your products/services and opportuni�es with ease. 

 Are You Ready? 

 Are you ready to make it happen? Are you prepared to learn the skills needed to become a success? 
 Will you emulate those who were successful before you, or; do you intend to walk through the 
 minefield of trial and error alone? 

 If you don’t want to spend years learning what I have already mastered, you can get every secret from 
 39 years of training others on how to earn a 2  nd  paycheck every month. You can hear every story I have 
 ever told about living from 36 years old to 62 without needing a job! 

 More importantly, with my help and unlike me, it will take you months, not years to be able to fire your 
 boss. You won’t have to scratch around trying to figure it out on your own any longer. 

 You can get a Life�me of Learning that includes everything I have wri�en and recorded PLUS everything 
 I will release in the future* for free. All you have to do is opt-in on my site here: 

 How I lived well for 25 years without needing a job! 
 *An invite to join in on the 35 generic training webinars I do each year* 
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