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Foreword
 
What Is This All About?
It’s about success, the success of your business. With luck it will also be 
about your happiness, but that’s up to you. This book explains the Majestic way of 
doing business. That makes it partly a software manual and partly a guide to the 
philosophy that Majestic is based on. Both are equally important if you want to get 
the most out of Majestic for yourself and your business.

However this book landed in your hands, be it from a referral, an article, finding it 
on the Internet or stolen from a pirate website, I’m not going to tell you how lucky 
you are to have stumbled upon it or that some divine spirit has led you to read it. I 
will, however, tell you that I want you to be successful using my methods, not least 
because it will make the world a better place. You and your business are unique 
and because your business probably takes up at least three quarters of your 
waking life, it is a living, growing manifestation of you.

Majestic is, among many other things, a relationship-building and leads-generating 
program. The technology is the result of four and a half years development. I 
have worked side by side with literally hundreds of business and grown Majestic 
around them. Along the way I learned something unexpected: The smaller the 
business, the more successfully they use it. The problem was, the system was far 
too expensive for the smaller guys to afford! So I had to come up with a way of 
minimising the cost to the little guys without limiting the big ones.

I started by running seminars to teach the Majestic Way to micro businesses. 
It took about 20 hours per business of which only about one hour dealt with 
strategic implementation. The rest was going through the basics of proper business 
communication, and explaining when to click what on a website. It was taking too 
long, and it was still too expensive. This book was the logical next step. Everything 
I teach in my seminars is in this book, and more. You will learn how to:

• Generate qualified leads for your business
• Build and maintain strong relationships with your clients and prospects
• Set up a database that updates and manages itself
• Track and increase sales
• Send out more personalised communication than ever before, using email,  
 SMS and fax
• Automate and streamline most of your business processes so that you can  
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 spend time “on” your business instead of “in” your business

Almost every successful micro business I have ever worked with has almost 
identical processes. I know you think you’re special (and YOU are), but the way 
you run your business is not (and it shouldn’t be). In fact, it’s pretty darn dull 
and ordinary. However, it does take up your time so the trick is to automate as 
much of the “dullness” as possible and focus on the fun stuff – the creating and 
delivering and dealing with people. That’s what Majestic is about.

About This Book
This edition of The	Majestic	Way is version 0.9. What that means is that 
it is not perfect. It is meant to teach you the Majestic principles, and help you 
implement the system in your businesses. I balanced the demand for this book 
with the time available, and decided it was more important to have something for 
you to work with now, than it was to make the book perfect. But this is not the 
final version by any means. Your feedback will shape future editions. If you have 
any comments or suggestions on how I can improve the book, by all means email 
them to me!

The Majestic Way has been written in two distinct parts. The first half is the 
basics. It is the theory behind Majestic, and explains the principles that you need 
to understand to make the system work for you. The second half is the advanced 
side. It will show you how to actually use the system. By the time you’ve finished 
it, you’ll know which buttons to push to make things happen, and you’ll know how 
which principles to apply to your business. Part 1 is a bit less exciting, which is 
why I’ve thrown in some humour here and there. It is absolutely critical that you 
don’t skip it. (But now of course I know you won’t, because you’ll be too worried 
that you may miss a cracker of a joke!)

The book is built around three, very simple and very logical questions:

Question 1.  Where do I start?

If you don’t know where you are now, how are you going to get to where you 
want to go? Sounds too easy. Sounds like something a child would say. Sounds 
perfect! It’s practical, it’s real and it’s not motivation drivel. To lay the foundation 
for a new set of business norms, the foundation needs to be concrete. Come hell 
or high water, I WILL make yours strong. You need to know where to start, so 
before I begin any new principle or any key piece of understanding, I will first 
answer this (sometimes surprisingly complicated) question and show you with 
crystal clarity where to start.

This is probably a good place to explain what you need to know before you start 
with this book and Majestic. Obviously, you must be able to read. Less obviously, 



�

The Majestic Way     > > >  Forward

you need to be computer literate. What that means in terms of Majestic is that at 
the least you need to understand email and how to use a web browser. The rest 
you can learn as we go along. But rest easy, you don’t need any programming 
skills or advanced software knowledge.

Question �. Where will that lead us?

When I was a kid, I used to go MAAADDDD when adults told me to do something 
without first explaining why. Even today, our education system often provides the 
reason long after the lesson finished, by which time we have forgotten why we 
even started learning it in the first place. We just get crap shovelled down our 
throats and accept it. My first book, How	NOT	to	Start	and	Run	Your	Own	Business, 
was designed to break down all the myths and hype and come back to basics. This 
book will build from there. I promise you that whenever I show you where to start, 
I’ll tell you exactly why we’re starting there and where it will lead you.

Step �. How do you know that? 
 
Whenever I make a statement, my five-year-old son, Cameron, keeps asking me 
“How do you know that?” He probably asks me this three times a day. Rather than 
just say “I just do,” I take great pains to explain it to him. Sometimes, I shudder to 
realise that I actually wasn’t quite so sure and maybe, just maybe, I was actually 
wrong.

In terms of this manual, answering this question will force me to back up every 
major statement I make with supporting evidence. Now I’m not saying that I will 
be providing you with irrefutable reams of data that only Harvard profs would 
be interested in, but I am saying that I will justify what I say with real life case 
studies.

Many people ask me how much time each day they should spend using Majestic. 
They wait fearfully for the answer, because the last thing that any business owner 
wants is to waste time learning and tapping away at some fancy new Internet 
system. As a new user of Majestic, be prepared to spend about two hours per day 
for the first week to ten days setting up the system. For the next month or so, 
expect to spend 45 minutes per day to refine and optimise your communication 
processes. Once you’re comfortable, you’ll find you won’t spend more than 20 
minutes a day managing your business thereafter! 
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A Message From the Teacher

I wrote this book to give you the specific tools you need to create a 
sustainable business as quickly possible. I would love to guarantee your success 
over a specific period of time, say three, twelve or eighteen months, but I can’t 
do that. It all depends on the type of business you’re in, how rigid you are in your 
thinking and how quickly you are willing to learn. One thing I will say though, is 
that if you follow these principles you will become financially successful in a micro 
business far faster than you would if you did things the conventional way. But	you	
must	be	willing	to	learn	new	things.

Believe it or not, we’ve actually forgotten how to learn. Someone once told me 
that our pineal gland in the base of our neck stops producing a key hormone 
from the age of about eight. As soon as this happens we change from being cute 
and excited and eager to learn into horrible little mutants, intent on competing, 
manipulating and bashing each other (a lot like the business world, in fact). 
I actually think this is fine because by the time we reach the age of eight, we 
should understand how to learn consciously, so that we don’t need chemicals to 
sustain our abilities. If you choose to learn, you will learn!

I train kung fu with a Shaolin Monk. I won’t go into the history of the Shaolin 
Temple in China, but suffice to say that my teacher, Shuai Meng Liu (or “Simon” 
to us Westerners), trains for five hours per day, six days a week on hard floors 
with 80 year old masters who could do things with their bodies that most 
strippers would kill to learn. His master has just turned 81 and can happily do 
back flips and cartwheels with no hands. Simon’s been doing kung fu for more 
than 16 years. I call him Jaolian, which means “teacher”. Let me share some of 
what he has taught me…

Shaolin kung fu is essentially about centering your energy to generate significant 
force through a twisting bodily action. There are nearly 100 “empty hand” forms 
(without weapons), each with their own set of movements. Then there are 18 
Shaolin weapons with 20-30 forms in each weapon. Add to this all the wushu 
forms (also with 18 weapons) and that he is the equivalent of a 5th dan in Tai Chi 
(a mere hobby for him) along with a host of other disciplines, you get an idea of 
just how much Jaolian knows. I trained for nine months to learn just one form 
and as soon as I learned one, I discovered that whenever I mastered one form, 
there would be another.

Here’s the point. I consider myself an expert in what I do. In fact, I’m beyond 
an expert. I know my specific “forms” of Internet marketing, sales techniques 
and micro business strategy better than anyone I’ve ever come across in my life. 
Now, I realise that this may sound arrogant to some, which is why I am more 
than happy to bring myself down to Earth by comparing myself to someone like 
Jaolian, who knows over a thousand different kung fu and martial arts forms. 
Training with him has made me realise that if I restrict myself to a specific 
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environment, I can become a master.

So what is the message from the Teacher? Well, when I train with Jaolian, despite 
the fact that I’ve done a little karate and some tai kwon do, I accept that I know 
nothing about his forms. In order for me to learn Shaolin, I have to listen and 
understand everything that he teaches. I let my mind go and start right from 
the beginning, for now letting the stuff I “think” I know go out the window. I am 
asking you to do exactly the same with me. I want you to read this as if you know 
nothing about business. I want you to start all over again, and learn my forms.

Are there any questions?
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PART ONE

”A History of the  
Beginning”
Overview
 
The purpose of this chapter is to help you understand that in order to 
make your business successful, you are going to need to do the basics very, very 
well. Whether you agree with the mathematical principle in this chapter or not, 
it is unimportant. What is important is that this chapter opens your mind to the 
concepts that I will be explaining in more depth as I progress through this book.

Blast From the Past 
 
Readers of my first book, How	NOT	to	Start	and	Run	Your	Own	Business may 
notice a few contradictions with this one. This is because book one was written 
in the context of the business environment as it is right now – a community 
predominantly filled with wankers who, above all else, desire power and money.
Readers of How	NOT	will find several of the lessons in that book will (happily) no 
longer apply. Let’s briefly revisit the lessons from that book.

Lesson	1:	Don’t	give	up	a	stable	income	until	you	have	practically	tested	
your	business	concept. This lesson still applies. However, the good news is that 
it is going to become much easier and much quicker to test your business concept 
using Majestic. Testing, measuring and optimising is fundamental to what I will be 
teaching you.

Lesson	2:	Make	money	at	what	you’re	good	at,	then	get	clever	and	
diversify. I am happy to say that this lesson does not apply in my micro business 
dominated world. If your passion is not what you are very good at, you may still be 
able to follow it. It may take a little longer, and you may have to initially combine 
it with something that you’re already good at, but these techniques truly allow you 
to follow your dreams.

Lesson	3:	Sell	now,	make	friends	later	(a.k.a.	It’s	not	who	you	know,	
it’s	who	you	can	sell	to). This lesson no longer applies. With Majestic, making 
friends and building relationships with people is the essence of what we do. Of 

Grade 1



8

The Majestic WayGrade 1     > > >  A History of the Beginning > >  Blast from the Past

course sales are important, but I’ll show you how micro businesses win business 
by connecting with people, not through hard selling.

Lesson	4:	Don’t	spend	money	unless	you	really,	really,	really	have	to.	This 
is always good advice. But the good news is – you won’t have to spend much 
money until your business concept has been tested and proven. I always stress 
that you shouldn’t spend money on too much infrastructure and fancy stuff until 
you know for sure that the business can and will come in. Majestic will let you 
know for sure, quickly and accurately.

Lesson	5:	Always	deliver	on	a	promise,	no	matter	how	small	or	
insignificant it may seem. This lesson will always apply. In fact, it is the 
foundation of the Majestic Way.

Lesson	6:	Make	yourself	look	big.	No way Hosé! I WANT you to look small, be 
small and stay small. Not unprofitable, but small. No major hassles that all the 
big businesses have and no politics, just real people working together happily 
with other real people. Also, because Majestic is part of a much larger network, 
you won’t have to make yourself look big … you will be big!

Lesson	7:	Never	let	any	relationship	die. This lesson lies at the heart of 
Majestic. Every person that you ever come in contact with could be the spark 
to something greater. Tend these sparks and they will grow into the flames that 
make money and warm your heart.

Lesson	8:	Business	is	about	people,	nothing	more,	nothing	less. Yeah 
baby!! In our current small business structure, everyone is out to get you. Under 
World Micro Business Domination, everyone works together… and when I say 
everyone I mean every one.

Lesson	9:	Don’t	try	to	get	into	anyone	else’s	head. No need to 
psychoanalyse and second guess anymore. When you use Majestic, everything is 
open cards. You can see exactly whether people are performing or not. Bullshit is 
no longer a prerequisite to success – if someone doesn’t deliver, you simply move 
on to the next without any substantial loss.

Lesson	10:	Ask	stupid	questions.	Please do. The more stupid questions you 
ask, the greater the answers will be. 

Lesson	11:	Don’t	mess	with	a	person’s	salary.
You may have staff, but your staff are going to become more like students. They 
will be learning from you, and someday they may have their own business. If they 
do, that business will probably work in synergy with yours. Either way, make sure 
they are looked after now and don’t hold back their growth (or their salary).

Lesson	12:	Success	is	now! You cannot begin to get the full benefit of the 
Majestic Way without knowing and realising this. If you are not 100% happy with 
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yourself right now, then you are not going to be any happier with all the gold in 
Russia (and that’s a LOT of gold).

The reason that some of the lessons from my first book no longer apply is because 
this book is not written in the context of the business world today. This book is 
written in the context of the Majestic Way. From the moment you start using these 
techniques, you will see results. Majestic operates like two hemispheres of the 
brain. One is logical, the other is creative.

Technology Technique

Fig. 1.1 The	Majestic	brain

Majestic is a technology system combined with a technique. The technique (dealt 
with mostly in the first part of the book) is by far the most important in terms 
of laying the foundation for your business profitability. As the book progresses, I 
will show you how to use Majestic’s technology to implement these techniques in 
your business. This will take you a matter of hours. But you will need to practise. 
Technique without practice is like being able to do all the Shaolin kung fu forms in 
your mind, but not with your body. 

Let’s start now by learning the most important form in all of business, one that lies 
at the heart of the Majestic technique and technology: The Golden Equation.

The Golden Equation

1. Where do I start?

Are you ready to go back to the beginning? No, I mean really the beginning? 
If the absolute basics of your business are A B C D, then we are going so far 
back that we are going to understand how the first form of the letter “A” was 

     > > >   A History of the Beginning > >  The Golden Equation
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created. We’re going back to the beginning the beginning… which is represented 
by the Fibonacci sequence (and for those mathematically gifted readers, you’ll 
know how beautiful this is).

Like everything, you start with nothing – at 0. I’m starting at 0 because I want 
the advice in this book to take the purest, simplest form possible, completely 
unblemished by motivational billionaire speak. The wonderful thing about 
starting at the beginning is that it is guaranteed to lead us fairly and squarely to 
somewhere… and one of those somewhere’s is a successful micro business. I want 
to take you back to where I had to go in order to come up with Majestic.

Your business (or your favourite pot plant for that matter) didn’t exist 100 years 
ago, but now it does. So if we are at zero (nowhere), then the first (and only) 
place we can go is somewhere	and the very beginning of somewhere is one. 
(Don’t be a clever dick now and say, “what about 0.1 or 0.00001”. A fraction of 
something is still something, which still equates to 1 single unit of something. 
Nice try though.) So to begin, we have:

0…1

There you have it. So easy to understand. Not like a cash flow forecast, or a 
market research paper. And way less scary than a bank statement or a tax return. 
This is micro business – simple and real.

Now where do we go? Well, you go with the tiny bit of information that you 
DO know. You know where you were (nowhere) and you know where you are	
(somewhere). That’s easy enough. So the only way you can take a step forward 
(ie. grow) is by combining the only two pieces of knowledge that you have – 0 
and 1. So 0 combined with 1 is??? 1!

This is the mathematical foundation of the universe. This is the one single piece 
of philosophy equates to life as we know it.

Wonderful piece of wisdom 1:
In	order	to	take	your	next	step	forward,	you	need	to	know	where	

you	are	now	and	combine	it	with	where	you	were	before.

 

Isn’t that beautiful? We now know exactly where to start and exactly how our 
journey of growth begins.

�. Where will that lead us?

By following this philosophy, we can continue our path. So far, we have: 
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0…1…1 Now, here is the second fascinating piece of knowledge. (Crumbs, we’ve 
barely even a molecular atomic particle in the existence of the universe and 
already we have uncovered a SECOND amazing piece of wisdom!)

Wonderful piece of wisdom 2:
Everything	has	a	starting	point.

You may be getting upset with me now because this is so bleedingly obvious, but 
how many starting points do we let go in life? How many things have you started, 
but not finished? In the next chapter I’ll reveal to you how very, very significant 
the relevance of this statement is when I show you just how often you throw away 
starting points that would have made your business a success. And later I’ll show 
you how Majestic will stop the waste.

Let’s continue. Right now, our sequence still looks like this: 0…1…1

Where you are now (1) and where you were before (1) are, in theory, exactly the 
same place. We’ve taken a step forward, but for some reason we haven’t travelled 
anywhere at all. Why is this? So it can appreciate itself. Let’s go on, still using our 
universal growth formula: “to take your next step forward, combine where you are 
now with where you are before”. Our minuscule particle then takes its next step: 
0…1…1…2

And there we have it: it’s grown. Or you could say it has reproduced. Remember 
this as you “grow” your business. Growing your business is about growing 
people by teaching them your knowledge, which is essentially the same as you 
reproducing yourself.

And so the universal process of growth continues. Notice how the numbers 
increase very rapidly as the sequence continues: 0…1…1…2…3…5…8…13…21…34…5
5…89…144…233…377…610…987

The part is lovely because it gives us our next insight.

Wonderful piece of wisdom 3:
Natural	growth	is	exponential.

The Majestic system harnesses this natural process and will help you run your 
business according to growth principles that work. 
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�. How do you know that?

We know that the Fibonacci sequence and the principles underlying it work 
because the sequence is repeated all over nature, sometimes so blatantly that 
it is quite shocking when you see it for the first time. Once you’re looking, the 
sequence is everywhere.

The human body itself is full of relative ratios that follow the sequence, for 
example in the human hand. Another is when each number in the sequence is 
contained within a square, a spiral is created. One of the most amazing examples 
of this “golden spiral” in nature is in the nautilus shell.

              

      

 
 

 Fig. 1.2 The	human	hand		 Fig. 1.3 The	nautilus	shell
                                                 

I will get into the business relevance of all this shortly, but first I need to show 
you how these numbers can create infinite possibilities. If you divide each number 
by the one previous to it, you get a different value each time. As the sequence 
grows, it approaches a “never-ending” number that is known as the Golden	Ratio, 
the Golden	Mean, or to the Greeks, Phi. This number is 1.618.

Wonderful piece of wisdom 4:
1.618 is the time in the growth phase when “something happens” 

(otherwise 1.618 would never technically exist).

Just like the Fibonacci Sequence, this phi ratio is found in many places in nature, 
some more obvious than others. The human body has 1.618 written all over it:
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 Fig. 1.4 The	Golden	Ratio	in	the	human	body 

The human heartbeat is my personal favourite. The heartbeat has two strong beats 
with a soft beat in the middle, only it isn’t actually quite the middle, it’s 0.618 
closer to the second beat. Even human DNA has evidence of the ratio.

                

                 
 

 
 
 Fig. 1.5 The	human	heartbeat	 Fig. 1.6 Human	DNA

Out of all this, there is one clear point that shines through. Beyond all the maths 
and the formulas and all this stuff, there is a very important lesson to be learned:

Wonderful piece of wisdom 5:
Everything	is	connected.

So, if we’re all connected, then why aren’t all small businesses working together? 
Is this why large corporations dominate our economy? Is this why so many small 
businesses fail? Many business owners blame their failure on a lack of money or 
education, but I blame ourselves. As small businesses, we should be an incubator 
for each other and embrace newcomers. Instead we leave them to fend for 
themselves, maybe expecting the government to look after them. Often we hope 
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they fail (or even help them fail) to ensure a bigger piece of the pie for ourselves. 
I mean are we rats or people?

Let’s apply what we’ve learned about the mathematics of growth to micro 
business success: 

• You	need	to	know	where	you	are	now. Where is your business right 
now? What is your biggest asset? What is going to be foundation of 
your future? You. You are number 1. But what about your customers 
and clients? They are also human beings and I bet they believe they are 
number 1 as well. So if you take all your prospects, clients and customers 
and pile them all up, what you are sitting on right now is a whole bunch 
of number ones. A large community of living, growing, learning people. 
Take all these clients and customers and formally connect them to you 
and guess what – you have a community! Now that you know what 
you have, you can take your next step of growth and leverage that 
community to increase sales.

• Everything	has	a	starting	point. In order to grow, things need to 
start from the smallest possible seed. My business started as nothing. 
Your business started as nothing. Your pet started as nothing. Even 
your ex started as nothing (and pity they didn’t stay that way)! And 
your customers and clients? Where did they start from? I could just be 
throwing rat poison at Microsoft employees here, but my guess is that 
they started from nothing too. 

How many starting points with people do you have every day? How many 
people call your office, how many do you call? How many do you meet 
socially? Dozens a day? I bet you can’t tell me exactly how many there 
are, but to know where you are now, you are going to learn to have to 
because these people are the essence of your business. You should be 
formally capturing as many starting points (contact details) of as many 
people as you possibly can, all the time.

• Natural	growth	is	exponential. Ever felt like you are working hard, 
taking all the right steps, and still feel that you are not getting anywhere? 
Well, it’s completely ok. In fact, it’s so ok that it’s written in the make-
up of life. Don’t expect to see results immediately. It takes time to move 
up along the growth spiral and see results to kick-in. The beginning of 
the sequence is slow, and then growth accelerates. And it’s not just 
your sequence that you need to move along, it’s your customers and 
prospects sequences as well as they relate to you. You need to grow 
yourself and the people around you. When you do that, you will have 
deeper relationships with more people which obviously wonderful for your 
business. 
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• Something	happens.	As you keep growing and nurturing people, 
“something” happens. Actually a whole lot of “somethings” happen with 
a whole lot of different people. The better a person gets to know you, the 
more they tell	you. Communication involves them telling	you something 
and you telling	them something. It’s an exchange of information. The 
further you work your way up the relationship building sequence and the 
more people you help grow, the more information you will get. Ultimately, 
it’s about trust. In business, the Fibonacci sequence is really nothing more 
than a sequence of building trust. People do business with people they 
trust. They are also far more likely to recommend them to others.

• We	are	all	connected.	Communication connects	people to each other. 
The question is how	well? How connected are you to your people? How 
often do you communicate with them? How connected are you to other 
micro businesses? Let me ask it this way, how	much	more	connected	to	
everyone	around	you	do	you	think	you	should	be? How much more effort 
do you need to put into people around you to build relationships? Are you 
building relationships with enough people? I will be bold and answer this 
for you: you’re	not	doing	anywhere	near	enough!

I can now reveal to you the Golden Business Equation, which is the simple 
expression of the above. I truly hope it will make sense to you and bring you great 
prosperity in the future.

The	Golden	Business	Equation	is…

Relationship Data Sale

Fig. 1.7 The	Golden	Business	Equation

Relationship    Data    Sale
Applying this principle is the secret to world micro business domination. It 
has greatly reduced the amount of time taken between start-up and success for 
countless businesses and it will do the same for yours. I want you to go against all 
the statistics, against all the odds and actually make it. To do this, we need to take 
the simple facets of nature and apply them to ourselves and our business. Here we 
go…

1. Where do I start?

We start with sales. The assumption that we make to apply the Golden Business 
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Equation to your business is that sales is the most important element right now. 
In other words, you need money in the bank and you need it now. Think about 
your business as it stands today. It’s probably a bit like the leaning tower of Pisa, 
only smaller. The slightest touch could set it off. BUT, now that we’ve learned the 
value of the pile of relationships we’re sitting on from Fibonacci, it’s also a heck of 
a lot stronger than it looks.

Think about what would happen to your business if your sales were to double 
overnight. Would that be the most significant factor in the growth of your 
business? Of course it would. In my experience, most micro businesses could 
double or even triple their sales without significantly increasing their costs. Most 
micro businesses run so far under capacity that they are not even making ends 
meet. Quite simply, small businesses need more business, so in context of your 
business:

Sales	=	Growth

The only thing more important to your business than sales is you, but not by 
much. Because sales and growth are so closely connected, I am going to just call 
it sales for now. Sales are the essence and lifeblood of a micro business.

The sale itself is made up of three components: 

Sale

Canvassing

ClosingRe-Selling

Fig. 1.8 The	three	components	of	the	sale
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Canvassing
Canvassing of business is the skill (or the art) of going out and finding ways 
and means to get people interested in your product or service. In conventional 
business, there are only two ways of doing this. They are:

1. Cold calling
2. Advertising

That doesn’t leave too many options. Cold calling is great fun. You pick names 
from the phone book, get sworn at, hung up on and completely shunned by the 
“gatekeepers” who guard access to their decision making superiors like Frodo 
guards his ring. However, we’re business owners and because we have titles like 
“Managing Director” and “CEO” on our business cards, we’ll never stoop to the 
level of cold calling. And I agree, why should we? It’s intrusive, immoral and 
downright degrading to both you and the poor bugger on the receiving end.

So, to get sales, that only leaves advertising… and this is where the smiles of the 
advertising salesmen glisten in anticipation. They size you up with droplets of wet 
saliva dribbling down their chins and soil their cardboard ties for mum to wash 
later. 

Conventional advertising is like fishing. You need to spend an eternity looking 
for that one special spot that nobody has found yet that just happens to have all 
the hungry fish waiting to pounce at whatever you throw at them. Alas, the best 
fishing spots have long since been taken. Not only will you waste an absolute 
fortune trying to find an undiscovered spot, but you’ll very quickly realise that it 
doesn’t exist. Very, very, very few of the hundreds of micro businesses that I’ve 
worked with have advertised successfully. It’s terrifying stuff. That leaves no more 
options for a micro business to bring in sales, at least, in the traditional model.

Closing
Once you’ve managed to canvass the few people interested in what you 
have to say / sell them (which is almost impossible for reasons outlined above), 
then you have to close them and get them to sign on the dotted line. Because you 
have nobody in particular to sell to, you end up trying selling to anyone you can 
find – even if they have no need or use for you. As you sit in front of these bored 
dimwits, you desperately try to close a deal. Alas, the outcome is all to predictable. 
Because you’re sitting in front of the wrong people you don’t close deals and end 
up, shall we say, demoralised. 

This is the time when some people pack it in and go back to the corporate world. 
Those who don’t fade out become extremely good at selling to people who don’t 
want their product. In other words, they become wankers. Wankers are advanced 
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salesmen who use bullshit techniques to close a deal or just keep hounding a 
prospect until they give in and just buy. Fortunately, very few truly talented 
people are willing or able to stoop to this level. This explains why there are so 
many great products and services out there that nobody really knows about.

At the end of the day, closing is about you. If you have a steady supply of 
qualified leads or a steady stream of people coming through your doors, then 
closing becomes much easier. However, I have also worked with business owners 
who can’t close their way out of a jam jar. They have the leads, but can’t secure 
the business! I’ve also worked with business owners who are incredible salesmen, 
but can’t get the leads! Combining good canvassing with good closing is essential 
to small business success.

Re-selling
Then it gets worse. In the traditional business model, once you’ve closed a 
whole bunch of impossible deals spawned by a whole bunch of non-existent leads, 
you then have to take these invisible clients of yours and re-sell them again and 
again and again. For the record, re-selling includes up-selling (getting them to 
pay more for a more advanced version of what they already have), cross-selling 
(getting them to buy a something else that may or may not have any relation 
to what they’ve already bought) and of course re-selling the same product to 
the same person again and again and again, just because you can (kind of what 
Microsoft does every day).

To summarise, if our starting point for real business growth is sales	and the 
starting point of sales is canvassing then that leads us to a very important notion: 
to increase sales, we need to find more people who are interested in our product 
or	service. 

The starting point to finding people who are interested in our product or service is 
therefore… finding people! All we need to do is find people! Rocket science indeed.

�. Where will that lead us?

It leads us to data. Data and the effective use of data is at the heart of Majestic. 
And I’ll show you how you get more data as we progress through this book.

We see people every day; they phone our office, we phone their office, we meet 
them at networking evenings and even in bars. Heck, we meet people all the 
time. But… how will we know which of these people could be interested in what 
we have to offer and which are not? We need to put some kind of structure in 
place that can determine this BEFORE we go out and actually spend time with 
them. Too often, business owners chat, exchange business cards and then do 
absolutely nothing.
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We should really put some kind of structure in place that will allow us to filter 
the people that we meet. Hmmm… let’s see now… what is the one thing that is 
exchanged between two people while they are communicating with each other… 
Hey, I know – INFORMATION! Why don’t we ask people relevant questions that will 
give us the information we need to help us decide whether they have a need for 
what we are offering? This structure that we need to build is composed of three 
components:

Data

Information Stream

AccessibilityGateways

Fig. 1.9 The	three	components	of	data

Information stream
Data needs to be kept constantly fresh and updated. Any kind of data you 
have is worthless if it’s old. But, neither you, me or the average business owner 
has the time to keep all our data updated, which leaves us with a bit of a dilemma. 
If WE won’t update the data in our databases, then who will? Um… let’s see… er… 
I have a far fetched idea here – how about we convince the customers to update 
their details themselves? Mwaaaahaaaa <the reader bursts out laughing> The 
customer??? Updating their own information??? That’s completely absurd! Or is it? 

Of course, before you can convince people to keep their information fresh and 
up to date, you need people. That’s the easy part – every single person that you 
deal with on a daily basis gets uploaded into your database. Whether they are a 
supplier, a prospect, or someone you met while knelt in prayer (business owners 
do a lot of praying) if they could have even the slightest hint of interest in anything 
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you do, capture them! Remember: People are the biggest asset your business 
has. Don’t ever ignore them!

Accessibility
Once you’ve captured all this data into your system, you and anyone else 
in your company needs to be able to access it 24-hours a day. If all your data is 
sitting on a PC in an office that six other people have to share and you’re never 
there anyway, then that’s not good enough. You need to be able to pull a client’s 
contact information from wherever you are, whenever you want. With cell phones 
and laptops becoming cheaper and with permanent web connectivity becoming 
the norm, this is possible (unless of course you’re using a database tool that can’t 
do this, in which case, change your database tool). 

Gateways
If you have all this customer and prospect information at your fingertips, it 
is still absolutely useless if you can’t communicate directly from it. In today’s age, 
the five main digital communication tools you need are (in order of priority):

• Email
• Web
• SMS / Text message
• Fax
• Phone (Why	is	this	last?	Because	it	cannot	be	automated.)

Ten years ago, the telephone was the most important. Five years ago, email 
became the most important. Today, it’s the combination of them that has become 
the telling factor in small business success and it is in this combination that the 
secret of World Micro Business Domination lies. As you follow the Majestic Way, 
you are going to see results that will simply astonish you. And the bedrock on 
which it all rests is data, and effective communication with your database.

Now things are really getting interesting with our equation. From Sales = Growth 
we expand to get:

Data	=	Sales	(Growth)

Without data, there can be no sale. Not ever. Business is about people, nothing 
more and nothing less. Moving your business forward requires exchanging 
information between people. If you can formalise this exchange to some degree 
using technology, not only does your business become far more efficient to 
manage, but it means you can process MUCH MORE DATA (and get more sales). 
Here’s a corollary for the equation above:
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More	Data	=	More	Sales	(More	Growth)

For simplicity, let’s keep it in the singular (in other words, let’s look at only one 
customer / prospect / person at a time). If information leads to growth, we then 
get: 

Data	 		Sale

We’re getting close to something here, I can feel it way down in places we don’t 
talk about at Amway conventions, but the equation is still not complete. “The more 
information I have, the more sales this will lead to” implies that all I do is just load 
a whole lot of “people” into a system and suddenly sales will mysteriously appear. 
Naturally, this is nonsense and this is yet another key reason why traditional CRM 
(Customer Relationship Management) has failed. Traditional CRM focuses far too 
much on data and not enough on where	this data is and what	is actually done with 
it. And of course, you need to get the data into your CRM tool in the first place. 
This is usually left up to sales reps to input, who have no desire or inclination to 
do it. Ridiculous. Hopeless. Traditional CRM hasn’t worked, so we need to take yet 
another logical step forward and go a little further back.

So what is the next logical step? Where does this data actually come from? Here’s 
a valuable insight for you: the	best	customer	data	is	data	that	is	captured	by	
the	customer. To get customers to do this, they must be willing and able to give 
you data. We’ve already provided the ableness (that’s the information stream, 
accessibility and gateways I discussed earlier) so now we need to focus on the 
willingness. Willingness is made up of two components:

• Convenience vs. Benefit. It must be so easy for a person to provide you 
with the information you want, that it takes them almost no time to do it.

• Trust. If people don’t trust you, you’ll never get any information out them. 
We’ll go into this in more detail later, but for now, there are two ways of 
obtaining this trust:

o leveraging it from someone else (via referrals and endorsements) 
o earning it yourself (by positioning yourself as an expert or someone 

that knows a lot about a particular subject)

All	sales	come	from	data	and	all	data	must	come	from	a	relationship. For the 
purposes of World Micro Business Domination, a relationship is simply knowing a 
person well enough for them to provide you with the information you need. That’s 
it. It is that simple. A business relationship cannot be measured, but the output of 
the relationship certainly can be. The output of a relationship is data. This is where 
our golden equation comes together.
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Relationship Data Sale

Fig. 1.10 The	Golden	Business	Equation	(ii)

Once you have a relationship with someone and they have given you data about 
them and their business, then you can focus on the sale. Don’t even THINK 
of building a business around selling something to anyone without creating 
a relationship first. This is not to say that you will never sell to someone you 
don’t have a relationship with, but it’s a lousy principle to work from. You will 
significantly increase your sales if you work on creating a relationship first. Shift 
your campaign objective away from selling and towards data gathering!

Remember: The more sales you get, the faster you will have a self-sustaining 
business. More relationships will give you more data which will give you more 
sales. Keep filling your business with relationships, ensure that the data you get 
is filtered and managed and hey presto – your sales increase. Welcome home.

�. How do you know that?

A promise is a promise and so here is the evidence. The best way for me to 
prove this is by comparing a business without a RDS structure (almost all micro 
businesses right now) with businesses that employ RDS (companies that are 
currently using Majestic).

LIFE WITHOUT	R D S

i) Industry response rates for traditional direct marketing is less than 
1%. Why? Because the focus is around generating sales and not 
collecting data.

ii) Businesses spend a fortune to “get their name out there” which clearly 
doesn’t work (if it did, micro business failures wouldn’t run at about 
90%) 

iii) Large organisations know the relationship with (potential) customers 
is vital, so they try to fake the relationship building process through 
brand strategy campaigns that give their products personalities to 
make people relate	to them. It’s a sick world when our children relate 
to animated characters like Bart Simpson, Ronald McDonald and South 
Park more than they relate to the real people around them. 

iv) Right now, micro businesses are spending far too much time with 
people who are not willing or able to spend money with them. 
If a person is not willing to give you relevant information about 
themselves, they sure as hell are not going to spend money and buy 
your product!
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LIFE WITH	R D S

i) You build a database of good quality, relevant people that you can turn 
to whenever you wish.

ii) Because you collect information from people before you spend time 
with them, you spend your sales time far more efficiently. The more 
efficiently you sell, the more sales you make.  

iii) The information you send to people does not include product 
information, price, or irrelevant benefits, so you never have to “spam” 
people with product or service information. They	will answer the 
questions you pose them and you	will provide them with a solution 
based on those answers.

iv) By applying the R D S principle you maximise the chance of a sale with 
every person you meet. This means you can minimise advertising and 
cold calling (which as you’ll see later, you won’t need anyway).

v) You can and constantly do measure your relationships and you are 
therefore able to adapt when necessary to maximise your growth.

It doesn’t take a rocket scientist to realise that business life with R D S is far 
more efficient and more rewarding than life without.

In closing, it is critical to understand that using Majestic, your R D component 
will be completely	automated. Relationship building and data management are 
at the heart of Majestic. In other words, you just add people to the system and 
the process of building personal relationships and getting data happens in the 
background. Your focus therefore becomes squarely on selling to qualified leads. 
The following chapters will show you how to set up your business so that a steady 
stream of qualified leads continually arrives at your door as and when you need 
them.
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Overview
When I first started Majestic, I was forced to sell a product that wasn’t ready. 
Because the product wasn’t ready, I couldn’t demo it or show it. We didn’t really 
have much choice – we needed to earn money quickly or go bust. Ironically, this 
kind of selling without a product taught me a lesson I’ll never forget – people were 
actually not buying into Majestic, they were buying into me. The relationship and 
my passion for what I did was far more important than the actual product. Now I 
can assure you, the business market in South Africa is not a trusting one by any 
means. Still, people went with their instincts and bought on faith. It was amazing.

We business owners are always on the lookout for new business. We get desperate 
to increase sales, so it becomes our primary focus and eventually it erodes what 
we love to do. However, we are still too scared or too unwilling to go out and dig 
hard for these sales. So we advertise. Some of the braver (or desperate) souls will 
get into cold calling, but that’s just plain horrible. It’s no way to build relationships 
and make sales.

People buy into people. When you have a relationship with a person, you are more 
likely to buy whatever it is they are selling. You no longer look for a way to shoot 
them down, rather you look for a way to make things work for both of you. That 
makes all the difference. Every sale begins with the spark (or impression) of a 
relationship and the goal of all micro business owners should be to nurture every 
single one of them. 

But how do you measure a relationship? We live in a world where consulting firms 
charge hundreds of $US an hour to create sophisticated matrixes to determine 
the strength of the relationship that a business has with its customers. Luckily 
for us micro business owners, nature has provided us with a far simpler test of 
relationship strength. It is this: The	amount	of	information	that	a	person	is	willing	
to	share	with	you	is	directly	proportional	to	the	strength	of	the	relationship	they	
have	with	you.

It may not be 100% accurate, but this book provide you with reams upon reams of 
evidence to prove that in the context of a micro business, it’s close enough.

We	should	be	building	the	foundation	of	our	business	around	relationships	and	NOT	
around	the	product	or	service	that	we	are	offering!	
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If we understand how to grow relationships, we can build a system to automate 
it and this is exactly what us busy CEO’s need to do – automate our relationship 
and data gathering process. Then we can spend our time closing more deals and 
delivering on our promises instead of wasting time with PTW’s (Professional Time 
Wasters).

The good news is that the techniques I will teach you in this book can make all 
this vital relationship building stuff happen automatically. It’s the power of the 
Majestic concept. You could be sending out personal communication right now 
while you’re reading this book – communication that is cleverly designed to 
generate sales.

Let’s explore the relationship building process now. Later, in the advanced grades, 
I’ll show you how to actually implement it in your business.

Relationship

Personal Touch

Regular ContactCredibility / Trust

Fig. 2.1 The	three	components	of	strong	relationships
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The Personal Touch

1. Where do I start?

Begin by making an impression on everyone you meet in person, and 
capturing that impression into a database. Think of this initial meeting as the 
first spark of creation from 0  1 in the Fibonacci sequence. It could be someone 
walking into your video store, it could be a cold call to a potential prospect or you 
could be responding to an e-mail enquiry from an IT supplier. It’s whenever a real 
person makes contact with another real person in your business.

This first contact is the impression. Your goal is to make sure that the person 
remembers you from the word go. Perhaps it is your appearance, your personality, 
or something else that sets you apart from the crowd. Usually, however, just being 
yourself and letting your humanness shine through will be enough to set you apart.

World Micro Business Domination is about real people, connecting with each other 
in real ways and your business should be no different. The biggest mistake that 
most businesses make is that they “touch” many people every day and leave it 
at that – just a touch. Then the spark dies and nothing ends up coming from it. 
The personal touch is the beginning of the relationship building process, so start 
by looking for the main places (or “touch points”) where you or others in your 
business have “first contact” with a potential client. These are generally the times 
when:

• You meet someone personally at a social or business gathering
• They telephone you, your office or your store
• They walk into your office or store
• They email your office or store
• You or your sales team cold canvasses to find new business leads

I can’t stress the importance of ensuring that a real human being is the first point 
of contact for any business. That human being does NOT have to be all la di da 
and overly “professional”. Don’t be scared to hire someone who has personality, 
because it’s personality that sets us apart from the rest. It is personality that 
leaves an impression.
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1st	Practical

• Write a professional introduction or welcome script for all the places  
 where new business could be waiting for you. Just do it… and don’t  
 make it all sound too professional, let your personality shine through  
 (but don’t let it sound unprofessional either.)
• Use an approach (or pitch) that is creative and different. Making an 

impression means your business should stick in people’s minds, so 
don’t be scared to break the rules a bit. For example, “hey this is 
Sandy’s Hairdresser, how can I make you look sensational today?” 

• Always ask for the three key pieces of data – first name, email 
address and cell phone number.

• Identify individuals responsible for making an impression in your 
business at every point of first contact. Give a script to your secretary 
to use when she answers the phone, write an email template to 
your sales team to use to respond to enquiries. Whatever the point 
of contact is, be sure that they follow a script and tweak it to match 
their own personality.

• In your script, take into account the common reasons why people 
contact you, for example:

o A product or service enquiry
o A technical query
o A complaint

• With each first contact, immediately capture the details in the system. 
Never use pieces of paper or you’ll just tripled the time it will take 
you to be successful.

• Ensure that you capture where each of these people came from 
and who they are (e.g. are they a supplier, a current customer or 
a prospect? Did they respond to an advertisement or were they 
referred?)

�. Where will that lead us?

Follow the above instructions and you will be certain to maximise every 
first contact you have with a customer or client. Do it effectively, and it will 
immediately make the second step, regular	contact, more productive. Actually, 
I’m not being harsh enough here. If you don’t capture and build an impression 
with almost every person you come in contact with, don’t bother continuing with 
this book. It’ll just waste your time. Remember, the ultimate goal of building a 
relationship is to get information out of as many people as possible, and then 
using that information to give them something that you know they already want. 
Making a good impression will kick start this sales process with astonishing 
results.
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World Micro Business Domination is about making people’s lives happier. A 
great	first impression will do just that. No more hard core sales pitches, no 
more irritating cold calls, no more pushy salesmen and no more spam. A great 
impression is a wonderful start to what will become a long and lasting connection 
with someone, even if you NEVER exchange money with them!

�. How do you know that?

Capturing everyone you meet and making an impression on them is critical to your 
business. Here are the first case studies that show why.

CASE	STUDY	1:	LEOPARD	HILLS

People from all over the world pay a lot of money to be wined and dined in the 
heart of Africa where the best game viewing in the world abounds. Leopard Hills 
is a five star game lodge, and it is magnificent to say the least. Duncan and 
Louise, the general managers, had been fairly diligent when it came to capturing 
information about their guests – more diligent than most. However, it is a hugely 
time consuming process to communicate with all guests after they leave, so the 
incentive to keep capturing them into a database was not as high as it could have 
been.

Using Majestic has really improved the process. Guests get a pre-stay email before 
they arrive to prepare them for their adventure and to ensure that they bring 
needed items. They also get a post-stay thank you. Every month, they receive 
a rangers report updating them on the progress of animals around the park, so 
the experience of the lodge continues long after their stay has ended. They also 
get a personalised (but still automated) message on their birthday. The positive 
feedback has been staggering and none of this would have been possible had they 
not captured their guest contact details into Majestic.

Why does Leopard Hills communicate like this? For three reasons:

• They want their guests to come back again 
• They want their guests to refer other guests
• Leopard Hills is part of a larger group of lodges and hotels who aim to 

cross market each other’s guests (as you’ll see later, Majestic has advanced 
capabilities to do that)

Leopard Hills used Majestic for only six months before reaching a database size of 
almost 2,000 people. Very handy indeed to drive sales during the quiet season.
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CASE	STUDY	2:	BOOGALOOS

I like this case study because it shows you how you can build your database from 
both a retail store AND a website. Boogaloos has eight clothing stores around 
the country. They target teenagers who are into skateboarding, rollerblading and 
adventure sports. They also have a great looking website which they’ve invested 
heavily in.

Gavin, CEO of Boogaloos did two things with Majestic. First, he trained his staff 
to ask each customer for their name, email address and cell phone number when 
they came into the store. Second, their website has a prominent link to get 
people to sign up for the latest event information and hot goodies. This link also 
feeds data into Majestic. Both data gathering techniques kick off an automated 
communication journey run by the Majestic system. It is these journeys that 
make sure that Boogaloos make an impression from the first contact, and later 
sustain that impression to build the relationship. Result? Boogaloos grew their 
database so quickly that they are now rolling out the concept across all their 
stores before the Christmas rush.

Making an impression is not difficult; it just takes a little initial time and 
discipline. This will build the second biggest asset your business will ever have 
– your database. (Your biggest asset is the relationship with your database, which 
is far more important than the base itself.) 

For a micro business that can’t afford a large above the line campaign, making an 
impression always involves a personal touch. Every communication must come 
from a real person, even if it’s automated. And that, as we’ve learned, is the key 
to generating more data, which is the key to more sales.

Regular Contact

1. Where do I start?

Regular contact starts by following through on the first impression that 
started your relationship. We can’t stop at the impression stage, there must be 
some kind of follow through. This is a mistake that nearly every single business 
I’ve worked with has made. We can’t stop at 1 in the Fibonacci sequence, we 
need to carry on growing	the relationship spiral until “something” happens. To get 
to the Golden Mean you must keep in regular	contact	with each and every person 
that contacts your business.

Before I get into the speeches, I must make it clear that regular contact applies 
to all	clients and prospects. If your business is going to be successful, you cannot 
afford to let any	relationship die. I mean it. Every single person that you come 
into contact with is a potential relationship and that relationship could later lead 
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to a sale.

Creating a pre-defined series of communication that is kick-started whenever 
a first impression is made ensures that nobody ever falls through the cracks. 
These messages should be carefully crafted into a communication	journey. These 
journeys are the essence of Majestic. They expose the recipient to interesting 
content… content that does not involve a product, a price, a service, a voucher or 
any sales pitch whatsoever. Communicate with your contact as a person and you 
will grow trust and ultimately win data.

By now, you should know exactly why the data is so important… you	can’t	push	
sales	when	you	haven’t	got	data! A series of regular pieces of contact (i.e. a 
communication journey) will help move everyone you meet up the Fibonacci 
sequence. It will be automated, so you don’t have to spend any time actually 
sending it. And because each piece of communication is personalised, the recipient 
believes that you sent it (or at least spent time setting it up to be sent).

2nd	Practical

• Make a list of the three main “types” of people that you have 
contact with in your business who could potentially yield new or 
existing sales. They will probably be:

  o  Old or dormant clients from your accounting package
  o  Existing, active clients (all two of them - haha)
  o  Customers / prospects that you come in contact with every  

     day
• Now write down the communication that you would just love 

to send to each of them if you had the time. For example, with 
dormant clients you may like to tell them that you’re sorry that 
you lost contact and hope they are doing well. For new customers, 
write down an SMS that you would love to send them after they 
visit your store. Think about any message you like, JUST DON’T 
MENTION A PRODUCT OR A PRICE OR ANYTHING THAT RELATES 
TO SALES.

• Write down a list of key things about your business that you would 
love all your current clients to know. These could be:

  o  New product innovations
  o  Alternative products or services that you may offer
  o  Price changes or critical market fluctuations
  o  Birthday messages
  o  General tips, hints or anything that you feel could help them  

     somehow in the future
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�. Where will that lead us?

The combination of the personal touch with regular communication is critical to 
the success of your business. You want people to think of you first when they 
need something you have. You want them to say “I’m hungry, let’s go to Maxine’s 
Diner for a burger” or “Rats, my drain’s blocked – I’d better call Steve.” They will 
call the person who is top of mind, and who do you think will be? The person who 
has maintained regular communication of course!

A business cannot afford to let any potential leads slip through the cracks. 
This is why setting up a process of communication is so critical. If you have 20 
people to call and you only have time to call five, which five are you going to 
call? Those that are most likely to bring in revenue of course! That’s ok, BUT you 
cannot neglect the other 15! (And yes, sending them a newsletter every month is 
STILL neglecting them - sorry). A communication journey is far richer and more 
powerful way to be top of mind. It will ensure that everyone gets your special 
attention without you having to physically do it. WOOHOO!

�. How do you know that?

Statistics in indicate that over 70% of business to business sales come from the 
8th – 12th contact. In the business to consumer markets, this can be as high as 
35. How many of your prospects are you contacting that often? Unless you pre-
create a communication journey that is personalised, you can’t possibly achieve 
this with enough people. That’s why so many businesses stay small or go under 
and why the ones that do grow, grow not because of getting lots of new clients, 
but because they get one or two BIG clients that own them for the rest of their 
lives. It’s a lose / lose situation. To get out of this trap, micro businesses have 
start thinking differently, away from the traditional and towards the simple and 
logical. 

CASE	STUDY	3:	SINGLESCROWD.COM

While I was working as a digital strategist for a large design agency, we planned 
and rolled out an online speed dating site for a client. I registered with many 
dating sites around the world, for research purposes of course (yes, that’s my 
story and I’m sticking to it.) 

As far as I was concerned, singlescrowd.com was just another website. It made 
very little impression on me and I could immediately see that the dating engine 
was identical to the dozens of others I’d seen before (most dating sites use the 
same engine and merely re-skin it to look different).

Then it started. An email arrived with the photo of a cute English girl and a little 
message from her specifically to me. I didn’t really want to be contacted, which is 
why I had jokingly called myself “African Warrior”. I probably wouldn’t have been 
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able to live up to her expectations if she found out the truth, but I had obviously 
made an impression none the less. The email contained a link to reply to her, so I 
clicked on it. Whoops sorry – if I wanted to contact her I had sign up and part with 
a few dollars a month. Alas, I felt I had to let the English girl go her own way.

Over the next two months I received a regular stream of photographs and quirky 
messages from ladies from all over the world seeking their long lost African 
Warrior. Women from Russia, Sweden, the US and pretty much from everywhere 
else wanted me. What is a man to do? 

The site did a great job of dangling a carrot in my mailbox and eventually, with all 
this dangling going on, I just couldn’t resist anymore. I succumbed and gave them 
my credit card details. Within weeks I had an entire mailbox full of ladies. Very 
few of them ever replied back to me (so much for me dangling my African Warrior 
carrot in front of them) and within a month I cancelled my subscription. 

Singlescrowd.com had used a very clever approach to hook me in. Without a 
shadow of doubt, if not for their regular contact I would have forgotten about the 
site immediately. How much did it cost them to keep in regular contact with me 
till I succumbed? Almost nothing… and they kept in touch with thousands of other 
men and women in exactly the same automated way. 

It is not difficult for micro businesses to do the same and it works. The trick is to 
keep in regular contact by supplying people with good and meaningful content that 
adds value to their lives (especially cute British girls).

CASE	STUDY	4:	FLOWERS.CO.ZA

A good mate of mine, Chris, runs a website that delivers flowers. He does it in the 
traditional way – nice website, good service and delivery, and a newsletter every 
month. Over the past five years, Chris has collected 40,000 people in his database. 
For South Africa, that’s like, WOW!

Eventually, I convinced Chris to lend me a small number of random people in his 
database and let me show him my techniques. He agreed and I received an Excel 
spreadsheet with 86 people. 86 people??? If this had been any other country I 
would have thrown him to the wolves. However, I know how well this concept 
works, so I created the communication journey below. Read it carefully because 
there are hidden tricks in here that we’ll go into more detail during the course of 
this book. Remember, it went to people that already knew about Flowers.co.za, 
i.e. people with whom an impression had already been made. All I had to do was 
optimise the regular contact.
 
Dear #fname,

This is a very brief note to let you know that I have appointed a personal consultant for you 
here at Flowers.co.za. Her name is Jenni. This is all part of a new service drive that makes 
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Flowers.co.za even more special.

Jenni is outstanding and her role is to ensure that those very special somebodies in your 
life are kept happy and joyous at all times. This will make your experience with our site even 
easier than it already is.

Please expect a mail from Jenni tomorrow to introduce herself.

If you feel a personal floral consultant like Jenni would not benefit you, please click here and 
she will not contact you.

Kind regards,
Chris Mason 
MD, Flowers.co.za

Notice how this email had nothing whatsoever to do with sales? It is personal and 
aimed squarely at building a relationship from one real person to another. Notice 
also how Chris leverages his credibility onto Jenni. He’s preparing his base to 
receive an email from her. That’s powerful, relationship-building stuff and a great 
excuse to email people twice in a row! Now here’s the follow up mail from Jenni. 
 
Hi #fname

As per the mail to you yesterday from Chris Mason, my MD, my name is Jenni and I am your 
personal floral consultant here at Flowers.co.za.

I know flowers and I love flowers. There's not much else I can really say, except that I don't 
want to annoy you with emails and things that don't interest you. I want to send you stuff 
about YOU, the great #fname #sname and the people who you want to make feel special.

So that I can work closer with you, please take 30 seconds to complete a very brief online 
form. This will save you plenty of time and effort in the future.

Please click here now.

Although we don't charge for my services, if you don't think you'll ever need me (sob), then 
please click here and I won't bother you again.

Thanks and regards,
Jenni  **** 
Tel:  **** 
Phone: **** 
Fax ****

See how Jenni’s passion comes alive in these emails? It’s the kind of passion only 
a real person can give – a large corporation could never get away with trying to 
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convince customers that all their staff are like this. 

In less than two weeks, up to four emails were sent to the flowers.co.za database 
to follow up non-responders. There are three critical things to understand here:

• Four emails to a database in 10 days in completely unheard of by traditional 
email marketing standards. Yet here we were – doing it none the less. 
This is the power of regular contact! If you can find an excuse to contact 
someone more regularly, take advantage of it. 

• Look how personalised the emails are. Those merge fields (those are the 
codes with # in front of them) ensure that the person’s actual details are 
inserted into the mail to make the content look more real. This is about 
personal	touch. 

• Every single email comes from a real person and NOT a company or a 
company name. A person’s name is far more important than a company 
name, so sorry if you’ve just spent a fortune on your corporate identity.

And the results? Of those 86 email addresses, 16 were incorrect (too old), leaving 
just 70 legitimate addresses. Of those 70, 35 clicked on the link in the email and… 
wait for it… 25 of them completed the entire lead generation form! I’ll let you do 
the maths. 

I won’t bore you with more case studies on regular contact, as nearly all of the 
case studies that follow will use it in some way. The point is, journeys like this will 
be the foundation of your business. Regular contact WILL increase the amount of 
information you get and ultimately your sales.

Credibility

1. Where do I start?

If you have made an impression on someone and then diligently kept in 
personalised contact with them, they will still only give you the information you ask 
for if they trust you. This is why credibility is so important in any relationship and 
why you have to include pieces of trust-building elements in your communication. 

When you reach the stage when the levels of trust have risen enough to convince 
someone to give you the information you want, then you have successfully 
accomplished the relationship section of the  R D S process. Generating enough 
credibility is the point when “something happens” and this “something” is the point 
in the Fibonacci growth sequence when a person gives you the data you want.

Earning credibility assumes that you are worthy of it, but you need to prove it 
to your potential clients. Start by finding good chunks of content that you’ve 
collected. These could be testimonials, letters of recommendation, great sounding 
statistics or interesting articles. In order to generate credibility, YOU NEED 
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CONTENT. You have this content – it’s in your head. You may think you don’t, but 
you do. You know something that other people don’t, so don’t be scared to share 
it.

Remember, there are only two ways of earning credibility. If you combine both, 
you have a winning formula. 

1.	 Through	endorsement. This involves leveraging credibility from someone 
else, for example by testimonial. Referrals are part of this, but that is an 
advanced strategy that we’ll deal with later.

2.	 Through	expertise. Your prospects need to understand that you are not 
just a salesperson – you are a specialist or expert in whatever it is you do. 
You have something to teach, so build credibility by through articles and 
the like. Educate your audience and they will quickly learn to trust you.

Integrity and credibility go hand in hand, or at least, they should. My first book 
illustrated just how few businesses have integrity. If World Micro Business 
Domination is to become a reality, we need to jack up our act. In fact, a pre-
requirement of using Majestic is that you adhere to certain basic moral standards, 
and that you don’t use these techniques for misinformation or greed. A Final 
Word, at the of this book goes into more detail on this. It should go without 
saying, but alas, it doesn’t. It’s important that you always tell the truth in your 
communication.

3rd	Practical

•  Write down a list of things that you are VERY good at in your line of  
 work
•  Write down a list of subjects that you know a lot about in your industry
•  Write down a list of people who will vouch for you regarding the above
•  Get hold of any stats you have about your track record in delivering 
•  Now, choose the best three points from the above list and expand on  
 them. This could take some time, but you only have to do it once, then  
 it’s done and can they be used for a long time to come. It doesn’t have  
 to be long – three paragraphs for an article and two or three lines for a  
 testimonial.
• A tip: try not to make this information time sensitive. In other words,  
 try not to write something that could be out of date in two weeks,   
 unless you’re willing to continually rewrite them.

�. Where will that lead us?

Regular contact means creating and automating a series of strategically placed 
communication journeys. These journeys will combine the three key relationship 
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building principles which, put together, are extremely powerful.

When you combine the personal touch with regular contact and honest 
communication that builds credibility, you will build true relationships. By 
automating this process to a large number of people, you’ll get more and more 
data back from prospects. Once you have this data, you can use it to provide 
solutions that sell. 

And of course, you will not shove crap down people’s throats. You will give people 
information that helps them understand you. For example, if you are a carpet 
cleaner, offer tips on how to extend the life of the carpet with proper cleaning 
(and no, DO NOT be tempted to offer a product that just happens to solve that 
particular problem). 

Depending on your product or service, it may take weeks, months or even years 
before you actually get a response. Creating a journey is a long term investment. 
Yes, you may get some good results in the short-term, but with a journey you 
keep on getting fantastic results over a long period of time. Business just keeps on 
trickling in thanks to the work you put in now.

�. How do you know that?

In some cases, like the airline industry, credibility comes with the territory. 
The mere fact that an airline is allowed to operate means it must be safe. The 
government would never let an airline fly unless strict safety measures are 
adhered to (at least, we hope they wouldn’t). However, for a micro business, 
trust needs to be earned. Let’s look at the easiest and simplest way to generate 
credibility - by positioning yourself as an industry expert or specialist.

CASE	STUDY	5:	IMAGE	X	CREATIONS 

Designers and creative people are the luckiest people in the world because they 
are already sitting on content for their journeys. I try desperately to help them 
realise this; content that can earn credibility is hard to come by, so if you’ve got 
it, flaunt it. Graham is a website designer. He works from home and his wonderful 
wife, Ingrid, is pregnant with their first child (pressure Graham, pressure!) 
Graham does some really great work and also designs corporate identities, email 
stationary, signs and a whole bunch of other stuff. 

What Graham needed to do was capture every person he met into Majestic and 
then kick start his “creative journey” to them. Every couple of weeks he would 
send out an email to show the people in his database some of the work that he’s 
done. Very short, very simple, but very powerful. In the case of creative people, 
the work speaks for itself. Good work = credibility. Graham sent his first email out 
to his database of clients, friends and basically anyone he could get his hands on. 
This is what it looked like…
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Dear #fname

It was a great pleasure to meet you! <This is tweaked slightly depending on how first contact was made>

Welcome to my creative world, the world of Image X Creations. This is the first email in a 
series, showing you some of my latest offerings. This week's focus is on a website for a 
fashion designer GM Couture.

A few months ago I received a phone call from Gerhard Meiring, head designer of GM 
Couture. He had seen my company's details from the signage on my car. Gerhard had been 
paying R500 every month just to host his very basic HTML website. He asked me if he was 
paying too much and what do you think I told him? When he learned that we could host his 
website for only R55 per month he was both exuberant and furious all at the same time.  
 
While Gerhard was most happy to save R445 every month, he was very upset that he had 
been taken for a ride for quite some time. He was not only impressed with our prices though, 
he also appreciated the solid advice I offered and asked us to redesign his website. 

View the GM Couture website here www.gmcouture.co.za

This is what Gerhard Meiring had to say:

“I would like to take this opportunity to thank you for the amazing job you did with designing 
my website (www.gmcouture.co.za)  
 
Just looking at the finished product says it all, and you really kept me happy throughout the 
journey, and made my sometimes ridiculous ideas come to life and take shape to create what 
I must say, I think is the best website EVER.  
 
I take pride in referring you to all my contacts as I know the high level of professionalism and 
dedication that goes into every project you take on.  
 
Congratulations on a job well done and for being able to keep me happy, always willing to 
make the smallest of changes just to make sure it is exactly what I want.  
 
Your hard work and dedication will stand you in good stead and will ensure the continued 
success of your company  
 
Kind regards,  
Gerhard Meiring”

Have a wonderful week and look out for part two where I’ll be showing a corporate identity get 
a face lift.

Kind regards, 
Graham  
Image X Creations
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Within days, Graham had results coming in. He was amazed, and very quickly 
extended his journey to keep people informed about his work over a period of 
time. 

The beauty of a journey is that everybody always starts from the beginning. 
With traditional newsletters and magazines, if you happened to miss last month’s 
edition, then you’ll never get that content, but it doesn’t really matter because the 
next edition doesn’t require it. Journeys, however, are like television serials. You 
need to see the previous one to know what’s going on in the next episode, and so 
you get hooked. In Majestic, journeys are designed to get people started at the 
beginning, no matter when they are first introduced to the series.

As far as spacing your communication is concerned, the general rule is this: Send 
your first two pieces of great content out weekly, send the next two bi-weekly and 
from then on send them monthly. It still depends on your industry and content, but 
it’s a general guideline.

CASE	STUDY	6:	SLAVE	SPECIES

My publisher of How	NOT	to	Start	and	Run	Your	Own	Business released a book 
called “Slave Species of god” (lower case “g” intentional). Now if ever there was 
a title that would make an impression, this was it. During his pre-launch he had 
connected with a lot of people. I encouraged him to take all the emails that had 
been sent to him from around the world and upload them into Majestic. I also 
convinced him to collect emails from the home page of his website, and to write a 
series of weekly articles to his database. In his own words:

“I had a website for my book that drew about 500 visitors a month. But I was not 
really	capitalizing	on	those	visitors.

Scott	introduced	me	to	Majestic	and	loaded	a	simple	online	form.	Majestic	would	
also	automatically	kick-start	a	journey	to	visitors	that	register	to	receive	my	
weekly	articles.	These	articles	were	sent	as	fully	personalised	emails	which	made	
them	far	more	powerful	when	received.

Within 3 months I had a database of around 1200 subscribers. Majestic has also 
allowed	me	to	send	each	subscriber	an	instant	article	and	follow	it	up	with	pre-
programmed	emails	of	my	articles	every	week.	I	can	happily	rest	knowing	that	
anyone interested in my book will start with the first article and proceed week by 
week	with	a	continual	source	of	great	content.

Also,	whenever	I	meet	someone	who	is	interested	in	my	book,	I	just	take	their	
name	and	email	address,	upload	them	into	the	system	and	start	them	on	my	
article	journey!
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Majestic	has	also	allowed	me	to	send	other	journeys	and	communication	to	build	
more	specialized	databases	of	people	interested	in	author	seminars	and	get	more	
information	about	each	person	in	my	database.	The	great	thing	is	that	the	people	
in my database fill out their own information into the system so I don’t lift a 
finger!

We	are	now	developing	an	advanced	online	ordering	system	to	retail	stores	
through	simple	email	driven	journeys	and	on	a	new	system	to	promote	new	
books.

This is just the beginning.” 

Michael built his credibility around his weekly articles which everyone who he 
knows and everyone that registers on his website is now receiving. Each mail that 
went out to his database was interesting to the recipients and personalised from 
Michael. Now that he has an ever-growing database of people who receive and 
enjoy the content he provides, he can leverage this base for any other reason he 
likes – to promote other books, to launch his speaker tours, anything! Do you see 
what I’m getting at here?

CASE	STUDY	7:	FLOWERS.CO.ZA

Back the flower power man, Chris. You have already read the first two mails 
and noticed how Chris leveraged his credibility (as MD) onto Jenni. Now this is 
a simple trick to generate trust, but just because the MD tells you how great his 
staff are doesn’t necessarily mean that flowers.co.za is a great business to deal 
with. So the people who hadn’t completed the form on the first try got a follow up 
from Jenni a few days later: 

Hi again #fname,

Did you receive my email from a few days ago? Chris (my MD) really wants me to ensure that 
all Flowers.co.za [1] customers receive extra special attention.

Flowers.co.za has almost 50,000 customers around South Africa. [2] This makes us one 
of the largest floral distributors in the country. I feel very proud. [3] I guess my passion for 
flowers and making people feel special is the reason why Chris hand picked me (haha) in the 
first place. [4] 

With such a long standing track record, it makes sense that Flowers.co.za starts being a little 
more personal with our customers. So that I can truly understand your needs, please take a 
second to complete some information. This will help me anticipate your needs in the future.

Please click here. It will literally take you 30 seconds. Of course all your information is kept 
highly confidential.

Honestly though, if you are getting tired of these mails, please click here and I will not contact 
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you again. [5]

Thanks and regards,

Jenni

Getting the hang of this now? I have marked a couple of points above because 
they require special attention (obviously, the marks were not in the original 
communication!):

[1] A hyperlink to the flowers.co.za with a tag built in to track how many people 
clicked through to the website. Majestic does this automatically.

[2] Bragging about having almost 50,000 customers around South Africa makes 
the customer feel a little more comfortable when dealing with the company. Again, 
this is about building credibility.

[3] Showing pride about her company being one of the largest in the country 
leverages credibility, but also gets the reader believing not just in flowers.co.za, 
but also in Jenni herself. This is what is so important about the personal touch!

[4] A little humour here. Why not? Humour is real, it’s on topic and it brings out 
Jenni’s personality.

[5] Always give people the chance to opt-out of the list and make it clear that they 
can do so. Majestic doesn’t believe that people should be either in or out, so we 
came up with something called a “not interested”. People who are not interested in 
a particular subject / journey, can opt-out, but still remain on the general mailing 
list.

Finally, for those customers who still refused to complete the form, a final push 
was sent out. This push came from Chris again to really hammer the point home. 
Don’t be scared to ask for one final push to your base to either get with it, or get 
out. I have had cases whereby 50% of the responses came in from this fourth and 
final push!

Dear #fname,

I recently appointed Jenni as your personal consultant, responsible for ensuring you get the 
best possible service from Flowers.co.za. She is fantastic and eager to help you, but as yet 
she has not received your feedback. 

I do not wish to hound you for a service that you do not wish to use. We are simply looking to 
ensure that all Flowers.co.za customers receive the attention and service they deserve. Of 
course this is highly confidential.

Please click here and take 30 seconds to keep your details updated and fill out a few 
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questions. This will greatly help Jenni make everybody in your life feel special.

The online world can be so impersonal, I just want you to know that there are real people 
behind Flowers.co.za.

Kind regards,

Chris Mason 
MD, Flowers.co.za

Oh yes – one more thing. Please make sure Jenni is a real person and is actually 
part of all this. Making up someone who doesn’t exist is lying and that’s not what 
World Micro Business Domination is all about. Nor, when the truth comes out, will 
it do your credibility any good.
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“Basic Data Strategy”
 
Overview
In World Micro Business Domination, without a database you have no 
business. It’s a chilling thought, but databases are the commodities and currencies 
of the future. The value of your commodity will be determined, first and foremost, 
by the quality of your relationship with your database. That will, in turn, be 
measured by the amount of data the people in it share with you.

Many businesses are terrified of having their data stolen. They worry for nothing. 
Anyone can buy databases on the black market for a few micro cents per 
lead. Your data is almost worthless to anyone else but you. Why? Because the 
relationship	that you have with your database is important, not the data itself. If 
I send a spam mail to your best mate recommending that he buy a rubber widget 
with plastic ball bearings, I’d get a distinctly negative response. However, if you 
sent the mail you would get a far more positive response. See what I mean? His 
contact details are worthless to me. It’s the relationship that you have with him 
that’s important.

There is enormous value in building relationships with customers and prospects, 
but we need a way to measure and manage the data collection / communication 
process. In real terms, this means creating communication journeys, storing and 
updating data and all that other boring stuff that we really don’t want to do. The 
good news is that once it is set-up you won’t have to.

Most businesses require just a few variations on their core journey theme to be 
sent to different groups of clients (B2B), customers (B2C), or prospects. These 
journeys need to be a combination of the personal touch, regular contact and 
credibility. Do this, and as the relationship grows stronger, you’ll collect more data. 

Capturing data is simple - all you really need are first names, surnames and 
cell phone numbers of people you meet. You then have to store this data in a 
database. This database must be digital – it cannot be paper based, so if your 
company has pieces of paper lying around the office, then you need to sort this 
out… fast.

Collecting data is one thing, being able to do something with it is another. You 
need to understand the management of data and its three keys:
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Data

Information Stream

AccessibilityCommunication Gateways

Fig. 3.1 The	three	keys	of	data	management

Information Stream

1. Where do I start?

Start with the wonderful database that you are now so diligently collecting 
from people that you come into contact with. You are capturing those people now, 
aren’t you? Huh? Aren’t you? Huh?

Don’t start by exporting old and dormant clients from your accounting package 
and importing them into Majestic: If you do this first, you’ll always have to keep 
repeating the process. You should start by setting up a data capture process in 
your business that ensures that all data from today is captured correctly. Once 
today, tomorrow and the next day are taken care of, only then should you go back 
and load in your dormant clients, suppliers and anyone else you’ll need to keep in 
contact with. Dormant clients are the low hanging fruit, easily plucked, but rather 
start by getting the day to day process right, then go back and get them.

Information must be kept fresh and relevant so make sure your database is fed 
with a constant inflow of information. This is the secret behind maintaining your 
information stream. Remember the Majestic premise: the	best	customer	data	is	
data	that	the	customer	updates. As the data comes in, you are going to leverage 
it to generate new sales and ultimately cross-sell and up-sell. It’s got to be 
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accurate.

Majestic captures data by way of Internet web forms. Web forms are a series 
of questions on an Internet web page that you as a business owner can create, 
modify or delete whenever you like. As communication journeys go out, links 
to web forms are embedded inside emails that say something like “click here to 
complete this form” (see the flowers.co.za journey earlier). Forms are designed 
to reflect your company’s look and feel, and to get the information YOU need to 
qualify them for a sale.

In the previous chapter we discussed automating communication; so why not 
automate the data collection part of it too? That’s exactly what Majestic does. 

4th	Practical

• Write down a list of the five most important questions that you 
would love to have answered by every one of your prospects or 
customers before you speak to them. These questions should be 
over	and	above	the usual contact information like email address, 
cell phone number and geographic location. For example, if you’re 
a printer, a great question would “how often do you print?” and 
“what kind of printing does your company generally do?” “How big 
is your company?” is also useful to know.

• Think also about other places where you would like to extract 
information from people. For example, if you are a printing 
company, think about what you would like from existing	
customers before you actually begin work, for example “what kind 
of volumes do you need?” If you can get this information up front, 
it will save you the time of extracting data from them by phone 
or having to contact them just before the job is due because you 
forgot to ask them what their pantone colours are!

 
 

�. Where will that lead us?

By combining communication journeys with web forms, you create an organically 
growing base of people. And if this process is ongoing, your database will 
constantly update itself! It’s like a living, breathing organism. That makes sense 
because your database is made of a whole bunch of living, breathing organisms 
– they’re called people.

Get this right and you will have a a stream of qualified leads for your business. 
That’s pure gold. Remember way back, when I talked about how micro business 
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owners should never deal with a prospect or customer unless they first had 
received information from them? Well, this is what your database will provide, 
and it means you’ll only deal with people that you know something about.
The data in your Majestic database will have been extracted through a series 
of communication journeys that are tailored to your personality, style, product 
offering, geographic location and all the other wonderful stuff that makes you 
and your business unique. To give you an idea of how valuable this is, take a 
guess at its monetary value and add a zero to it. That should get you close to 
understanding the true significance of what we’re building here.

There’s one other nice little advantage about having a database that (pretty 
much) runs itself. Normally when you pick up the phone to call a prospect, you 
have to go through a whole pitch introducing who you are, and then you need 
to explain your product and its benefits in detail. However, if you have been in 
regular communication with prospects by automated communication, the person 
you are speaking to will immediately recognize you when you call them! This 
significantly increases your efficiency because you don’t have to go over all the 
boring introductory information. They already know it. 

�. How do you know that?

I’ve been looking forward to this part! Here’s how several clients of ours have 
tapped into the power of automatic updating of their databases while they sleep. 
The first example simply takes web-based enquiries and maximizes the data 
collected from each person…

CASE	STUDY	8	–	WILDCAT	EXHAUSTS

Wildcat is a well-known brand of performance exhausts in the South of Jo’burg 
(go the boys in Charlise territory!!) Their website attracts a fair amount of 
attention and they needed to maximize that traffic. So, they created a very 
simple web form in Majestic. This form was then inserted into the home page of 
their website.

When a person submits an enquiry on the site, Majestic sends out a personal 
email from Frik, the owner, thanking the person for the enquiry and passing 
the lead on to a qualified consultant.  Of course, the consultant is given a very 
good rap by Frik to leverage the required credibility. Both Frik and the consultant 
then ask very nicely if the person who made the enquiry would complete a more 
detailed form about their car and the work already done on it. If the customer 
doesn’t complete the form, a reminder is sent a couple of days later. The purpose 
of this journey is two-fold:

1. It gathers the information the sales consultant needs about the car 
before he spends time on a client. Consequently, consultants only work 
with qualified leads.
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2. It gets rid of PTW’s (professional time wasters) who aren’t really that 
interested in the first place. Wildcat exhausts are for people looking for 
performance, so if the customer isn’t prepared to talk about their car 
and what they want, it is unlikely that a Wildcat exhaust is for them.

Wildcat collected a database of over 300 prospects in six months. This may not 
seem like much, but if you consider that these prospects came from the website 
alone and 136 of them came back as fully qualified leads, the increase in sales 
without lifting a finger was a nice additional income for Wildcat. And this is just 
one tiny component of where Majestic can be strategically used in your business…

Lesson: If you are not collecting enquiries from your website, then pack it in right 
now. In nearly all micro businesses I’ve ever worked with, the only point of having 
a website is to generate leads. Surely it makes sense to maximize the quality of 
the leads you’re getting from it? Keep in mind three things about your site:

1. Always make sure that enquiry the form is on the home page, as high 
up as possible. Alternatively, make it a pop-up like Boogaloos did 
earlier. Having a separate “contact us” page just means an extra click. 
Now, there is a vicious rumour going around that people enjoy surfing 
the web. That’s rubbish – people enjoy being entertained and learning 
from the web, not searching for the best toilet brush manufacturer in 
Idaho. Use an enquiry form to take the workload off their hands, and 
then get back to them with specific information they need. This will also 
save you the hassle of having keeping your website updated and save a 
bit of cash on development too.

2. Corollary: Don’t make your website too deep and content rich. A 
website will hardly ever sell your product or service – only YOU can do 
that. Offer just enough information about the benefits to make visitors 
want to fill out the inquiry form. Make sure the benefits of completing 
this form are very clear – they must understand that you’ll be able 
to offer a solution that meets their specific needs. Remember, people 
who don’t trust you enough to give you data certainly won’t trust you 
enough to spend money with you. If they don’t fill out web form, don’t 
bother with them.

3. Don’t ask for too much information. All you need is first name, email 
address and possibly a location. In some cases, it is wise to give them a 
empty text box to provide their basic requirements as well. You’re going 
to be asking them more specific information later, once you’ve proven to 
them that you respond to enquires efficiently. Amazingly, very few small 
business websites respond to enquiries promptly and people are getting 
wise to this. If you ask for too much information before the relationship 
is strong enough, you’ll lose the opportunity. Wildcat knows this, and so 
should you.
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CASE	STUDY	9	–	GETGOING.CO.ZA

GetGoing.co.za is a travel website and it offers the most magnificent example 
of the power of the automated information stream. I almost feel that if this 
information was to land in the wrong hands, it could start World War III. 

It all started when a client of mine, Andrew from a company called Hospitality 
Classics, showed me a database he had been building for the last few years. He 
had a list of 5,079 establishments ranging from guesthouses and B&B’s to hotels 
and game lodges from all around South Africa. However, only 3,803 of them had 
working email addresses. Andrew employed two people to constantly phone to 
keep his database current. We decided to use this database to create a travel 
website that did the opposite of what the others did – it worked on a reverse 
auction basis.

Before we could go live with the website, we needed to have a relationship with 
the establishments in the database. Andrew didn’t have that relationship in 
place, so we set out to create one. Because spam is a no-no (and doesn’t work 
anyway) we had to be really clever on how we did this. We began by setting up 
a website(www.getgoing.co.za) that had almost nothing on it except a form. In 
other words, a person would complete a form on the website with particulars of 
where they wanted to stay, their budget, etc. and Tiffany (a real person from 
GetGoing.co.za) would then send that enquiry to all the establishments that met 
the traveller’s criteria. One lead would be sent to an average of 10 establishments 
with a note saying “Hi, you don’t know me, but I’m Tiffany from a website called 
GetGoing.co.za and here is a travel enquiry for you…”

When an establishment received a second lead, the email was worded differently 
because a relationship with Tiffany and GetGoing was already in place. Of course, 
these emails not only supplied the enquiry information, they also asked the 
manager of the establishments to supply GetGoing with more detailed information 
for the database. 

It worked so well, that out of the 3,803 initial establishments we had in our 
database, a whopping 1,676 of them completed an online form three pages 
long! They even provided photos and a whole host of other relevant stuff. To 
get a 26% form completion rate from a database that we didn’t even know is 
truly exceptional. Not only that, but now Tiffany (and GetGoing) has a good 
relationship with thousands of establishments around the country. 

This shows you how effective your database can be, if you set it up to grow and 
manage itself.
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Accessibility of Data

1. Where do I start?

Now that we’ve created our database and set it up so that customer 
information is constantly going in and out of it, we need to be able to access it – 
anywhere, anytime (including after hours). Unless your database can be accessed 
by anyone in your organisation who needs to, it is not good enough. Micro business 
owners are often on the road or too busy fighting fires and delivering on their 
promises to have restricted access. Because Majestic is hosted as “on demand” 
software on a central server, it means that no matter where you are in the world 
you can access your database and your communication tools with nothing more 
than a username and password. No fancy software is required. Just login and play!

The Internet is probably the greatest invention of our lifetime (and in case you’re 
wondering, the WORST invention of our time was the Microsoft Office paperclip 
man). Start by making sure that you have Internet access that is available to you 
as often as possible, and that your database system can be accessed via the web. 
This can either be a PC at the office and at home, or if you travel a lot, a laptop 
with wireless Internet connectivity. If you’re really a star, use one of those really 
cool cell phones that has great Internet access and a nice big screen. 

Permanent Internet access is important; you should be accessing your system 
every day to send out communication, view reports and (of course) collect your 
qualified leads that will be flowing into your business like the Niagara falls. 
You’ll also be tracking your sales progress reports and measuring your return on 
investment. Your business is now squarely built around relationships, so having 
permanent access to those relationships is a must. 

�. Where will that lead us?

Ensuring accessibility simply means ease of use for those who need the system. 
Ease of use means more use. If you use Majestic effectively you will reap the 
rewards. It’s very easy for business owners to be naughty and not bother 
uploading data when results are not seen for weeks or sometimes even months, 
so the simpler and more accessible the system is, the more you’ll use it. The more 
you use it, the more communication you’ll send out, and the more communication 
you send out, the more leads you’ll get. The more leads you get, the more sales 
you get. ‘Tis a thing of beauty m’lord.

Accessibility of data is one area that has changed dramatically over the past few 
years. Everything has gone online, yet many business owners still think that 
“online” only means “the web”. This is not true. Email is still the lifeblood of the 
Internet and data storage that is accessible via the Internet is just as important for 
businesses. Websites are, ironically, almost irrelevant unless they collect data. It’s 
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email that you need to focus on. When you use email in combination with the one 
aspect where the web really does have the edge (collecting data) the pieces come 
together. And when you store that data online, you have a winning formula.

�. How do you know that?

Accessibility of data makes your life much easier, gets you using the system more 
often which in turn means more qualified leads and more sales. The case study 
below demonstrates just that.

CASE	STUDY	10	-	KOLTRONICS

Robin was one of my first (and best) students. He came to the seminars, listened 
to what I had to say and used Majestic in the right way for his business. He even 
engineered a couple of innovative new uses of the tool for himself. Today, all of 
Robin’s relationships are carefully managed and	he	communicates	while	he’s	on	
the	road. 

Robin does satellite TV installations as his primary source of revenue and as a 
secondary source of income he offers home theatre solutions. Because he is on 
the road so much, he is forced to access Majestic from a variety of locations. To 
do this, he uses his Internet-connected cell phone.

Apart from the remote locations from where he accesses Majestic, Robin also 
provides a wonderful illustration of Majestic’s power. After a job is complete, 
Robin sends off a survey asking clients if everything worked out ok. While 
customers fill out this survey the system collects other information to keep his 
database fresh and updated. The next step is for him to add a question to his 
survey form to ask whether the customer would also be interested in a demo for 
a home theatre system, but this I’ll chat about in the advanced lead generation 
theory later.

Robin generated a database of just under 500 people in about four months. The 
response he has received from his customers and the feedback from his surveys 
has been exceptional. I am going to let Robin explain his approach to you in his 
own words:

I use Majestic to assist me in automating and customizing a consistent and 
reliable system to improve customer communication and relationships through 
effective personal correspondence and follow-up communication by means of 
email and SMS.

I have created three specific Majestic journeys for my service business to ensure 
client’s needs are met, the job has been completed to their satisfaction and we 
get paid at the end of the day.
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1)	Quote	follow-up	journey:

• Whenever I generate a quotation, it is accompanied by a Majestic sms 
notifying the client that the quote has been sent to them.

• The Majestic email carrying the quotation asks the client to complete 
a form in response to the quotation. If he hasn’t responded, he will 
receive a follow up Majestic e-mail and sms the following day to find 
out if he needs any further information. A reminder is automatically 
generated by Majestic for me to remember to call the client about the 
quotation.

• If the client accepts the quotation, he will receive a Majestic e-mail 
and sms thanking them for trusting us and giving us the opportunity to 
provide them with our services. They will then be contacted to arrange 
an installation date and time.

• If they reject the quotation, they will be sent a Majestic e-mail 
thanking them for giving us the opportunity to quote and asking them 
to complete a form asking them why they did not make use of our 
services. This helps us refine our system and adjust our quotations 
to meet market requirements. And just to finish off, Majestic sends 
the client a follow up 3 days later to find out how my opposition 
performed on the job, and if my client was happy with my opposition 
s standard of work. You	won	t	believe	the	response	I	get	from	this	last	
correspondence.

2)	Service	follow-up	journey:

• Once the job has been completed, the client is billed. The following 
day they receive a Majestic e-mail and sms asking if all is well with the 
installation, and requesting them to complete a service feedback form.

• If they haven t completed the form, they get another Majestic e-mail 
asking for the feedback. If they still don t complete the form or contact 
me, I am reminded by Majestic to call them to see if all is ok.

• Once the form has been completed, they receive a Majestic e-mail to 
thank them for taking the time to complete the form and also to ask 
them to refer anyone they know who might like to benefit from our 
service.

• The completed forms are emailed by Majestic to my email in-box. If 
a client complains or has an issue, I get hold of them immediately in 
order to resolve the problem.

3)	Payment	follow-up:

• When an invoice is generated, Majestic is used to e-mail the invoice. 
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The client is requested to complete a payment form once they have 
paid. Majestic emails me a reminder that the client has paid, thus 
helping me track payments. The client receives a Majestic e-mail 
thanking them for their payment and asks them if they would like to 
refer anyone to us.

• If the client has not completed the payment form after 2 days, 
Majestic sends them a friendly reminder to make payment. A third 
e-mail is sent after another two days expressing a little urgency and 
Majestic sends me a reminder to phone the client and hunt him down.

The whole system is designed around customer satisfaction. Even losing a 
quote today doesn t mean I lost a client. I believe, and have proven, that the 
relationship is the most important aspect. If you have a good relationship, 
problems, inefficiencies, delays, pricing and other issues can be resolved 
favorably if good communication is maintained.

To sum it up, Robin is a living example of the good things that happen when data 
is easily accessible, and the system is used conscientiously. He’s not the only one 
of course…

CASE	STUDY	11	–	SPEAKERS	OF	NOTE

Neil and Jenny are a wonderful example of a micro business that thrives with 
an electric energy that can only come from strong relationships. Their company, 
Speakers of Note, books motivational speakers, comedians, futurists, Master of 
Ceremonies, etc. for corporate clients. 

What makes this business interesting is that it is “virtual”. All their consultants 
work from different locations, mainly from home. This means that each consultant 
has to access a central system remotely. Because they all have a laptop with 
Internet connectivity, they can log into Majestic, pick up their leads / clients 
and send out standardised communication. All emails and faxes have the same 
corporate identity, fonts and look. A professional feel is maintained throughout, 
unlike in many other companies, where everybody does their own thing. (You 
know, those companies where the main sales rep can’t spell, the secretary sends 
out mails with flowers and smiley faces and the directors are horribly over-
studious and professional.)

In addition, because Majestic allows one to set tasks for different users, the 
consultants are constantly setting reminders for each other and monitoring each 
other’s progress. If a person is sick or someone else needs to take over, they just 
login and get that person’s work information, even	though	they	are	in	completely	
different	locations!

Majestic will even allow one person to send out a communication on behalf of 
another. If a sales rep isn’t chasing up their clients properly, the owner of the 
business can force them to comply by sending out a template to that reps client, 
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FROM that rep!! This is especially useful when reps leave to stop them taking their 
clients along with them.

To sum it all up: It’s a very good thing to be able to access and use data remotely. 
If your business can’t, you’re missing out.

Communication Gateways 

1. Where do I start?

Remember, the power of a database lies NOT in the quality of the data or 
in its quantity, but in the way it is used for communication to build relationships. I 
have seen companies with less than five leads per week prosper, while others with 
five hundred struggle. If you communicate with your database as a real person, 
keep in regular touch and build credibility and trust along the way, your sales will 
continue to increase. However, to do this effectively you must have direct and 
immediate access to all relevant communication gateways. Remember them? They 
are email, web, SMS, fax, and phone.

Always begin with email because it is the cheapest, most effective form of 
communication. If you combine email with light and effective (not sales pushy) use 
of SMS, your relationships will grow even stronger. If you have a few old fashioned 
clients who don’t have email (or you want to communicate with certain senior 
people in large corporations), don’t be scared use faxes. As you get better with 
Majestic you’ll learn to use them all in different ways to approach a prospect from 
all directions.
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5th Practical

• Examine your database and work out when would be a good 
time to use email, SMS or fax to communicate. For example, 
maybe an SMS to confirm a delivery or a faxed invoice.

• Using your answers from the earlier practicals, list all the 
messages you can think of that you would like to send out. Also 
write the times when these messages could be send out, for 
example: Send this message 24 hours after a delivery has been 
made or… Send this message out three days after a quote has 
been sent out.  

• Write down the most efficient method of communicating these 
messages (it could be snail mail, email, fax, telephone or SMS). 
The method you choose is a factor of:

  o  The length of the messages
  o  The urgency of the message
  o  The recipient’s contact possibilities (e.g. you may not  

  have their email address)
 If you believe that there will be occasions when a person does 

not have access to a particular medium (perhaps your database 
contains mainly fax numbers), then write the message as both 
an email and a fax.

• In your list of form questions that you wrote down in the 
last practical, add a question to the list asking “what is your 
preferred method of communication, fax or email?”

 
 
�. Where will that lead us?

Using the right communication gateway will lead to more communication being 
sent out, that is of a higher quality, and is ultimately more effective. And this is 
important, because as you know by now, good communication is the key to your 
success.

Your wish list of what you would like to communicate and how that 
communication should go out is almost certainly light years ahead of what 
you are actually sending out right now. But once you set your communication 
journeys up utilizing the gateways available to you, you’ll be sending out more 
communication to your clients than you ever thought possible. 

Remember all those messages and follow ups you really, honestly, truly wanted to 
send, but somehow “never had the time”? That now belongs in the past. You’ll be 
sending off a thank you SMS to a client within seconds, automatically faxing them 
their invoice and following up all your quotes, and that’s just for starters.
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Apart from increasing your sales conversion rates, you’ll be providing a level 
of service to your clients and customers that your competitors can only dream 
of. You’ll come home from a hard day in the trenches to find a whole bunch of 
responses and qualified leads from communication that you sent out without 
actually sending them out. It’s an amazing experience.

*A point to note: In many older databases, you won’t have an email address for 
every person. If this is the case, it is often a good idea to hire someone to phone 
the individuals in question and get their email addresses.

�. How do you know that?

The New Zealanders have a joke that goes like this “How do you set up an 
Australian in small business? You set him up in big business and wait…” Being 
Australian, it’s a bit irritating, but it’s worth a chuckle. The point is, to get a small 
business to go under (which they are doing now), just set them up without a 
database or communication system… and wait. 

These next two case studies show how nicely the combination of email/fax and 
email/sms work to build a relationship with your database.

CASE	STUDY	12	–	BOND	EXCEL

With our astonishingly long-lived property boom, Gary de Sousa’s bond origination 
(home loan finance) business has been thriving. However, because bonds are 
registered from their offices all over the country, Gary’s customers are happily 
getting their home loans then vanishing into thin air afterwards. But the Excel 
Group has so much more to offer them. They have a suite of products that ranges 
from personal loans and insurance to home security solutions. 

Never	let	any	relationship	die – that’s our motto, and so now Gary takes a daily 
feed of bond registrations and kicks off a communication journey to the new client.

He has a problem though: his home loan consultants are not very diligent and 
don’t always get email addresses from their clients (they’re sales people, and 
sales people tend to do only the minimum work required to secure only the most 
lucrative deals). The good thing is that the consultants have to get fax numbers 
because the law requires a signature on the application documents. So Gary wrote 
two versions of the same message – one via email and one via fax, both offering 
Excel Group’s other products. If there is no email address, the fax version is 
sent. Either way, all customers get the message. Using multiple communication 
gateways now ensures that no potential new business is lost.

Just to really make things that much more impressive, when a bond is approved, 
Majestic fires off an SMS to the customer’s cell phone greeting them by name 
and personally congratulating them on their home loan with Bond Excel. And of 
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course… the SMS comes personally from the consultant they had been dealing 
with all along! Because it’s the same consultant that later offers them the 
additional products and services, the proposition becomes significantly more 
compelling as it comes from someone they know.

It’s a classic case where the combination of communication gateways is far more 
effective than email alone.

CASE	STUDY	13	–	ON	TAP	PLUMBING

Jens and Steve left my office just a few hours ago. They are part of a large 
franchise of bathroom supplies for builders and renovators. Last week I showed 
them how to create a journey that would follow up leads that were generated 
from an external source. The journey worked like a bomb and leads that used to 
never get contacted were now being chased and followed up on with very little 
effort. Qualified responses were coming in within 24-hours of Jens using the 
system!

The journey I would like to discuss now, however, was for their showroom. 
This specific On Tap showroom was writing between 15 and 30 quotes per day. 
Like the quotes from so many businesses I work with, once a quote was given 
to the customer it was never followed up and for nearly all their prospects it 
was… goodbye forever. These were qualified leads that were simply not being 
maximized. Here is the journey that I put together for Jens and Steve.

1)	SMS	to	the	customer	one	hour	after	they	leave	the	store:

Thank you for visiting our store today, #fname. Just letting you know that the 
store owner, Jens Andersen will be dropping you an email shortly to follow up. 

Regards, #user_fname.

Remember, the words with # in front of them are called merge fields. Majestic 
inserts the matching field in the database to personalise the communication such 
as “Dear Scott, from Jens.” 

<A quick note here, I do advise that you briefly go to the back of this book and 
read through the “Definition of Terms”. This will greatly assist in the clarification 
of this section!>
 
2.	Email	to	the	customer	one	hour	after	the	SMS	goes	out,	the	following	email	is	
sent:	

Dear #fname,

My name is Jens Andersen, owner of On Tap in Alberton. Thanks for visiting our showroom. I 
believe that #reference served you today?
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Please click here and complete a brief online form regarding our service levels. Furthermore, 
this form will also help me know a little more about the specific project that you are working on. 
I have over 30 years experience in the building and property industry and I would be happy to 
offer you any advice you need.

I have already taken the time to complete some of your form for you!

If you are no longer interested in bathroom supplies, please click here and I will not contact you 
again.

Kind regards

#user_details 

3.	Follow	up	two	days	later	(if	they	didn’t	complete	the	form):

Dear #fname,

I sent you an email a couple of days ago after you visited our showroom. My business and 
passion is bathroom supplies. I have been in the building industry for 30 years and my store is 
part of one of the largest plumbing franchise groups in the country.

I would really like to assist you with your project and needs. In order for me to get a better 
understanding of what it is you are doing, please click here and take 30 seconds to complete 
this brief online form.

This will save us both valuable time and I will be able to assist you once I have this information 
back. All your data is kept highly confidential.
If you are no longer interested in bathroom supplies, please click here and I will not contact you 
again.

Kind regards,

#user_details 

The result – 25% of those original leads came back to complete detailed forms. 
These were by far the best leads of the bunch and Jens didn’t even bother 
contacting the others because they were just not worth it. Again, a combination of 
communication gateways (SMS and email) was the successful recipe.

Many business owners ask me about what is going to happen regarding cell phone 
communication. Quite simply, receiving email on cell phones is becoming the norm 
and I don’t care what anyone says – hefty graphics and fancy newsletters with 
glitzy sales brochures are out. Quite simply, they will NOT work on small screens 
and will irritate the recipient who is paying a premium for bandwidth. What works 
are short, interesting text messages combined with easy to complete forms that 
send information back to the source… and hey – that’s what Majestic is all about!
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“Basic Sales”
 
 
Overview
You can get all the qualified leads in the world. You can meticulously 
optimise all your wonderful relationships with regular contact, a personal touch, 
and credibility. You can get breathtaking information back from clients who love 
who you and what you do. You can even access that data from wherever you like, 
and keep the prospect updated via email, SMS and fax every step of the way. And 
you STILL may never close a deal.  Why? 

There can be only two reasons: either there is something wrong with your offer OR 
you just can’t close a deal. In most businesses I’ve worked with the problem is the 
owner. They can’t or won’t close deals. With all these qualified leads coming your 
way you’ll know about sooner rather than later.

Many people think they can’t sell. That’s often right, but it’s too general. What they 
need to know is what specific section of their sales process needs improvement 
and this is where sales force tracking becomes so important. We are now going to 
get to grips with the selling process and, like all the other components within R D

S, there are three keys…

Grade 4
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Sale

Canvassing

ClosingRe-Selling

Fig. 4.1 The	three	keys	to	sales

Canvassing

1. Where do I start?

It all starts with a lead. The lead is the beginning of a potentially prosperous 
sales relationship. You have to know your prospect and then get information from 
them, but you also need to know exactly how	many prospects you’re working 
with and where they are in the sales cycle. It’s all very complicated, which is why 
most small business owners don’t bother with it and, oh yes, it’s also is why small 
businesses are failing around us, left, right and centre. Essentially it works like 
this:

No canvassing  No closing  No re-sales

Canvassing is really the objective of the Relationship  Data component. You 
need generate leads and then qualify them. The idea is to keep a steady supply of 
leads, and to waste as few as possible. If you don’t waste leads, you’ll have to do 
less canvassing. Most businesses need to do a LOT of canvassing.

Canvassing business simply means starting as many relationships with as many 
people as possible. We spoke earlier about the first step - capturing people and 
making an impression on them via personal touch. Canvassing is the beginning 
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of this process because you first need people to make an impression with. How do 
you get people through your door? How do you get appointments with prospects? 
You may be great at building relationships, but where do you start? 

The answer is lead generation. The more leads you generate, the more opportunity 
you have to qualify and close. We’ll get into the specifics of how Majestic can really 
ramp up your lead generation in the advanced chapters. Believe me, that’s where 
the fun really starts.  It is important to realise that canvassing isn’t just a quantity 
game, it’s also very much a quality game. You need to get in front of the right 
people and not spend time with Professional Time Wasters (PTW’s).

�. Where will that lead us?

Ok, let’s look at this mathematically. I’ll quickly pull out my quantum Z9000 84 
Trilllion Gigahertz calculator.

If:  No canvassing  No closing  No re-sales
Then:  Lots of canvassing  Lots of closing  Lots of re-sales

Woohoo! So if we can get people that are interested in us and what we do, and 
then spend our time on them once we know they have legitimate sales potential, 
then we’re away! The trick is just to formally measure it! Unless you know the 
exact origin of a lead and then keep track of the sales process, you can never 
optimise the re-selling opportunities that come later. You need to know exactly how 
many people you’re canvassing and you need to do your best to nurture and grow 
each one of them into a sale.

Canvassing is therefore about generating leads that will result in more qualified 
sales opportunities. Measurability is the key here. Right now, my focus is on 
helping you understand that this is so important that without	it	you	will	fail. You 
need to measure leads so that you know whether or not you are getting a return 
on investment. In Majestic, measurement is not just important for you, but also 
because the people who will be sending you leads will demand it. 

�. How do you know that?

The importance of canvassing is bloody obvious. However, doing it well and 
measuring it properly is a little trickier. Several of the previous case studies (and 
case studies to come) show the importance of canvassing new business and how 
Majestic has added value by doing it right. Still, more is better, I suppose. The 
case studies below are examples of two companies that do it well. Really well.
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CASE	STUDY	14	–	INTERFACE

Nobody I know canvasses for business like Valerie Leeming – nobody. She and 
her husband, Rich, have taken the bond origination (home loan finance) business 
by storm and they did it because they built their business around lead generation 
and relationships. I love talking about their company to other business owners 
because they illustrate so beautifully how R D S works. 

I must be honest; while usually I have to teach the R D S concept to many 
businesses, Rich and Val were doing it before I even met them. What Majestic 
did was really help them formalise their process and manage it better. What can 
I say, their business is now really thriving and they’ve just moved into larger 
premises.

Very simply (and without giving away too many of their trade secrets), Val and 
Rich go out and make good friends with the Human Resources (HR) managers in 
large companies. The aim is to get the company to market their home loan and 
vehicle finance products to their staff. It’s very simple actually: 

• They have a personalised email template in Majestic that they send off 
to the HR manager of a company. Let’s say the company is Acme Inc. 

• The HR manager of Acme Inc. forwards that mail on to all their staff 
(and sometimes there are thousands of them). The mail is headed with 
the Acme logo, is pre-empted with “Dear Acme Staff Member” and uses 
copy like “Did you know, as an Acme employee you get discounts on 
home and car finance?” 

• A link inside the email brings up a lead qualification form where an 
interested employee clicks on it and their lead is pumped straight into 
Majestic for a sales consultant to pick up on.

• Every month, Interface sends out “Payday Pointers” – interesting 
insights about the industry to all staff members on their books. This 
keeps them top of mind.

Needless to say, qualified leads just pour in by the bucket load, sometimes over 
a hundred in a day. In less than a year they have 5,000 people in their database, 
which is simply remarkable. It’s a wonderful business plan, executed meticulously. 
I am overjoyed to say that Majestic plays a part in their success.

CASE	STUDY	15	–	THE	PROP	GROUP

The following case study has been reproduced word for word by the Majestic 
consultant that heads up this client. The Prop Group is a well-established business 
that checks a house before you buy it in much the same way that you would 
get an expert to check out a car before buying it. They also franchise out these 
opportunities to people around the country. The owner’s name is Stelio.

1. When we first met Stelio he had a stack of paper based enquiries on 
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his desk that had not been followed up for months. They simply did not 
have the manpower to get to them. 

2. They are a small team and could not handle all the prospective business 
and enquiries coming in from their extensive advertising with Your	
Business magazine. Business was simply falling through the cracks.

3. They had no way of tracking their advertising spend.
4. Each lead was generated and written down, then put in a file never to 

be seen or used again.
5. They had numerous prospects complain about the lack of 

communication and follow up from their offices, but their offering itself 
was great, and they still managed to do business with prospects who 
were patient enough to wait.

6. They only received information from a prospect interested in buying a 
franchise during the first meeting. This took up a lot of their time, and 
they had no mechanism to pre-qualify these leads.

7. They had an SMS system that they used to communicate with their 
existing franchisees. It was impersonal and the franchisees were very 
unhappy with the level of communication and updates they were 
getting.

What Majestic does for The Prop Group

1. All telephone, email and website enquiries are now captured into a 
centralized database 

2. All enquiries receive a communication from the MD (Stelio) within an 
hour, thanking them for their enquiry and presenting them with relevant 
info about the franchise they are interested in. Stelio then introduces 
the franchise manager who will take over the communication, so all 
enquiries are captured and communicated with.

3. Enquiries then get an automated email from the franchise manager 
requesting some pertinent information before Prop Group can move 
forward with their enquiry. This info is extracted by way of a web form, 
and includes financial info and the location and suburbs the enquirer is 
interested in.

4. The franchise manager receives this pre-qualification information and 
assesses the viability of a franchise in his area.

5. The franchise manager then sets up meetings with suitable candidates.
6. The Prop Group also offers other property related services, and have 

three different websites with a total of 6 web forms on the sites. The 
forms generate franchise prospects as well as business leads that are 
allocated to franchisees. Each web form has a specific communication 
journey and leads are allocated to franchisees based on the information 
that is gathered by the system. In other words, if it s a potential 
customer, that lead is then sent by SMS to the franchisee in their area.

7. Relevant info regarding the deal is captured by the franchise manager 
in a sales funnel so that Stelio can see a live report of all the sales in 
progress.
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8. The franchisees receive a weekly personalised communication and 
regular reminders to submit reports and to get their reports in on 
time.

The Prop Group has received an astonishing 1,400 enquiries from people 
interested in purchasing their franchises over the past year. Obviously it’s 
impossible to handle such a large number of enquires without significant 
resources, so they put each of these enquiries through a pre-qualification journey 
to find out just how interested they really were. 300 of these came through, 
yielding a much more manageable pool of highly qualified leads! 

To sum it up: canvassed leads no longer go to waste, and the inquiries that come 
in are dealt with promptly and properly. Leads go to the right people, and are 
pre-qualified when they do. The owner, by tracking the sales process, knows 
exactly what is going on at any given time. 

Closing

1. Where do I start?

Hoo boy, now here comes the tough part. This is where I cringe, because 
as much as I love to help small businesses succeed, sometimes there is just 
no hope. It’s not that the product or service or price isn’t fantastic and it’s not 
because the business idea is bad. It really comes down to the businesses owner. 
Now don’t get me wrong here – these are not bad people at all (they can actually 
be bloody awesome), but they just don’t want to sell.

This is the really sad part of the business world today. Those who can sell make 
money, and all too often those that are creative and offer good products and 
delivery struggle. Under World Micro Business Domination, this is going to change 
for the better, but you still can’t get away from dealing with people.

Many business owners are very good at what they do, but they are just not 
a people person. As a business owner you need to close deals, and sales can 
only come directly from dealing with people. And can you believe it, most small 
business owners that I’ve worked with don’t want to deal with people - they just 
want to do great work! I say to them, why not just go out and get a real job? The 
pay’s usually better and you get your weekends off.
 
Must I repeat it!? People are the essence of business. Start by seeing as many 
qualified people as you possibly can. That is the only way you will ever learn 
how to sell. You have to get out there and become one with the small business 
universe. Chant “om” in the car on the way to meetings, say your affirmations, 
whistle a happy tune, do the honky tonk, whatever… just do it. Only you can bring 
in deals and only you can make it happen. 
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When it comes to closing, Majestic can offer support by way of three tools:

• Comms (or communications) - that’s email, fax and SMS templates, 
pre-written for you

• Comments (quick notes about clients and prospects that you can refer 
back to later)

• Tasks (follow-up reminders)

By using them, you’ll be able to manage your people process a little better and 
keep your promises. That means fewer qualified leads will fall through the cracks 
and that’s good for business. But for now, you need to make your peace with the 
fact that, as a small business owner, you have to get out there and deal directly 
with people.

�. Where will that lead us?

Once you have been blessed by seeing all these people, the next step in the 
process is to track and report back on what is happening with them:

• Using your comms	properly makes it possible to send out personal 
communication at the touch of the button (and yes, the more you 
communicate, the more and stronger relationships you have, and more 
relationships lead to… la di da di da).

• Capturing comments about each prospect means that you’ll know and 
remember a little more about each person when you chat to them. 
You’ll remember their wife’s name, what pets they have and the age of 
their kids (well, at least you’ll know the age of their kids at the time you 
captured the comment, and then do the math..)

• Using the reminder tasks	ensures that you keep your promises. If you 
say you’ll follow up in 48 hours (and you will when you send out quotes 
via Majestic), then you’d better make sure you do just that. The tasks 
function will keep you honest.

Follow these three principles of closing deals and you’ll quickly see the results. You 
might argue that this is traditional Customer Relationship Management(!). Well ok, 
other than the comms function which is light years ahead of any CRM tool you’ve 
ever seen, this teeny weeny little section of Majestic is really just old fashioned 
CRM. It’s the bit of traditional CRM that does work.

Understanding people means you need to remember things about them and live up 
to your promises. Small business owners do NOT need to under-promise and over-
deliver, but they DO need to deliver on their promises professionally, and with a 
little personality thrown in. The outcome will always be more sales. There is simply 
no other way. Go out there, see more people and close more deals!  
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�. How do you know that?

CASE	STUDY	16	–	TWO	SAD	CASES

The best way to illustrate the importance of closing is with reverse examples that 
highlight the negative impact that not selling has on your business. I obviously 
won’t reveal the true identity of the organisations and individuals below, but rest 
assured, it’s all true. I really have a huge amount of respect and admiration for 
the people in this business, and they were (note: past tense!!) good clients. We 
all got on really well, but they just couldn’t close. It was heartbreaking.
 
The company created an HR tool that helped line managers deal with labour 
relations cases. It was wonderful stuff, and the call centre division of our business 
set them up with appointments with HR directors in over 50 top companies. By 
their own admission, these leads were very good – we got them in front of some 
serious people.

The writing on the wall was first seen when all the directors of the company 
juggled the leads like hot potatoes when they came in. Nobody wanted them. In 
the end, their software developer was asked to go and “show them a demo”. If 
there was a double booking, one of the other directors would go as a last resort. 
After three months, there wasn’t a single sale. That is really all there is to this 
case study. It’s really that simple, but what is terrifying is that this type of thing 
happens over and over again in the business world.

A second company we did business for was a Search Engine Optimisation 
(SEO) and website design company. With SEO becoming so popular, getting 
appointments with business owners was like shooting tuna in a barrel. In a six-
month period we delivered over 100 appointments. All were qualified leads with 
decision makers. Two thirds of the way through the contract not a sale was made.

I also passed them onto another client of mine to do some work for them. It took 
them two weeks to submit a proposal and when the proposal was accepted, the 
key SEO specialist disappeared and wasn’t replaced. The company then focused 
on website design and although I believe they picked up some business, it was 
nowhere near the kind of business they could have had. It was enough to make 
you want to tear your hair out. Again, it came down to a virtual complete lack of 
interest in selling their own product.

I’ve said it once and I’ll say it again: In every single one of the successful micro 
businesses I’ve worked with, the	best	salesman	in	the	company	is	ALWAYS	the	
owner. You cannot send anyone else to sell for you, even after the leads have 
been canvassed. If it’s your baby, you have to be the one to get out there and 
do it for yourself. If you don’t, the first (and probably the only) person your 
salesmen will ever sell down the river… is you.
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CASE	STUDY	17	–	SEVERAL	FINANCIAL	SERVICES	COMPANIES

It’s now Grade Four and yes, I can’t contain myself any longer – I just DON’T HAVE 
THE POWER CAPTAIN! I have to discuss financial advisors. Now that my business 
is doing ok, I don’t have quite the same gut wrenching hatred I had when I wrote 
How	Not	to	Start	and	Run	Your	Own	Business, so at least now I can reflect back a 
little and help you learn from these low life minions that infest our business society 
like breeding, spawning cockroaches infest a rotting graveyard after a recent 
deluge.

The good news is that this story, although it has an ending as unhappy as a 
Spielberg war movie, will be cut short and only the first (and most positive half) 
will be told. Here’s the low down and it’s as brief as I can make it. 

In my days before Majestic, my laptop and I went to visit a financial advisor, who, 
for the sake of propriety I’ll call Wanker1. When I first went to see Wanker1, I 
was young and very naïve and actually thought that the role of financial advisors 
was to advise people on their finances. He was referred to me a highly successful 
investment guru with an excellent reputation in the market and I thought this was 
going to be great. So we chatted. I had a database and he had the knowledge to 
make money from it.

To cut a very long, very sad story very short, over the next twelve months I 
sent him leads that were so qualified and so good, that he was kept busy for up 
to eight meetings per day. The first quarter or so progressed nicely, then things 
really started rolling. His closing rate of these leads was so good that he was doing 
R150,000 – R200,000 per month (or that’s what he told us – I think it was more 
than that). It was incredible. Wanker1 was a closer of monumental proportions. 
He was such a wonderful people person that sometimes he stayed drinking with 
prospects until 2am in the morning. He knew the life insurance industry inside 
out and wrote some serious business. Others around him used to watch him with 
absolute amazement. He was a true master closer. With my qualified leads and his 
closing rate, “we” were set for great things! Except, like Paris Hilton, there can be 
no “we”.

<The second half of the story would be included here, but won’t be as this book is 
rated all	ages. The moral though, is this: YOU have to close. As a small business 
you can’t rely exclusively on others.>

Fool me once, shame on you, fool me twice, shame on me… So along came 
Wanker2. Wanker2 was another financial advisor, but this time he was the right 
guy for the job. He had credentials as long as your arm, he drove fancy cars (this 
alone should have set the alarm bells ringing) and of course, like all rich financial 
advisors seem to do, he delegated my leads to a bunch of complete morons. He 
kept only the very best leads for himself, which because of his busy life never 
actually went anywhere. The sales people he hired were so utterly useless that 
none of them could close a thing – from	the	same	pool	of	leads	that	Wanker1	had! 
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Promise after promise went by. Nothing. The same moral as above applies.

<Must I say it again, must I??? In all successful businesses, the best salesman is 
always…>

So after I had lost everything I had for a second time, I ditched wanker2 and 
along came Wankers3 and Wankers4. Now surely, these guys really, really were 
the “right guys”? Alas no. In fact, these were master disciples of the Great 
Wanker himself. We showered them with leads and what did they do? They 
assigned their “top advisors” to close them. The pittance that we finally collected 
took us three months of hounding. 

Then came Wanker5, another financial advisor. Now he could also sell, but he 
spent his money on cocaine, which didn’t help us much, but enough is enough 
now. I actually can’t do this to you (or myself) any longer. You get the picture. 
Canvassing is important, but closing is completely up to you. Go and see as many 
qualified leads as you can and measure it – you have to. 

As an aside: The only good thing to come out of dealing with financial advisors 
is Majestic itself. I learned that my techniques of lead generation and canvassing 
were light years ahead of anyone else’s. I then expanded Majestic to include not 
just my lead generation techniques, but also a lead tracking and CRM tool and 
lots of other good stuff. This was the best move I ever made because now the 
leads that are passed to other people can be monitored very closely. Was it worth 
it for all the shafting I received? Yes, but only just. When World Micro Business 
Domination comes to life, then the sacrifice will be acceptable.

When I teach you how to generate leads for other businesses using your own 
database, for reasons above you have to be VERY careful about how you do it. I’ll 
show you how to do it safely and meticulously. But for now, do your own closing, 
or if it’s really not possible, track every lead like James Bond tracks anything in a 
bikini.

CASE	STUDY	18	–	HOSPITALITY	CLASSICS

Andrew from Hospitality Classics has a great business and what I love about 
it is that he stays small. It’s over 10 years old and supplies amenities to the 
hospitality trade (you know those triangular shaped milk cartons that you get 
with your tea in the morning? – That’s him!)

Sonja, his relationship manager, took some time to learn Majestic, but now she 
works with it like a pro. She creates her quotes in an accounting package, and to 
ensure that every quote gets followed up she uses the three Majestic functions we 
mentioned earlier: Comms, Comments, and Tasks. Here’s how she does it. First, 
she created an email template to go out with quotes:

     > > >  Basic Sales > >  Closing
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Dear #fname,

Please find attached your quote as requested. 

If you get a moment, it would greatly help me if you could confirm your contact information. It 
will take you just one minute: please click here now.

Hospitality Classics have been servicing clients for over 12 years and we have over 2000 
products. My job is to help you make your clients stay extra special. 

If you have any queries, please do not hesitate to contact me.

Kind regards,

#user_details

After each quote goes out (or any other contact with the customer, for that matter) 
comments are loaded into Majestic. This keeps a running record that Sonja or the 
rest of the company can refer back to whenever they wish. 

Once the comments have been captured, a task is created to remind Sonja to 
follow up. The task appears on the day the reminder is set for. It only takes 
Sonja a few seconds to send out the follow-up because it too is pre-written and 
personalised.

The end result? By spending just a few seconds a day capturing information, Sonja 
was able to have a more meaningful conversation with her customers. When they 
sent a personal fax out asking their clients to order early before the Christmas 
rush, they had by far the biggest response ever. She was ecstatic.

That’s the result of proper selling. And proper closing.

Re-Selling
For	the	record,	re-selling	includes	re-selling,	up-selling	and	cross-selling.	
Once again, I recommend you read the “Definition of Terms” at the back of this 
book	before	continuing	as	things	get	quite	advanced	now.

1. Where do I start?

We have now reached the last key in the entire R D S process. This is where 
so much of your future business lies. It’s all about maximising your revenue per 
relationship. In fact, the entire basis of long-term revenue generation in any micro 
business lies in understanding how to do just that.

     > > >  Basic Sales > >  Re-Selling
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I’m happy to say, that your starting point for re-selling is easy, begin by creating	
a	communication	journey	to	stay	in	contact	with	your	clients! Oh. Hang on. You’re 
already doing that. Well, in that case, it should be even easier. There are two 
ways to generate leads for re-selling products and services into your own base:

1.	 Add	a	lead	generation	question	to	one	of	your	forms. 
For example, when someone is completing a survey about what 
they thought of your service levels, throw in a check box question 
that says “Can we contact you about our new rubber widget 
collection?” If they check that box, you have a qualified lead for 
that product. Once you have the lead, you can:

i) Pick up the phone and discuss the rubber widget option 
with them, or

ii) Kick start a journey to pre-qualify them about the type 
and quantity of widgets they need and what they will be 
using them for.

2. Create a specific journey to generate leads. 
You can actually create a series dedicated emails to send to your 
database to introduce a particular product. Journeys have extremely 
high response rates and work very well, but a word of caution about 
re-selling journeys: They should be used sparingly, and only for a 
good product or service. If you don’t adhere to this caution, you will 
end up alienating your database and lose sales! 

Also note that when you launch a journey to introduce a particular 
product, it is VERY important that you don’t talk about the product 
itself. I know you think I’m mad here, but rather launch a journey 
to get data back from a customer and make sure that the data you 
get specifically asks questions to see whether or not the customer 
could benefit from your product or service. 
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6th	Practical

• Write down a list of all the products and services your company 
makes money from. If you have many little products (like hundreds 
of multi coloured ties), then don’t list them all one by one, just use 
the general product category like “tie sales”.

• Write them down as two lists. First list your products in order of 
the amount of revenue they currently bring in. Second, order them 
by which should be bringing in the most revenue.

• Finally, from these two lists, find the most lucrative products you 
have that are not yet generating as much revenue as they should 
be. (In other words, the products on top of the second list which 
should be at the top of the first, but aren’t). 

• From this final list, write down which products you would like to 
push using check boxes on your form and which you think are so 
lucrative that they deserve a journey all on their own. Have very 
few journeys! 

Now	you	have	six	practical	sessions	of	data.	You	will	use	them	in	Part	Two	
–	implementation!

�. Where will that lead us?

When you get this concept right, you’ll start receiving qualified leads from your 
own customers! Not only that, but you’ll be maximising your revenue per lead. This 
means that you need fewer leads to be successful, and you can afford to pay more 
per lead to other business owners who can generate them for you. Remember, that 
re-selling one of your products or services into your own database is very similar 
to re-selling someone else’s, so the same unbreakable rule applies: Following up 
leads is critical!! They originated from someone who has a good relationship with 
you, so don’t you mess it up by ignoring them!

If you don’t have additional products or services to offer, you may want to start 
looking at some. I have seen cases where the original business was not making 
enough money, so they decided to add a new product to generate additional 
revenue. Incredibly, that product took off and they ended up scrapping the original 
proposition entirely! Like I wrote in How	NOT, the business you eventually make 
money in is very seldom the one you started out in.
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�. How do you know that?

We often help customers re-sell their own products and services into their own 
database. Don’t put me away!! Rather read this:

CASE	STUDY	19	–	BLITZ	SMS

Blitz SMS is an SMS application that allows a person to send SMS messages from 
their desktop. It is also a GPRS (Internet on your cell phone) chat application that 
allows a group of people to chat via their phones. We launched the SMS product 
on a prominent website and received registrations by the bucket load. The 
advert was so successful that after six months we had 16,000 leads. However, 
no matter how hard we tried, we could not get enough of them to buy and use 
the product for any length of time (later we discovered that the reason was that 
small businesses needed far more than just a simple SMS service, which led us to 
develop Majestic more aggressively). So we had spent a fortune generating leads, 
but we didn’t have enough sales to cover our costs. 

We then did something VERY bold: We sold insurance into the base (and may 
God have mercy on our souls). However, we did this rather cleverly. When clients 
were supplying us with more information for the SMS product, they were asked 
to check a box that simply said, “Can we help you find a cheaper short-term 
insurance rate?” Amazingly, 11% said yes. 

However, just a “yes” was not good enough; we needed more. So we started 
those that said yes on a data gathering journey asking what premium they were 
currently paying, what insurer they were with, and a few other questions. The 
journey worked so well that we received a 49.6% response rate. With such a 
brilliant response, we decided to go back and ask those 49.6% to fill out a two-
page questionnaire. Once again, the results were astonishing – 40% of those 875 
people came back and completed the form.

What we were left with was a pyramid of leads. The top of the pyramid had 
virtually been through the entire sign-up process, so they were the ones we 
converted first. The sales consultants mined their way down the pyramid and the 
result was a nice residual income that cost us absolutely nothing to generate. 
(The fact that Wanker57 came along, took the business then screwed us over is 
neither here nor there… but we sure did learn something from all of this: NEVER 
give away leads unless you track their progress!)

CASE	STUDY	20	–	OUTDOOR	EXHIBITIONS

Exhibitions is about re-selling extraordinaire! Sell to them once and keep them 
coming back year after year is the name of the game. It’s a tough market, and 
Shirley Shearer was one sceptical woman when we first went to meet with her. 
She had tried all kinds of “Internet rubbish” in the past and it didn’t work. Today, 
she is one of our best clients. We’ll meet Shirley again later, but for now I want to 
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show you how she cross-sells.

Shirley had a rather roughly managed database of exhibitors, and because of the 
nature of the market she was very reluctant to centralise her database for fear of 
having it stolen by a competitor. We convinced her that she didn’t have to worry. 
Remember, it’s the relationship that matters and nobody can steal that. 

We went to work on a pre-qualification data gathering process using the  R D
S principle. The other journeys we created for her dormant clients, her existing 
clients and her prospects were also a resounding success, but that’s not the point 
here. While we were building her web forms to get data back from her customers, 
we threw in one extra question: “Can we contact you regarding your stand 
design?” 

Result: A major increase in stand design business, and one very happy client. 
Of the 247 companies that agreed to take a stand at the exhibition, 78 of them 
“ticked the box”. Instead of phoning every person in the database to canvass 
leads, Outdoor Exhibitions only needed to contact those that specifically registered 
an interest. Although they didn’t do it in this case, they could also have kick-
started a journey to only those 78 people to introduce them to the stand design 
specialist and pre-qualify them further. 

A single question like that on a form, just one little check box, is changing the way 
that businesses operate today. Finally, businesses are realising that advertising 
and cold calling are not necessary. A new wave of lead generation is beginning. 
However, as this lesson shows, lead generation is not enough. 

You have to negotiate the right deals with the right people, and then convert and 
re-sell	to maximise return on investment. As we move towards the second half of 
this book, the advanced stage, I’ll show you how we embedded lead generation 
into a comprehensive business management tool. It’s simple, it’s amazing, it’s… 
Majestic.
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PART TWO

“Advanced Relationships”
 
Overview
I appreciate you getting this far, and I hope you can see the relevance in 
understanding why the Majestic way is so different to the traditional way. Let’s get 
cracking now and take what we’ve learned and apply it practically. By the time you 
have completed the next three chapters, you will have integrated Majestic for your 
business. You’ll quickly see the results as we use Majestic to apply   
R D S to the day-to-day running of your business.

Diligence is important. You need to take care of your business relationships as 
fanatically as you create or design or build or do whatever you do in your business. 
You can’t start one day, then get bored (or drunk) and not bother to do it the next 
day. You need to be goal-oriented, and stay that way.

Note that the screen grabs below are not meant to be all encompassing 
instructions and some detail has been left out. If you get stuck, go to the Majestic 
forums at http://forums.majesticinteractive.net and post a help topic.

Ok – Let’s start! Remember the three keys to relationships: Personal Touch, 
Regular Contact and Credibility? Away we go…

Login to Majestic using the username and password given to you when you 
activated your account. If you have not yet activated your account, do so now 
using the link in the confirmation email that was sent to you when you ordered this 
book.

The Personal Touch

1. Where do I start?

You learned in the earlier grades that there are three keys to building 
relationships: Personal Touch, Regular Contact and Credibility. Personal touch 
means, among other things, that all communication coming from your business 
originates from a real person. Every message that goes out should come from the 
person that “owns” that relationship. This ensures consistency and that the end 
recipient is not confused.

Grade 5
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In many micro businesses, this person is always going to be you, but you 
may employ sales reps, in which case they should own their relationships. 
Occasionally, when a deal is closed the sales rep may pass the lead onto a 
relationship manager to manage the account, but I’ve never liked this structure 
in a micro business context. The sales rep should always be looking to ways to 
re-sell and we therefore recommend that they keep in regular contact with their 
clients even after the sale has been made (or at least let Majestic keep in regular 
contact on their behalf).

In order to provide the personal touch consistently, every impression that is 
made with a (potential) client is captured into the system. When this happens, an 
automated communication journey should be started to pre-qualify that lead and 
get information from them. 

Now let’s log onto Majestic and build this into the system. Start by setting up a 
simple template (a template is a once off piece of communication such as a quote 
or a follow-up or a price list). The personal touch requires you to use merge fields 
in your communication. Remember, merge fields make the messages personalised 
such as “Dear Scott” or “How is your company, Majestic doing?”

Fig. 5.1 Opening	the	comms	manager
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Fig. 5.2 Creating	a	new	template	/	journey

	

Fig. 5.3 Defining the template
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Fig. 5.4 Preparing	to	add	content	to	the	template

Fig. 5.5 Preparing	to	add	content	to	the	template	(ii)
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Fig. 5.6 Adding	and	editing	content	in	the	template

�. Where will that lead us?

Creating a communication (a template in this case) prepares you to start capturing 
data. One of the reasons why business owners don’t update information is 
because they can’t see immediate results - the data just sits there in Excel, or 
Access or their accounting package and does nothing. With a pre-created a series 
of powerful, effective templates and communication journeys ready to go, the 
incentive for capturing data is much greater.

Capturing data prepares us to let our onslaught of communication rip. That’s the 
next step. If you don’t capture the very basic contact details of your customers 
(name, email address and cell number), you obviously can’t start them on a 
communication journey. 

To add someone to the system, always start from the “Search Database” page 
which is the default page when you login:
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Fig. 5.7	Preparing	to	add	someone

Fig. 5.8 Manually	capturing	data



81

Grade 5     > > >  Advanced Relationships > >  The Personal Touch

Now that you’ve captured some people into your system, you can send one of 
them a communication template, like the one that you created earlier. Let’s 
pretend that you created an SMS template and you want to send it off. Clicking 
on the name of the person in the Search Database page brings up the Comms 
Console. You can send the person a template or start them on any journey from 
this screen. Majestic has been specifically designed to make it as quick and easy 
as possible to communicate with someone, which is why the Comms Console is so 
readily available.

Fig. 5.9	Choosing	a	person	to	send	to



8�

The Majestic WayGrade 5     > > >  Advanced Relationships > >  The Personal Touch

Fig. 5.10		Choosing	which	template	to	send

Fig. 5.11	Modifying	the	template	and	sending	it
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�. How do you know that?

How do I know that quick and effective personal communication with clients is a 
good thing? And that templates are great time-savers? Well…

CASE	STUDY	21	–	SILVER	SOLUTIONS

This little trick is so beautiful that if you’re in the B2B space you’ll love it. Even 
salesmen using traditional CRM systems (yawn) can use this one. It’s that easy. 
Have you ever been in the situation when you drive all the way to see a client only 
to find that they neither have the willingness or ability to buy what you’re selling? 
This happens to Darren all the time. Darren offers companies a document storage 
and back-up solution. A simple, well known product, but one that requires a great 
deal of sales work. Two days before Darren is due to go to an appointment, all he 
does is send this template out to the person he is going to see:

Dear #fname

Please confirm our meeting at <time> at your offices.

#fname, if you get 30 seconds, please can you click #form_116 and give me directions. Also, 
this form will help me better research and understand your business requirements before we 
meet, thus making the meeting more productive and efficient for both of us.

Kind regards,
 
#user_details

<Note that #form_116 will insert the clickable word “here” and take the recipient to a form to complete 

information online. Every link is unique, so you can even see who clicked on the link and who did not!”

This simple little template saves Darren an enormous amount of time and 
frustration!

CASE	STUDY	22	-	MINUTEMAN	PRESS

Some people are really worried about sending out pre-created templates because 
they like to personalise each one that goes out for the person it is going to. 
Peter and Sue from Minuteman Press, a well-established printing franchise are 
an example. However, they also acknowledge that when they are doing over 50 
quotes a day, just how personal can you be all the time? So, they compromised 
and created a general template that they could edit before it goes out. It looked 
like this:
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Fig. 5.12	Making	your	emails	&	faxes	look	good

The email builds itself in a split second and Peter or Sue can then tweak it if they 
want make it more personal for each client. Once the quote goes out, they set a 
task to remind themselves to follow it up in seven days. The follow up is also a 
pre-written template, so all it takes are a couple of quick clicks and their work is 
done! And it’s all as personal as you could want.

Regular Contact

1. Where do I start?

It’s now time to really get under the skin of the communication journey. The 
communication journey is how Majestic ensures regular contact with everyone in 
your database. Journeys are what put the Relationship component of  R D S into 
action, and they will change the way your entire business communicates. From 
now on, I want you to use trash the word “campaign,” and replace it with the 
word “journey”.

Building a journey is very similar to building a template, only a little more 
complicated because you have to set the time delays between each one. A 
journey is essentially a string of templates put together, with some special 
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properties added in. The two most important types of journeys are:

• Standard journey. A standard journey keeps on going unless the recipient 
specifically indicates that they want it to stop. They can do this by clicking 
the “not interested” link in the email. Standard journeys are ideal weekly 
articles that we discussed earlier. Every person that is started on a journey 
starts at the first communication, and then periodically moves on to the 
next.

• Drive	to	form. A drive to form journey stops once a form has been 
completed. For example, three pieces of communication might be used to 
build up a relationship, and the fourth email asks the individual to complete 
a form (get data). If the form is completed, the journey stops automatically. 
If the form isn’t completed, a pre-determined number of reminders are sent 
asking (and then begging!) the recipient to complete the form until they 
either complete it or indicate that they are “not interested”.  

Let’s start by building a communication journey based on the messages you 
prepared earlier (yup, just like Jamie Oliver).

Fig. 5.13	Creating	a	new	template	/	journey
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Fig. 5.14 Defining the journey

Fig. 5.15	Preparing	to	add	content	to	the	journey
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Fig. 5.16 Choosing which specific content to edit

Fig. 5.17	Adding	and	editing	content
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88

The Majestic WayGrade 5

Fig. 5.18	The	map	of	your	journey	as	it	grows

Fig. 5.19	Adding	the	second	part	of	the	journey

     > > >  Advanced Relationships > >  Regular Contact



89

Grade 5

Fig. 5.20	The	map	of	your	journey	as	it	grows	(ii)

�. Where will that lead us?

Making journeys will ensure that you never accidentally lose contact with your 
clients, and that you constantly work at building the relationship. And yes, yes, yes 
… this is directly correlated to the health of your business (and to the size of the 
inheritance that you will leave your children). 

Once your cornerstone journey is in place (in other words the journey that will 
keep you in contact with everyone you meet, starting from now), you can create 
journeys for other parts of your business. By creating a suite of journeys, you 
take care of each stage of customer contact in your company, including the pre-
qualification process, your delivery and fulfilment process, your customer care and 
support process, your billing and money collecting process, and so on. 

You’ll also find that your company will look much bigger than it really is because 
you’re always communicating with everyone at every stage.

Other types of journeys that you can create include the following:

1.	 Form	completion.	Once a form is complete, Majestic can fire off a 
personal email, SMS or fax thanking the person for completing the form. 
It’s all completely automated. This is powerful, because whenever you 
acknowledge someone, you strengthen the relationship. Usually you will 
create a form completion at the same time you create a drive to form. A 
drive to form journey keeps asking a person to complete the form, and 
when they do complete it, the form completion “thank you” journey is 
started.

2.	 Drive	to	form	and	form	completion. Once a form is complete, 
sometimes you may want to drive the person to yet another form. 
An example is your website form. When a person completes a basic 
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enquiry form on your website, Majestic starts by thanking them for 
completing the basic form, and then drives them to complete a more 
detailed from. (People are far more likely to fill out shorter forms when 
they know and trust you. Once you have the short form, build the 
relationship and drive them to a more detailed form to qualify your 
leads even more).

3. Birthday journey. A handy journey that can be set-up to go out on 
a person’s birthday or some time before. Birthdays are very powerful, 
but only if they are personalised. For examples: “Happy birthday from 
KD Electronics” is bad. “Happy birthday Scott from KD Electronics” is 
better. “Happy birthday Scott from Samantha James, your customer 
care consultant from KD Electronics” is really the only way to go.

�. How do you know that?

Communication journeys work like Bill Clinton at a sorority party. Although all 
Majestic case studies highlight this fact, I have chosen these next two because of 
their execution.

CASE	STUDY	23	-	eSQUARED

Meet my friend Eric (again - you may remember him from my first book). Eric 
has been very busy. Now he’s into fashion and he’s created his own fashion label. 
Sometimes I think he does all this crazy stuff just to get more girls, but that’s 
neither here nor there. His company, eSquared, has two stores in two cities, and 
if anyone can make it work it’s Eric (with the help of Majestic of course). 

Eric started out well. Every time a person came to the counter to buy something, 
his staff would immediately offer them free club membership and 10% off that 
very purchase. All the customer had to do was give their name, email address 
and cell phone number on a piece of paper. Eric got the needed data, but alas, 
he didn’t follow the second and third keys in the Data component of R D S. The 
second component is “accessibility” (you can’t access a whole bunch of pieces of 
paper remotely) and the third component is “gateways” - having one-click access 
to communication media to actually send out communication.

Anyway, here’s a run down of the potency of regular contact for eSquared, now 
that they make use of Majestic and immediately capture their data into the 
system:

• When a customer leaves the store, they get an SMS from the person that 
served them (an hour later to make sure it’s realistic)

• Another hour or two later they get a mail from Eric introducing himself as 
the customer care guy from eSquared

• Eric asks the customer to complete a quick online form about when they 
thought of the store. He also offers them another voucher to come back to 

     > > >  Advanced Relationships > >  Regular Contact



91

Grade 5

the store again (see - he asks nicely the first time).
• If he doesn’t get a reply, three days later he sends them a follow up and a 

few days later yet another follow up. By then, most people have filled it out.
• When they fill it out, he lets a few days go by, then he tells them that 

because they have been so wonderful, they can now give someone else a 
voucher for 30% off and they’ll get a free cup of coffee at the shop.

• The customer then clicks on a link, puts in the names and email addresses 
of their friends and Majestic then begins a communication journey to those 
friends telling them about the offer (from the person that referred them).

I will show you specifically how Eric set this up in a later chapter on viral 
marketing, but this is where the power of a communication journey lies. eSquared 
have generated over 2,000 people in three months and they are continuing to 
communicate regularly to every single one of them.

The next case study shows where a journey can be used to make existing 
customers happier…

CASE	STUDY	24	-	OUTDOOR	EXHIBITIONS

I mentioned Shirley Shearer from the exhibition company before. Shirley uses 
journeys in two special ways:

1. Once a person has agreed to take a stand at her exhibition, a process of 
signing contracts, invoicing and stand allocation takes place. A journey 
automates the chasing up of this information and of payment. This is handy, 
because ordinarily it is a time consuming process – time which the sales 
reps should be spending on selling and NOT on administration.

2. After she puts on an exhibition Shirley kick-starts a journey to both the 
visitors and the exhibitors who bought stands. This journey is designed to 
complete the experience, prepare them to attend next year and find ways 
in which the company can improve its performance. She does this by asking 
them to complete a survey form.

The information that Shirley gets back from these forms is used not only to make 
the next event better, but also to show her exhibitors (and potential exhibitors) 
that any problems experienced this year are being worked on. The visitor database 
is also a handy sales tool: Telling a prospective exhibitor that you have 20,000 
outdoor adventure enthusiasts in your database does help convince them to take a 
stand!

CASE	STUDY	25	-	THE	FROG	COMPANY

I really liked the way Mike Pickering and his son Garreth used Majestic to mine 
dormant clients. The Frog Company is essentially a recruitment company, and to 
cut straight to the chase, below are the first two emails that Mike sent out to his 
dormant client base after they’d been out of contact for a while.

     > > >  Advanced Relationships > >  Regular Contact
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Dear #fname, 
 
At sometime in the past you used the frog company for the supply of resources to #company_
name. As you may not have heard from any of our consultants in the recent past you may 
have thought that we were no longer around.

Well, there have been some changes within the frog resources company, but we are very 
much here adding value to our many clients and very keen to renew our relationship with 
#company_name. This frog operation is now run by the capable Venezia Parsons who with 
her background brings a wealth of recruitment knowledge to our company, and Carmin 
Padyachee who has been with our organisation for many years and has recently moved to 
our recruitment team. 

Carmin will be in contact with you tomorrow to introduce herself. I assure you that you are in 
very capable hands.

If you no longer wish to hear from  us please click here and we won't bother you again.

If you have any questions or require any other information please don’t hesitate to get in 
touch with me directly.

Kind Regards,
 
Mike Pickering

And here’s Carmen’s email to the client to introduce herself:

Hi #fname;
As per the mail to you yesterday from my MD, Mike Pickering, I have come on board as a 
new consultant at the Frog Resources Company. It is my pleasure to ensure that #company_
name gets the best possible service from our company.

In order to save us both valuable time, I would greatly appreciate it if you could take literally 
one minute to complete a brief online form. This will allow me to gauge the extent to which the 
Frog Company can provide valuable service without the hassle of complicated discussions.
Please click here to complete the questionaire.

This information is very important to us as we want to ensure that we cover in future, only the 
information that is relevant to you and #company_name. 

Have a great day!

Kind Regards,
 
Carmin Padyachee

Result? New business from old clients. Very, very easy to do.

     > > >  Advanced Relationships > >  Regular Contact
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Credibility

1. Where do I start?

Trust is something that can either be earned or leveraged, so to build it, 
start by adding credibility elements whenever you plan to ask for information. 
I mentioned earlier that if you keep in regular contact with someone and all 
communication always comes from a real person, the only reason someone won’t 
give you the information that you ask for is because they don’t trust you. 

Begin establishing credibility by identifying where you will be asking for information 
in each journey that you have set-up. In other words, get every drive to form 
journey and look for places in those emails to add credibility elements. 

After the first comm or two have gone out, you may find that you are not getting 
much of a response. This is fine and, in fact, is to be expected. This is often why 
you don’t even ask people to complete information on the first email - it is merely 
an introduction to let them know that you are thinking of them. As you start asking 
for information, throw in a few juice titbits of credibility by leveraging it from 
someone else. Use the following techniques:

1. Insert the occasional testimonial from another client or customer. It’s great 
if it is someone well known, but not essential.

2. Throw in an example or two of work you’ve done for other well-known 
clients. Even if you manufacture cables, speaking about some of your 
biggest or most difficult jobs and how you worked like crazy to make it 
happen for them – and succeeded – is a very powerful way of showing your 
drive and determination. Don’t be scared to tell real stories.

3. Finally, tell them how long you’ve been in the industry for. Many micro 
businesses have not been in business very long, so you can’t brag about 
a 10-year track record. However, what you can brag about is YOUR 
personal track record and that carries far more weight than how long ago 
your company was registered. Never be scared to promote yourself as an 
individual - it’s you	that customers need to buy into first and foremost.

Note that the first one or two pieces of prospecting communication that you send 
out should never have anything to do with a specific product or price. You may 
allude to some benefits that you offer, but don’t reveal any specifics until you have 
information back.

When you create a standard journey, the “map” in Majestic (or summary of that 
journey) will look something like this:

     > > >  Advanced Relationships > >  Credibilit y
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Fig. 5.21	Map	of	a	lengthy	and	detailed	journey

�. Where will that lead us?

This should lead you to actively explore different ways of raising your credibility 
with your (potential) clients. Once you have used the above techniques, you can 
start looking at other ways of building credibility – by, for example, positioning 
yourself as an expert or specialist within a particular industry.

Too many businesses get tied up in selling their products, constantly focusing 
on how great the product is and how wonderful their after sales service is. They 
forget that their goal as a micro business is to enrich the lives of other people 
around them. Enriching lives means sharing information as much as it means 
providing great products. Even if your company is B2B, then make sure that you 
know and communicate how your product or service will benefit the businesses 
you want to sell to. You do this through teaching your clients. Often when I say 
this, the response from business owners is “well, I’m sure that works in some 
businesses,	but	in	my	industry	the	guys	just	want	a	product	at	a	good	price	-	
that’s it. It won’t work for me.” 

I can guarantee you right now that no matter what business you are in, you have 
something to teach other people. You know something that other people don’t 
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which is why you are in this business. You can do things that other people can’t 
do as effectively, and in many cases, there are things that you WISH your clients 
knew that would make your life easier. If only you could tell your clients to use 
better quality primer on their fences so that the paint doesn’t peel off. If only your 
customers knew how hard you had to fight to find and ship this particular kind of 
furniture from Tanzania. The goal of a journey is to do all this – tell a story. It’s 
your story about how you got to where you are now, but it also teaches them 
why lower quality primers don’t work and why your furniture is so much more 
special than the mass produced plastic rubbish you get from large department 
stores. Unless we, as micro business owners teach and educate each other and our 
customers about what really goes on behind the scenes, huge corporations with 
massive economies of scale are going to sink us every single time.

I know that there are few things more dangerous than a jury of one, but think 
about yourself for a second. Wouldn’t you like to receive periodic pieces of 
communication from a variety of different business owners with short, but 
informative (and sometimes even entertaining) pieces of communication that add 
value to your business, save your money or simply make you smile? Only real 
people can do this and you as a micro business owner are a real person. Let this 
shine through. If you feel that you don’t like Frank’s bi-weekly recap of the state of 
the flea markets in Afghanistan, then simply opt-out and stop getting it. However, 
if Frank tells exciting tales about his experiences of hundreds of sweltering desert 
market stalls and his hair raising negotiations with armed and dangerous bandit 
nomads to bring you only the finest curtains the Middle East can provide, then 
you’ll probably find that you’ll stick with Franks journey - and six months later you 
might well take him up on his offer to fit your new home out with those curtains!

With traditional email marketing, you are either “in” the database or you are “out” 
(unsubscribed). I don’t agree with this, so we built a third option into Majestic 
called a “not interested” option. With a “not interested” a person can unsubscribe 
from a particular subject (ie. stop a particular journey), but still be in your core 
database and on your other mailing lists. 

Earlier I told you about the library that allows you to insert merge fields into 
emails using special codes such as #fname (insert firstname), #sname (insert 
surname), etc. These codes make your email more personalised so that you can 
say things like “Hi	Scott,	I	hope	that	you	and	everyone	else	at	Majestic	really	
enjoy the training manuals you ordered…” Well, the specific merge field that stops 
a journey is called a #noint. This tag allows you to insert a line into journeys that 
lets recipients stop any given journey. For example “Scott,	if	you	don’t	want	me	to	
send	you	these	articles	every	month,	then	please	click	here	whenever	you	like	and	
although	you	will	no	longer	get	them,	you	will	still	be	in	our	database	for	future	
reference.”

You can get this merge field code and other codes in the library on the same page 
that you edit your communication copy. Here is a list and a description of these 
tags. Note that this page is constantly evolving and may differ slightly by the time 

     > > >  Advanced Relationships > >  Credibilit y



96

The Majestic WayGrade 5

you read this.

Fig. 5.22 Use merge fields to personalise the content of a journey

To start someone on a communication journey, the process is exactly the same 
as sending a template (above). However, this time you will use the journeys tab 
(not the templates tab). Then you can, quite literally, forget about the people you 
started on the journey. Just rest happy knowing that they are being treated well. 
Try it on yourself first and see how it works.
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Fig. 5.23 Starting	a	journey	using	the	comm.	console

�. How do you know that?

Previous examples have already illustrated why adding credibility to your mails is 
so important and let’s face it, this is one of those times where the logic speaks for 
itself. I don’t think that this particular dead horse needs to be flogged again. What 
I will do, however, is very briefly tell you about how it was that I came to learn this 
lesson and back it up with some interesting facts.

CASE	STUDY	26	–	A	CARPET	CLEANER

I won’t reveal the name of this company directly because they don’t use Majestic 
and it all happened almost a decade ago. However, it did teach me a very 
important lesson that has stuck with me ever since. 

My first business was a web design company and one of my first clients was a 
carpet cleaner. Most carpet cleaning companies tend to focus on what kind of 
cleaning they do, where they can do it and how much it costs. As usual, I wanted 
to be different, so I built the website around my client’s company brochure - a 
brochure that itself was designed around useful content! For example, we gave 
hints on how to remove various types of stains from carpets and what chemicals 
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to use for different fabrics, etc. Within weeks, my client was getting emails from 
all over the country (and the world) thanking him for the useful information or 
asking him further questions! With very little effort he had positioned himself as 
an expert.

Today, this is the exactly what the web has become about: useful content. The 
more useful your content, the better the response rates from your websites. It is 
a fact that search engines will rank you on the content you have on your site and 
it has become standard design practice to include useful information that goes 
over and above just product and price.

So how does this apply to Majestic? Well, the goal is to take great content, 
personalise it, and then put it into a journey. Websites are linear, often lack 
personality and there is just too much information on them already. What 
you want to do is take that information and turn it into a series of weekly, bi-
weekly or monthly bite size chunks. Your entire database is then started on your 
interesting journey and every time you meet someone, you simply add them 
to the database and they will receive that useful information. In essence, as 
you keep filling the bucket with more people, the system then automates the 
Relationship  Data component so you can focus on the Sale (and focus only on 
qualified leads instead of PTW’s)! 

Oh yes – because your credibility is sky-high, you’ll be top of mind when people 
need the type of product that you’re selling. And you will have enriched their 
lives. It’s so beautiful… (sniff)…(sob).
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“Advanced Data Strategy”
 
 
Overview
In this grade I’ll show you how to build online forms that capture data back 
from the people in your database. Like most processes in Majestic, it has three 
keys: Information Stream, Accessibility and Communication Gateways. Ensuring 
that customer information is constantly being updated and refreshed requires 
two-way communication. From your side, you send outbound relationship-building 
templates and journeys. To get data back, you’ll need to use forms. This is R D.

Information Stream

1. Where do I start?

You start by making sure that the information that you have in your database 
is always accurate and current. To do this, you will use forms.

When you build forms, there are basically two categories of questions (or “fields”) 
that you can ask:

1.	 Standard	Fields.	These are questions that are common to everyone, such 
as first name, surname, city and province, postal address, etc. Majestic has 
these pre-built so you just click to add the ones you need and watch your 
form build itself.

2.	 Custom	Fields.	These are little trickier because they get specific 
information that you want to know. For example, “How often to you paint 
your house?” or “When does your cell phone contract expire?” These are 
specific to your business.

Depending on the type of answer you expect, you can choose a field type such as a 
drop down, a check box or a numeric field. Here are examples of the types of fields 
you can choose from: 

Grade 6



100

The Majestic WayGrade 6

Fig. 6.1 A list of possible field types

Fig. 6.2	Creating	a	drop	down	menu
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Fig. 6.3 Creating a text field

	

Fig. 6.4 Including custom fields to build your form

You will generally not need more than five custom questions in your form. Any 
more, and it will be too long. The longer the form, the more data you need to 
extract from people and therefore the stronger the relationship needs to be. You’ll 
usually only need to know the bare minimum, so be careful with your forms - keep 
them simple.
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Let’s build a form:

Fig. 6.5	Preparing	to	build	a	form

Fig. 6.6  Defining the features of your form
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Fig. 6.7	Preparing	to	add	content	to	your	form

Fig. 6.8 Including standard fields into your form
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Fig. 6.9 Preparing to add a custom field to your form

Fig. 6.10 Creating a custom field
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Fig. 6.11 Including your custom fields into your form

Fig. 6.12	Example	of	what	your	form	will	look	like
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�. Where will that lead us?

Forms lead to leads. The more completed forms you get back, the more leads you 
get. At a basic level Majestic is really that simple – your objective is to make your 
comms good enough to encourage people to fill out forms, and to make sure your 
forms are slick enough to get the information you want in	as	few	questions	as	
possible. 

You will probably be optimising and improving your comms and forms based 
on your response rates, so as your business changes, Majestic changes with it. 
Needless to say, there are no programming or design fees involved. Design and 
development houses charge money for every change, but Majestic lets you do it 
yourself.

Once you’ve created a form, you need to link that form to the emails that you 
send out. Remember those phrases in the examples you’ve seen that say “Click	
here to fill out some information?” That word “here” is actually clickable. When 
recipients click on the link, it takes them to the form that you have built. Any 
information you already have about them will be visible on the form so that they 
will never have to fill in the same information twice. They can of course correct 
information if they want to. To link a form to an email, login to Majestic and follow 
these steps:

Fig. 6.13 Inserting the link to a specific form inside an email
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The trick is to keep looking at ways to improve the usefulness of your forms and 
make them look like they are an integral part of your company and business 
(which they are). 

One way to do this is to use a look and feel. Creating a look and feel for forms is 
the same process as making one for comms (except you set them up in different 
places). It is possible to really make your forms look good, but perfectionism is 
unnecessary and outside the scope of this book. To create a look and feel you will 
need to use the File Library. The File Library allows you to keep the latest versions 
of images and documents on our server so that anyone in your company can 
access them. It also means that if you update one image or document, it changes 
all the communications that refer to them!

Fig. 6.14 Opening the file library
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Fig. 6.15	Preparing	to	upload	a	document	/	image



109

Grade 6     > > >  Advanced Data Stategy > >  Information Stream

Fig. 6.16	Uploading	a	document	/	image

Fig. 6.17	Preparing	to	add	/	edit	a	look	&	feel
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Fig. 6.18	Inserting	an	image	into	a	look	&	feel

Finally, it will be necessary to ensure that your journey behaviour is specifically 
set to “drive to form”. Essentially, you need to tell Majestic which form you 
are trying to get people to complete so that when they do complete the form, 
Majestic knows to stop the journey (and therefore stop the reminders!) Go back 
to the COMMS MANAGER  ALL COMMS and edit the journey.
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Fig. 6.19 Defining a journey behaviour as a “drive to form”

�. How do you know that?

Working with hundreds of small businesses in this way has taught me that forms 
work. Every single business in the Majestic network uses the combination of 
journey  forms (R D), which is why almost every case study in the book refer to 
them in one way or the other. The example below is nothing new, just a business 
that automated and maximised their data gathering efficiency in a slightly more 
sophisticated way… just like you will be doing.

CASE	STUDY	27	-	SEASONS	IN	AFRICA

When Patrick first arrived at our offices he was a referral from another company 
(surprise, surprise!). After a chat on the phone we agreed to meet the rest 
of his team who were sceptical to say the least. They were convinced that 
the travel industry was different to all other industries and much tougher. We 
smiled, because we hear this kind of thing all the time: “the insurance industry 
is completely different to all other industries”, “selling motorbikes is different to 
selling anything else”, “the property decision making process is much longer than 
most other products” etc. And every time when we bring their business back to 
the Golden Ratio and put the Majestic processes in place, reactions change from 
scepticism to excitement.

All in all, Seasons in Africa represented three five star game lodges, three hotels 
and a couple of ancillary adventure companies. One of their game lodges is 
Leopard Hills which I mentioned earlier. What’s nice about this case study is now 
that you know how Leopard Hills continues the experience after their guests leave 
the lodge, this case study gives you an insight as to how Seasons in Africa gets 
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people to the lodges.

The trick with marketing a game lodges is building relationships with tour 
operators locally and around the world. It takes a great deal of time and effort to 
do this and with so many game lodges being built all the time, the competition 
within Africa is stiffening. This is how Seasons in Africa (SIA) did it:

1. SIA divided their database into Local tour operators and International 
tour operators. Then they sub divided both into “existing clients” and 
“prospective clients” making four sub divisions in all.

2. With local and international clients and prospects being different, they 
created two different types of online feedback forms, and a separate 
prospect form. In many cases, you will need to create different types 
of forms depending on the kind of information you want back from the 
various people in your database. It’s not hard. SIA created three different 
forms in very little time.

3. Before the Indaba travel show (the largest annual travel expo in the 
country) they contacted everyone in their database via a personal 
communication journey. When the journeys went out, they let everyone 
know where their stand would be at the expo and also asked them 
whether they would be attending or not. 

4. Now, it is important to realise that SIA had a couple of sales reps, each 
responsible for different clients. Before SIA communicated with their 
database, they formally assigned a sales rep to each client. In many cases 
this was easy as each rep knew who their main clients were - it just wasn’t 
formalised into a specific database. When the journeys went out, the 
same message was sent to the entire database, BUT the message came 
personally from the sales rep in charge of each account.

5. This is the kicker: In order to get a price list, the prospects and clients 
HAD to complete a form to update their data. This contradicted almost 
every other hotel or game lodge at the Indaba travel show who would 
just bulk mail their price list and brochure to every singe person that they 
could get their hands on. They would spray and pray for the best, but SIA 
focussed on building relationships first and only giving the information to 
people where an existing relationship had already been established. 

Did it work? 25% of their database completed the information and they had their 
best Indaba ever.

One more thing about SIA - when one of their sales reps left, a wave of fear 
went through the company. They were worried that the rep may have taken 
their database (and client base) with her. The worry was short lived, however 
because first, the rep only had access to her own clients. Second, just before she 
left, SIA sent out a mail to all her clients on	her	behalf telling them that she was 
leaving and introducing her replacement. The next day, an email came from the 
replacement introducing herself and explaining how excited she was to be taking 
over the account. This made the transition process both seamless and safe and… 
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it provided another excuse to contact each client and ask him or her to update 
their details and get more information back from them! 

Relationships, relationships, relationships. You MUST fanatically build your business 
around them.

Accessibility

1. Where do I start?

Accessing information in Majestic is easy… in some cases too easy. For 
security reasons, you need to start by deciding who in your company has access 
to what information. This happens in the “user settings”. As a business owner, you 
will want to have full access rights (administrator status), but you may have sales 
reps who should only have access to their leads and nothing else. In other words, 
they can’t see suppliers, they can’t edit comms and they can’t create forms. 
Sometimes you have people in the middle such as sales managers who need to see 
all the sales reps leads, but cannot access comms or forms. Below is a summary of 
Majestic’s users settings:

Fig. 6.20	Setting	up	a	user	and	modifying	access	rights
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It is very important that you understand that every person in Majestic must be 
assigned a “user” i.e. someone that owns the relationship with that person. If you 
look at the way an accounting package works in the B2B space, the package will 
define a client as the entity that pays the bill. This is the problem that many B2B 
businesses have – they see their “clients” as being company names. How many 
business owners do you know that constantly brag about their clients as being 
IBM or McDonalds or Barclays Bank? Majestic is not built around companies, it is 
built around people. You need to start thinking of your clients as being “Cynthia 
Reynolds – the marketing services director for Barclays” or “Mike Spartan – HR 
Director for McDonalds” (names fictitious). 

When you send out a communication to a group of people in your database, 
Majestic splits that email up in two ways:

1. It personalises the communication to go TO that individual
2. It personalises the communication to come FROM the person in your 

business that is closest to that individual (in other words, the “user”)

Of course you can always force Majestic to send an email from someone who is 
not responsible for the relationship, but for reasons already made clear, Majestic 
is about building real person-to-person relationships.

�. Where will that lead us?

It will lead you using, storing and ultimately sharing information about contacts. 
What you are going to learn now is actually simple to implement. The only 
difficulty is understanding why it is so important to get data from (potential) 
clients. Part One should have convinced you of this and now you’ll find that 
Majestic allows you to easily access your information, and customise the way the 
information is viewed.

To begin with, let’s look at the very first page that you see when you log in. 
Ordinarily, most CRM training involves taking you through this step right at the 
very beginning. Why are we only getting to it now? I have followed the logic of 
the R D S principles, and according these principles you only need to learn this 
late in the Data stage. Building relationships through communication is far more 
important than using the actual data in the system. So finally, here it is – the 
very first page you see when you log-in:

     > > >  Advanced Data Stategy > >  Accessibilit y
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Fig. 6.21 Search	database:	General	Overview
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Fig. 6.22 Search	database	page:	General	Overview	(ii)

When you click “edit” next to a person’s name, you will be taken to the customer 
profile page. Once there, you can get phone numbers, add or edit data, send 
communication to them, see what forms they have filled out and a whole host of 
other things. This customer profile page is totally customisable. In your business 
you may not need to see a postal address or even a company name, but you may 
want to see something more important – something specific to your company. 
For example, a property developer selling houses may not be interested in a 
residential address or an ID number, but they might like to see the amount a unit 
sold for at a glance. Majestic allows for that.

Editing the profile page is exactly like editing a Majestic form. In fact, it really is a 
form, it’s just a special kind of form that is visible only to you! Edit it in the same 
way as you would any other form. Below is an overview of the customer profile 
page and instructions on how to customise it. To get here, just “edit” someone 
from the Search Database page.
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Fig. 6.23 The profile page before customisation

Fig. 6.24 Customising the profile page
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Fig. 6.25 The profile page after customisation

Imagine a big pool. In this pool are all the usual fields – first name, surname, 
email address, contact numbers, etc. As you create new custom fields, you 
throw them into the pool with the rest. Each time you build a form, all you are 
really doing is taking the fields you need out of the pool and using them inside 
a form. So, if you have two or three or four forms that use the same field (such 
as email address), every time a person visits that form, if there is already an 
email address in Majestic, they don’t have to complete their email address again. 
However, they can edit their email address any time they wish, which is a good 
thing because it keeps your database up to date!

Needless to say, accurate information about clients lies at the heart of a personal 
relationship and effective selling.

�. How do you know that?

CASE	STUDY	28	-	HARLEY	DAVIDSON

Harley Davidson has been one of our longest standing clients and they use 
Majestic all over their business. However, what I want to show here is how their 
status function works. Every person that comes into Majestic is assigned a status. 
The most common are: “Just looking” and “Deposit”. “Just looking,” means that 
the sales reps need to keep in contact with that person to try and sell them a bike 
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later on. “Deposit” means that they have made a purchase and paid a deposit.
Harley Davidson also uses the status setting in a more advanced way. When a 
person brings in a bike to be serviced or repaired, Harley Davidson flags their 
status as being “Workshop in” and when the bike is ready, it becomes “Workshop 
Out”. What they then did was create a journey for each of these statuses (there 
is a behaviour called a “status journey”) that fires off an SMS to the client either 
letting them know that work has started on their bike or that their bike is ready to 
be collected.

If you know information about your client, you can track their needs, and if the 
information is accessible to the right people, then you can do things like Harley 
Davidson did with their workshop SMSs.

CASE	STUDY	29	-	SORMA

Sorma is a company that sells large-scale cleaning equipment to big corporations. 
Like Harley Davidson, they use Majestic’s sales tracking features to allow their 
employees to access needed information.

• Administrators can do everything – set up comms, edit forms, or 
anything else

• Sales Administrators can see everyone’s leads, but they can’t edit 
communication templates, journeys or forms (but they can send them)

• Sales Managers can’t set up either comms or forms, but they can see 
leads and tasks for those reps that fall below them in the management 
hierarchy

• Sales consultants can only see their own leads. All they can do is 
process their own contacts and update the progress of sales (let’s face 
it – you’ve got to be simple for these folk; they are out there to make 
commission, NOT update databases of their own clients).

Depending on your kind and size of business, you can use Majestic to do pretty 
much anything from customer care to sales management. The data is as accessible 
as you need it to be, and can equally be restricted when there is a need.

Gateways
As discussed in an earlier chapter, gateways are the various ways that 
majestic communicates with the outside world. The gateways that Majestic uses 
are email, SMS, fax and web.	(Phone numbers are also easily accessible. Just 
because Majestic automates most of your communication, it does not mean it will 
ever replace people or the personal touch of a phone call!)

Note.	For	security	reasons	Majestic	does	not	come	standard	with	SMS	and	fax.	
You	have	to	request	that	these	plug-ins	be	activated	along	with	several	others.	For	
more	information,	please	refer	to	Majestic’s	website,	www.majesticinteractive.net.

     > > >  Advanced Data Stategy > >  Gateways
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1. Where do I start?

Some gateways are better for outbound communication and some are better 
for inbound communication. It is important is that you have the potential to 
use them all, as and when you need them. We’ll begin by creating a simple fax 
and SMS template. These templates are created in exactly the same way as an 
email template, except that you switch between email, SMS and fax when you 
edit a communication. Remember, you must always de-activate (i.e. click “Edit”) 
a communication before you can make any changes, and then re-activate it 
when you are ready. This stops the system sending out mail while you’re making 
changes to it!

Fig. 6.26	Switching	between	a	fax	and	SMS	template

You can use all the different gateways the same way in journeys as you would in 
templates.

�. Where will that lead us?

Now that you know how to create email, fax or SMS templates and journeys, 
you can also create alternative comms. Alternative comms will send different 
messages depending on what the customer prefers, and on what information you 
do or don’t have on the customer (e.g. email address, cell phone number, fax 
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number etc.) This is quite advanced and it is a plug-in that you will need to have 
activated. You can read up on this on Majestic’s website.

Fig. 6.27	Creating	an	alternative	comm.

Fig. 6.28	The	map	showing	all	alternative	comms

     > > >  Advanced Data Stategy > >  Gateways
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Fig. 6.29	Creating	an	automatic	reminder	task
	

The only problem with creating alternative comms is that every time you make 
a change to one version, you need to remember to edit the other one. If the 
messages are worded very differently, you may need to do some creative thinking 
to get it right.

This is quite advanced, but you can request that customers state their preferred 
method of contact. If you have an email address for John Smith, but he prefers 
being communicated to by fax, the Comm Intelligence function will allow this 
to be set up in the customer profile page. Majestic will then ensure that where	
possible, the fax version of the communication will be sent instead of the email.

It is very seldom that you will use the Comm Intelligence function, so it is 
another separate plug-in. In nearly all businesses that I’ve worked with, email is 
by the most prominent and the others are rare. Also, it can be time consuming 
to create various versions of every message that you sent out, and even more 
time consuming if you want to make changes to them along the way. But the 
possibility is there.
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�. How do you know that?

There are various possible scenarios where using alternative comms may be 
useful. The case studies below illustrate a few of these. Examine your needs to see 
if it would work for your particular business.

CASE	STUDY	30	-	eSQUARED

Back to Eric and his fashion stores. When a person enters his store, Eric either 
gets an email address, a cell phone number, or both. The problem is, if he only 
gets a cell phone number what will the customer get? Or only an email address, 
then what? For him to create three different journeys, one for each scenario and 
teach is his staff which one to send was too much of a mission. So we created a 
single journey for him like this:

Fig. 6.30	Alternate	Comm	Journey

• An hour after the journey starts (in other words an hour after a 
customer visits the store), those with a cell phone receive an SMS 
thanking them for visiting. Those that have an email, receive the email 
version.

• Two hours later, those people with a cell number and an email address 
receive the email with a voucher from Eric. Those that don’t have an 
email address receive a SMS with the voucher. (In other words, those 
that had a both a cell phone and an email first received a SMS, then an 
email. Those that only had an email received two emails and those that 
only had a cell phone received two SMS messages). All this took just 
one journey!

• Two days later, only those with email addresses received the drive to 
form (you can’t get enough data back from an SMS, so there was no 
point in asking)

     > > >  Advanced Data Stategy > >  Gateways
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Majestic can get data back from an SMS, but it has to be carefully set up. For 
example, if you have a database of cell phone numbers and you want to SMS 
them for email addresses, you can send out an SMS and when they reply, that 
email address goes into Majestic. Likewise, you could send out an SMS campaign 
asking people if they would like more information on a certain product. Those that 
reply “yes” will automatically receive that information from Majestic. It does this 
by simply kick starting a second journey once the data has been received.

<Even	sending	bulk	communication	is	merely	the	act	of	starting	a	whole	group	of	
people	on	a	journey!	Even	if	that	journey	has	only	one	email,	SMS	or	fax	in	it,	it	
doesn’t	make	any	difference.>

CASE	STUDY	31	-	CHASING	MONEY	OWED

You’ve already seen how SMS, fax and email has been used within journeys 
from previous cases studies so I won’t use a specific company here. However, 
a journey can be a VERY effective way of chasing money owed. Here’s what I 
suggest you do if you have a little trouble with collecting payment (like most 
small businesses do)…

Email or fax your invoices using Majestic. If you are a company that only posts 
invoices, change your policy immediately. You need to use digital media to 
communicate as soon as possible, even if you both post and fax / email invoices. 
Once the invoice has been sent, set a reminder (I’ll show you how to do this in 
subsequent grades) to check up in 30 days time (or the length of the term of 
your payment). If 21 days are up and you still have not been paid, set up an 
automated chain of events like this:

1. An email from your accounts clerk notifying the customer that their 
payment is due in a week (or any employee if you don’t have an 
accounts clerk)

2. 7 days later a second reminder from your accounts clerk, this time a  
little sterner that the amount is due now, but has not been paid

3. 7 days later, a fax comes directly from you, the owner
4. 7 days later an SMS demanding payment or further action will be taken 

from you
5. Finally, when the journey is completed set an auto-reminder to push 

you to chase up this money personally through a phone call.

Chasing money is one of those jobs that small businesses hate doing. 
Furthermore, often this role is placed on some poor administration person in 
your company who is responsible for far more enjoyable duties than accounts. 
This is not great for them and not only does it lead to anxiety on their part, but 
their willingness to follow through may not be as high as it should be. Personally, 
I can’t blame them, but with an automated journey most of this burden can be 
taken off their shoulders.
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“Advanced Sales”
 
 
Overview
Almost there! Now how can I get to those damn leads Scott keeps 
promising? How can I increase my closure rates like he keeps preaching about? 
How can I sell more to customers I don’t even have yet? One could argue that this 
book is useless without a source of leads and the extent to which cold calling and 
advertising doesn’t work, that is absolutely true. So although Majestic starts with a 
lead, unless your business is built around converting those leads, they’ll just go in 
one end and out the other. Close the gaps, make the most of what you have then 
you’ll maximise your sales.

Canvassing

1. Where do I start?

Thankfully, aside from conventional advertising and cold calling there are 
two key places to canvass for new, fresh leads:

1. Through external lead generation campaigns (not discussed in this book, 
but there are plenty of resources on and off the web discussing lead 
generation, search engine optimisation, PPC, affiliates, etc.)

2. Through viral / referral marketing (either into your own base or into 
someone else’s).

All over the world there are business networks. There are seminars, breakfasts 
and evening get-togethers, where a bunch of small business owners get together, 
exchange business cards and “chat”. If you go to any of these, I trust that 
from now on you’ll do things differently. From now on, you’ll hopefully make an 
impression with as many people as you can, and then load them into Majestic to 
kick-start a relationship-building and data-gathering journey.

But what if that isn’t enough? What if you don’t have a big enough base to 
start with? Well, if the goal of business networks is to get you business, what	if 
every person that attended these networks had direct and immediate access to 
everyone’s whole client and customer base? And what if they had already built up 

Grade 7
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a strong relationship with that base? Instead of 50 people attending an event, in 
effect 50,000 people would attending, because the 50 people physically present 
each brought 1,000 people along with them (i.e. their database). This is where 
things get interesting because suddenly, within a matter of minutes, you can start 
a journey to another Majestic user’s database. You can generate leads for each 
other’s business! This is truly exciting stuff!!

<As	a	quick	side	note	–	don’t	worry	about	compromising	your	data.	I’ll	show	you	
how	to	do	this	and	still	maintain	complete	control	over	your	data	which	is	yours	
and	only	yours.	Nobody	can	do	anything	with	it	–	only	you	can!>

But before we get other people to market you into their databases (now don’t get 
cross with me now – I won’t lead you astray, trust your teacher), you first need 
to maximise every lead you can get from your own database. This means I need 
to show you how to run a referral marketing campaign into your own database! 
Essentially, you are going to be asking your clients and customers to give you 
names and contact details of other people they know that could use your products 
and services. (See: I told you I wouldn’t let you down). Understand these two 
things about viral marketing:

i. People won’t refer their friends to you unless the relationship	they 
have with you is extremely strong. This means that the levels of trust 
must be very high.

ii. What you are asking them to do is give you contact details (which is 
data) about their friends

So you see, viral marketing is just another component of  R D S. Because 
Majestic is built around the  R D S principle, viral marketing is easy to set up 
and manage. In fact, setting up a viral marketing campaign in Majestic is exactly	
like setting up any other drive to form campaign. All you need to do is:

1. Create a referral marketing form (asking for friend’s names and contact 
details)

2. Set up a standard drive to form journey asking existing people in your 
database to complete it (this is called “viral	out” because you are 
casting a net out to try and “catch” new people)

3. Create a second form which is a lead qualification form that those 
newly-gotten leads will complete if	they are interested in what you 
have to offer

4. When a customer completes the viral out form and refers his or her 
friends, you will send a journey to those friends to try and get them 
to accept the offer (i.e. complete the lead qualification form). This is 
called “viral	in” because now that you’ve netted more prospects, you 
have to convince them to take up your offer and haul them in.

5. Notify the person that made the referral that one of their friends has 
accepted and thank them for it. (Do not skip this step! It’s all about 
relationships, and this person did you a big favour. Acknowledge that!)
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This is how you build it:

Fig. 7.1 Defining a form as a viral form

Fig. 7.2	Preparing	to	edit	the	viral	form
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Fig. 7.3	Adding	content	to	the	viral	form

Fig. 7.4	Example	of	what	the	viral	form	will	look	like
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Fig. 7.5	Creating	the	comms	to	supplement	the	viral	form

Remember, the only trick with referral marketing is to know that people won’t refer 
other people unless they’ve already experienced “you” at some level. They don’t 
have to be existing customers, but you must have a strong relationship. In other 
words, don’t ask for referral data until you’ve received their data and serviced 
them well!

To finish this section, I’ve included an article I recently wrote called The 10 
Mistakes	of	Referral	Marketing. Don’t make any of them!

Referral is the highest form of flattery.	

This is the by-line of Majestic Interactive and it has become the cornerstone 
of what we do. In fact, this is what my seminars and the Majestic Network are 
achieving every day in ways that will bring tears to your eyes. Unfortunately, what 
nearly all businesses don’t understand is that referral	marketing	must	be	a	formal	
process. In other words, you need to measure it.

So, here are the top 10 mistakes that South African businesses make in their viral 
/ referral marketing initiatives):

1. They don’t understand the concept. Referral marketing is about 
leveraging trust from one person to another. It is inherently the purest 
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form of business one can have. Referral marketing is NOT just some 
scam to bring in business for free. 

2. They think that referral marketing just	happens. Less than 10% of 
referral business "just happens". People DON' T want to talk about you 
or your product at parties and they DON'T want to run around telling 
all their mates how great you are. 

3. They don’t formally measure it. If you don't have a formal process to 
track referral leads, then don't bother. 

4. They don’t report on it. You need to show the person who referred you 
what the result was (especially if there is commission owing!) You also 
need to know at a glance who referred who and where each person is 
in the sale process. 

5. They don’t ask for referrals. It's unbelievable, but nearly all the 
businesses I’ve worked with are too scared to ask the simple question: 
"could you please give me a referral?" 

6. The timing of their request for referrals is bad. If you ask for a referral 
before the relationship is strong enough, then you don't have much 
chance of getting one. However, ask at the right time and you may just 
get more business than you can handle! 

7. They run campaigns that rely solely on referrals. Referral initiatives are 
there to SUPPLEMENT other marketing initiatives, NOT replace them. 
They should be part of the campaign, not the campaign itself. 

8. They don’t make the referral process part of their day to day business. 
Referrals should be part of your life, not an occasional flurry when your 
business is having a bad month. 

9. They let the referee down. Someone puts their name on the line for 
you and you don't have the courtesy to follow it up? Or worse, you 
provide shocking service to the referral?!? This makes me want to get 
violent. 

10. They don’t offer commission. For crying out loud, this is 
BUSINESS. Business is about money. Referral commissions are the 
most critical element of the whole show. They're not always necessary, 
but you'll lose out if you don't at least offer them.

All this leads into the concept of lead generation and ROI (Return on Investment) 
marketing. Do not spend money on marketing, unless you are guaranteed a 
return on investment. Welcome a new age of World Micro Business Domination! 
Big Business had better adopt this strategy quickly, or else they will get left 
behind.
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�. Where will that lead us?

Referrals lead to leads of course! And leads lead to … sales (and more referrals, 
and more leads, and more… ok, you get the picture).

Once you understand how to get referrals from your own database, then you will 
be able to cross-market from someone else’s. The process is exactly the same. 
You can run campaigns into your database for another business, or they can 
do the same to you. This is a highly advanced form of lead generation because 
both parties (you and the lead provider) have to understand Majestic implicitly. 
However, this form of lead generation is also by far the most effective, because 
there is no better way to generate leads than have someone take your business 
to their database where there is already a strong relationship. They leverage their 
credibility onto you, just as with viral marketing in the previous section.

Majestic allows you to create a special type of drive to form journey called a 
“Drive to public form”. In order to be allowed to cross market, both parties need to 
request Majestic to activate this plug-in. Majestic will then allow the lead receiver 
to flag a particular form in their profile as being “open to public”. Once this form 
is available, the lead provider can create a “drive to form journey” in his system 
that drives people to complete the form in your	Majestic profile. That way, you only 
receive qualified leads from the other person’s profile and the lead provider does 
not hand his whole database over to you! In fact nobody’s data ever leaves their 
site until the prospect has successfully chosen to move across to another profile.

Fig. 7.6	Creating	a	cross	marketing	form
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Fig. 7.7	Accessing	cross	marketing	tags

Fig. 7.8	Setting	cross	marketing	behaviour
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When cross marketing, it’s important to understand a few things:

• Price	negotiation. Be careful how you negotiate price with someone. 
The best method is always to offer the lead provider a percentage of any 
deal that their leads bring in. You can also do cost per lead deals, but 
this is dangerous unless you know your conversion rates extremely well. 
You don’t want to overpay for leads you can’t convert.

• Security.	Nobody can access your database. When you launch a 
journey into your database to promote someone else’s product, you 
have full control over the process.

• Do	it	slowly. Never launch a cross marketing journey (or any journey 
for that matter) into your entire database at once, without first testing 
the results. Do it slowly, then see how well the lead receiver does in 
converting those leads into sales. If the lead receiver does not deliver on 
the test sample, then don’t send them any more leads!

• Reports. Know what reports to ask for from the lead receiver to keep 
track of their sales process. I’ll go into this in the next chapter, but 
make sure you keep tabs on what is happening with your leads. 

• Follow	up. It is highly advisable that you send out a survey to any 
leads that you’ve passed to someone else.  Majestic has a type of 
behaviour called a “Form completion – public form” journey. This allows 
the person that sent you the lead to send a survey out to the people 
they referred, saying something like: “Hi Sally, Scott here. I believe that 
you	have	been	working	with	Simon	Smith?	Because	I	referred	you	to	
Simon,	I	just	wanted	to	see	how	things	are	going.	Please	click	here	and	
fill out a very short survey on the service that Simon has provided you. 
I’m	sure	he	is	doing	a	great	job,	but	I	just	want	to	make	sure	that	you	
are satisfied with his performance.”

Get this process right and you will have a constant stream of business coming in 
without hassles or the worry of knowing whether your referrals are working or not!

�. How do you know that?

Glad you asked! Have a look at the following examples of how both viral marketing 
and cross-marketing techniques work together (along with some advanced 
canvassing). 

CASE	STUDY	32	-	MAJESTIC

They say that one should always practice what they preach and I agree. This 
example shows you one form of referral marketing used by Majestic itself. 
Whenever I do seminars in front of new small businesses, the first thing I ask 
them to do is raise their hand if they were referred by someone else. When 
almost everybody puts up their hand, there is always a gasp of amazement. This 
is because my business works on referral marketing. In fact, right now half my 
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database right now comes from referral marketing (the other half come from PR 
and my first book). But bear the following two points in mind:

• If half my database comes from referral marketing, then referral 
marketing isn’t enough to sustain my business. It means that I have 
to do some kind of lead generation to acquire a seed base which I can 
mine to get referrals. (I can’t ask for referrals from someone I don’t 
have in my database).

• To get my referrals, I had to work with the databases of other Majestic 
users. For example, I did a deal a small business coach. He ran a 
journey into his database telling people about me and my book. In his 
emails was a link to my seminar form and those that filled out the form 
were then “cloned” into my database. I then ran a viral campaign to 
those people asking them to bring a friend along with them. I received 
over 50 fully qualified leads from this database which then, because of 
the viral component, yielded 100! As a final follow up, my lead provider 
emailed those leads to see how it went – they were all very impressed.

Viral marketing is about two things:

1. The referral rate (Rr). The referral rate is the number of referrals you 
get, divided by the total number of people asked to refer. So if 100 
people were asked to refer their friends and 20 of them referred 1 
friend each, that’s 20 referrals received. 20 / 100 = 0.2.

2. The take up rate (Tr). The take up rate is the percentage of those 
friends that actually take up the offer. This is often neglected in viral 
marketing campaigns – if the referrals don’t take up the offer then 
you can’t add them to your mailing list. They have to opt-in or accept 
whatever it is you are offering. If 50% of those friends take up the 
offer then the Tr=0.5.

If you multiply Rr x Tr you get the viral efficiency (VE) ratio. In this case 0.2 x 0.5 
= 0.1, or 10%. This means that if the viral campaign was to carry on, in other 
words, if those referrals generate other referrals, etc. then your database will 
increase by 10% for doing nothing. However, remember that those 10% are often 
HIGHLY QUALIFIED which makes them more valuable than normal leads. 

As your VE ratio approaches 1, the nature of your campaign increases 
exponentially and, in theory, the campaign will never end. This only happened 
to me once where, for a short period of time (remember that all these ratios can 
only be measured in a single point in time and fluctuate constantly), the VE ratio 
went to 1.05. We took a seed base of 4,000 people and expanded it to 40,000 
people in just over a month! This doesn’t happen very often though, so please 
don’t think it will happen to you. Use viral marketing to help your business, don’t 
rely on it exclusively.
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CASE	STUDY	33	–	eSQUARED

So many retail shops and restaurants that I’ve worked with invest in fancy stock 
control systems, but don’t invest in their customer communication! This is why I 
keep coming back to Eric from eSquared - he provides such a great example of 
Majestic’s use in the retail industry. In this case, he used the viral marketing plug-
in to increase the size of his database. Doing so led to additional sales with no cost 
and very little effort on his part.

Below is Eric’s “viral out” mail – the mail he sent to ask people to refer their 
friends:

Hey #fname, 

you know all those people in your extended group of friends and family who didn’t quite qualify 
for a present from you this year? 

Well, why not give them 30% off their FIRST ITEM purchased from eSquared AND a cup of 
coffee at our store? The good news; it won't cost you a cent. All you have to do is click here 
and we'll give them a present on your behalf. The offer will mention this little gift for them is 
from you. How nice of you, #fname! 
 
And... if five of your friends collect their gifts and spend more than R100 each, I'll give YOU a 
T-shirt of your choice.

Where else can you give a whole bunch of gifts to other people and actually get something in 
return? The more you give, the more you receive! (I'm sure I read that somewhere). It must be 
some new age universal thing... 
 
Wadaya say? 
 
Later, 
Eric 

And these are the “viral in” mails – a mail with a follow up that was sent to the 
referred friends to try and convince them to take up the offer:
Hey #fname,

Your good pal #viral_fname #viral_sname has been kind enough to give you a 30% off voucher 
at our eSquared clothing shop AND you get a cup of coffee on us. To redeem the voucher from 
#viral_fname, just click here.

Take a look at our store and get directions at www.e2fashion.co.za. It's a clothing store with 
a difference, kind of like being in a Tibetan Palace, only it's warmer and the shirts don't fade 
when you wash them.
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(Sigh) ...if only the rest of us had friends like #viral_fname.

Later,
 
Eric (I do customer services and stuff here at eSquared).

And the follow-up, if there was no response:

#fname, 

your 30% voucher and cup of coffee from #viral_fname #viral_sname is still waiting to be 
collected. Please redeem it by clicking here.

Enjoy our store,
 
Eric

Finally, out of courtesy, the following “viral notification” email was automatically 
sent to the person that referred the friend, once that friend had actually taken up 
the offer!

Great news #fname! 

#viral_reg_fname has taken up your offer for the 30% discount voucher. Make sure they buy 
you a drink next time you're out with them.
 
Shot once again for the referral,

Eric

Of the 1875 people were asked to refer their friends, 210 new friends were 
referred. Of those 210 friends, 75 accepted the offer. Not huge numbers, but 
enough to make it worthwhile – after all, it only cost a little time. Many people 
expect a viral campaign to keep going and going and going until you have so 
many clients that Google offers to buy you for $1.2 billion, but in reality this 
doesn’t happen often. Just be happy that you have been able to increase your 
sales by doing little else than just asking your customers to refer someone!

Closing

1. Where do I start?

You start by using the three sales tracking tools you’ve already been introduced 
to: 

     > > >  Advanced Sales > >  Closing
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• Comms (communications – email, SMS and fax), 
• Comments (quick comments about people in your database) and 
• Tasks (reminders that ensure you keep your promises). 

Using them allows you to track each sale that you are currently working on so that 
none ever fall through the cracks. This is how easily Majestic handles allows you to 
capture comments and set task reminders:

Fig. 7.9	Comments	in	Majestic

     > > >  Advanced Sales > >  Closing
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Fig. 7.10	Tasks	in	Majestic

Now it’s time to take your sales process the next step using your most important 
sales tracking tool - the “Sales Funnel.” There are two key things to capture in the 
sales funnel:

• The sales process (in other words, where you are in the deal - proposal 
stage, approval stage, documents submitted stage, etc.)

• The potential revenue from the deal vs. the actual revenue received 
from the deal when it is signed.

This information is for both you and (if applicable) your lead provider. If someone 
is going to pass you leads they are going to want to know what’s happening with 
those deals to ensure they get their commission. 

Creating a sales funnel is the most difficult component of Majestic, but now 
that you have your forms waxed, you’ll have no problem with your sales funnel 
because, once again, a sales funnel is just a special type of form. The difference 
is that the sales funnel form can only be viewed inside the system (and not by 
customers or clients). 

This is a little tricky to create the first time round because you need to create two 
special fields: Deal Number and Deal Status. Start by creating a typical form on 
the FORMS MANAGER  ALL FORMS page:

     > > >  Advanced Sales > >  Closing
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Fig. 7.11 Defining a form as a “sales funnel” form

Fig. 7.12	Preparing	to	edit	the	sales	funnel	form

     > > >  Advanced Sales > >  Closing
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Fig. 7.13 Adding a new field

Fig. 7.14 Specifying the unique identifier (deal number)

     > > >  Advanced Sales > >  Closing
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Fig. 7.15	Creating	the	sales	funnel	status	(deal	status)

Fig. 7.16	Including	deal	number	and	deal	status

     > > >  Advanced Sales > >  Closing
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Fig. 7.17	Specifying	the	deal	status

Fig. 7.18 Creating and including other fields

     > > >  Advanced Sales > >  Closing
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Fig. 7.19 Accessing the sales funnel from the customer profile

�. Where will that lead us?

As you progress through the sales cycle, you can fire off journeys and templates 
to help you with following up and chasing the deal. This can improve your closure 
rates, but it will never replace your individual ability to close a deal. You can lead a 
horse to water, but you can’t make it drink. 

The most important reason for you to use the sale funnel is to track the source 
of your leads and where each lead is in the sales cycle. Multiple sales funnels can 
be used in this way. The key here is decide how many sales funnels you want. 
Generally you will have one for each product category that you have. For example 
a “Software Sale” would be a different category to a “Hardware Sale”. Then, under 
each of these you could have sub categories that specify exactly which product 
was purchased. Don’t make dozens of different sales funnels or things will get very 
confusing!

<Advanced	trick:	If	you	are	struggling	to	work	out	which	product	categories	
you	should	use	for	your	sales	funnel,	think	about	the	type	of	data	each	category	
requires.	If	the	data	you	collect	and	manage	to	process	a	sale	is	very	much	the	

     > > >  Advanced Sales > >  Closing
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same	for	each	category,	then	combine	those	categories	into	one	sales	funnel.	If	
the	data	is	substantially	different,	then	create	a	different	sales	funnel	for	each	
category.	If	you	are	still	unsure,	create	one	sales	funnel	then	add	more	as	you	
need	them.>

Most Majestic clients use the sales funnel in some way or form, but the trick is 
to be diligent with it. Too often micro-businesses are so keen to get the sales, 
that they don’t capture the process properly. If they don’t capture the sale they 
can’t report on it, and if they can’t report on it they won’t be able to run lead 
generation campaigns! It all runs in a full circle – do it all or do nothing at all.

�. How do you know that?

CASE	STUDY	34	-	INTERFACE

The team at Interface work the sales funnel extremely well. They have a product 
category called “Finance deals” which is broken down into home loans and vehicle 
finance. A finance deal can take quite some time to process, especially a home 
loan, so Interface uses the sales funnel to keep an eye on all the deals with the 
following benefits:

• The owners, Val and Rich, can see at a glance how many deals are 
in the pipeline for the month (this is typical sales force management 
stuff)

• They can also break down the deals by individual sales consultant to 
see who is pulling in the deals and who needs “additional training” 
(that’s politically correct speak for “who needs their ass kicked”)

• At each step of the approval process, the customer gets an email or 
SMS keeping them in the loop. For example: “Scott, your documents 
have been submitted to the bank, regards Sally-Anne” and “Scott, 
your home loan has been provisionally approved for R800,000, regards 
Sally-Anne ” and even “Congratulations Scott, you can now move into 
your new home! I’m very happy for you, Sally-Anne”. 

• You can imagine how popular Sally-Anne is going to be, and who better 
than to offer Scott additional products and services that Interface 
offers than… Sally-Anne!

CASE	STUDY	35	-	WALKERSONS	ESTATE	DEVELOPMENT

The Walkersons farm is situated in a wonderful part of South Africa, a haven for 
fly fishing enthusiasts. There is a hotel on the property that has developed an 
excellent reputation. Mark Walker (one of the “Walker sons”) approached us to 
help generate and manage leads to develop the property further. 

The canvassing worked extremely well - he took the databases belonging to 
several influential people involved in the project and started people in their 

     > > >  Advanced Sales > >  Closing
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database on a communication journey. The journey had to be very carefully crafted 
because the people it went to were high profile. The first email came from the 
owner of the relationship who explained to the recipient that Mark Walker would 
discuss the project with them in more detail. Mark then contacted them using the 
original referral as a reference. 

<This	is	absolutely	critical:	the first email must always come from the owner of the 
relationship.	If	there	is	no	relationship	to	begin	with,	that	is	spam	which	is	illegal,	
immoral	and,	above	all,	and	completely	unnecessary.>

To cut a long story short, an initial 314 contacts were loaded into Majestic. By the 
time the journey was complete, 173 (56%) had specifically expressed an interest 
in the development investment and only 20 opted out. Mark focussed his attention 
on the 56%, the low hanging fruit.

The rest of the leads were captured into Majestic and received phone calls 
from Walkersons’ advertising and public relations arm. Of course the source 
and reference of each lead was captured so Walkersons could measure the 
effectiveness of these campaigns.

Although the canvassing worked well, it was particularly the closing of the 
leads that needed to be well executed. Two agents had the mandate to sell for 
Walkersons and once the leads had been distributed, Mark wanted to be able to 
follow the progress of each sale. 

When the agents logged into Majestic to get their leads, they could only see their 
leads and nobody else’s. Because both agents used the sales funnel, Mark was 
able to see exactly who had which leads, where they were in the sales process 
(site visit stage, letter of intent stage, deposit paid, etc.) and make a judgement 
call on who was doing the better job of selling. Closing deals is about good lead 
management and communication. Mark could track it all. 

The result was that one third of the development was sold at the launch itself 
(which included many of the prime stands) and 50% was sold within three months. 
Er… “Earth to business owners… Earth to business owners… are you starting to 
realise just what’s going on here? Over.”

Re-Selling

1. Where do I start?

I’m sure you are realising by now just how easy it is to up-sell and re-sell, 
provided that you:

1. Get data back from clients that indicates whether they have a use or 

     > > >  Advanced Sales > >  Re-Selling
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interest in another product that you may offer
2. Track your sales appropriately and keep in touch with all clients and 

customers after the first sale has been made (in other words – start 
them on a journey)

So that’s where re-selling starts. Other than inserting relevant questions into your 
forms that generate leads for other products and services that you (or someone 
else) may offer, the other way to re-sell we discussed was to create a journey 
specifically to generate leads for that product or service, provided of course that 
the proposition is good. In order to do this, all you really need to know is how 
to send advanced bulk communication. You will, BTW, use this function on many 
occasions other than re-selling campaigns (such as sending invitations, specific 
lead generation campaigns, starting large groups of people on “interesting 
insights” journeys, etc.)

Fig. 7.20	Bulk	communication	(i)

     > > >  Advanced Sales > >  Re-Selling



147

Grade 7

Fig. 7.21	Bulk	communication	(ii)

There are two keys to remember when selling out bulk communication. They are:

1. Send it out! Some business owners are so in love with their own database 
that they never want to communicate with their own people! Don’t wait 
until you’ve written and perfected the 8th draft, send out communication 
when you can. However… 

2. Send bulk communication slowly. Don’t send it to your whole base at once! 
Use the bulk communication tool to send it out to a very small percentage 
first to test the results. If the feedback isn’t bad, then optimise the journey 
and send out more and more. 

Generating leads from your own database using  R D S works, and sometimes 
it even works too well. Always make sure you are getting enough leads to work 
with, but don’t overdo it or you will not be able to cope with the business. That will 
result in leads (and promises) going down the toilet which is, of course, completely 
unacceptable. And remember, many of your leads will come from referrals, so don’t 
let your lead provider down!

     > > >  Advanced Sales > >  Re-Selling
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�. Where will that lead us?

As stated before, time and again (and yes, it’s obvious and worth repeating) more 
leads mean more business. With all these leads coming in, you are going to have 
to make sure that you can make good on them. 

You may also get people coming to you and asking you for products and services 
that you don’t provide. Please don’t turn them away, because all that will happen 
is they will end up going to large corporation. Look after them as if they were 
your own and then send them on to someone else who can help them (i.e. 
another business in the Majestic Network!)

Majestic has a powerful plug-in that you can ask for called a “cloner”. Cloning a 
lead simply takes that lead from your profile and puts them into someone else’s. 
However, when you clone that lead its “source” is you, so that lead always has 
your name attached to it. If someone asks you for something that you can’t 
provide, capture their details into Majestic and then clone them to someone 
else in Majestic who can satisfy their requirements. If you have deal in place 
with them, they will give you commission if the lead comes through. Helping 
each other is what World Micro Business Domination is all about! Do you see 
employees within large corporations helping those from other large corporations 
in the same way? Certainly not now, but hopefully this will change as smaller 
businesses start firing on all cylinders.

Fig. 7.22 Cloning a lead to another Majestic user’s profile

     > > >  Advanced Sales > >  Re-Selling
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Cloning is a very simple way of moving leads between databases. Although it is 
outside the scope of this book, Majestic has some extremely advanced features 
that can do this on a much larger scale. For example, if you run a lead generation 
campaign and someone “ticks the box” to say they are interested in a product 
or service that someone else offers, that lead can automatically be cloned into 
the service provider’s database. Furthermore, when that lead does get cloned, a 
further pre-qualification journey is set up to find out more specific details of what 
the customer is looking for. It is incredible how well this works, so get the rest 
working for you first and then get ready to watch the fireworks! Learn more about 
this at the Majestic Forums.

�. How do you know that?

Although this is the probably the most exciting aspect of Majestic, cross marketing 
of databases will become the topic of a more advanced manual later. I will 
therefore share with you two extremely simple cases where Majestic has been 
used to re-sell to clients and customers without a cent being spent. 

CASE	STUDY	36	-	BOOGALOOS

This is so easy, it’s frightening. You may remember Boogaloos as being the 
clothing franchise for teenagers into skateboarding, rollerblading, etc. Boogaloos 
sends out a drive to form journey to every person that visits their store and gets 
a good amount of data back form them. One piece of data they get back is their 
birthday. Now a birthday is very useful to send out a happy birthday message, 
but there is another nice use for that information too. Kids of that age tend to 
make a pretty big deal of their parties, so knowing when their birthday is allows 
Boogaloos to kick-start a journey a month before their birthday. And what do they 
do? They invite the kid to have their party at Boogaloos. Majestic even handles the 
invitations. 

All the kid needs to do is put the names, email addresses and cell phone numbers 
of their friends into the system (via a viral marketing form) and the system then 
kick starts a drive to form journey to each person they have invited. If they 
can’t make it, they just click “not interested” and the journey stops. Otherwise, 
reminders can be sent out until they accept or reject the invite. Even if a friend 
doesn’t have an email address, the SMS works in the same way “Hey Scott, 
it’s	Darren’s	birthday	on	the	23rd	of	April	at	1pm	here	at	Boogaloos	skate	park.	
Just reply with “yes” if you can make it or “no” if you can’t. Cheers, Mark from 
Boogaloos.” Majestic handles it all.

CASE	STUDY	37	-	FLOWERS.CO.ZA

Because of the size of his database (40,000 people!), Chris and Flowers.co.za are 
going to become what I call a Super-Lead Generator. This is a little different to 
everyone else and it works like this:

     > > >  Advanced Sales > >  Re-Selling
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Flowers.co.za re-sell other products and services into their base, just like you 
and all the other Majestic businesses do, EXCEPT… because Flowers.co.za have 
such a large database and such high response rates, they will run lead generation 
campaigns for a host of other products and services that they don’t directly 
provide. Examples are event management, catering, professional speakers (Neil 
and Jenny from Speakers of Note will like that!) and even conference room and 
technology rentals.

The leads that come through Flowers.co.za are automatically “cloned” into the 
various Majestic profiles of the micro businesses who will then tender for the 
business. The prospect then ends up receiving a handful of very personalised 
quotes from the various providers, so they can make the choice of who to give 
the businesses to.

A whole group of businesses will surround Flowers.co.za, feeding off the business 
that they are providing. This one little website is going to help dozens of micro 
businesses flourish! Imagine hundreds of thousands of successful business owners 
thriving from a core group of Super-Lead generators! As more and more Super-
Lead generators come on board, the less and less cold calling and conventional 
advertising micro businesses have to do. If only large media corporations and 
web sites cottoned onto this concept, instead of flogging overpriced ads to 
unsuspecting and desperate business owners, the small business world will be 
revolutionised. They are sitting on the answer… so WAKE THEM UP!

     > > >  Advanced Sales > >  Re-Selling
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“Measure Everything!”
 
 
Overview
You have now taken what can only be described as a hyper-advanced course 
on digital marketing. Much of what I have learned over the past decade has been 
poured into this book, and it’s frightening to realise that in my entire career I have 
not yet come across anyone who has come even close to adopting the full range of 
these techniques in their business. 

What is even more alarming is that everything I’ve taught you so far will be 
completely useless if you don’t measure it diligently. You need to be constantly 
checking, optimising, refining and growing yourself, your business and your 
relationships. To do this you are going to need proper reports, and to know how 
to interpret them. This chapter is about how Majestic will help you do that. I really	
suggest you don’t skip it.

Ok, let’s begin this chapter on Measurement by explaining why you should be 
measuring your business. You measure your business to optimise the Relationship  

 Data  Sale process. You should constantly look for ways to improve your 
conversion rates at each stage. Without something physical to monitor your 
progress, you can’t do it. 

You also measure your business to reduce and ultimately eliminate financial risk. 
I mentioned in How	NOT	to	Start	and	Run	Your	Own	Business	that the Oxford 
Dictionary defines an entrepreneur as a risk taker in matters of business. As of 
now, you are no longer part of the entrepreneur community; remember – only one 
out of 10 of them is going to make it. Majestic is here to eliminate your risk as 
far as possible. The goal is to measure your business so effectively that you don’t 
spend money unless you have a guaranteed return on investment. Sure, there’s 
no such thing as a 100% guarantee, but the point is to get as close as possible. 
That is the crux of what World Micro Business Domination is about – eliminating 
risk. From now on, you are a no longer an entrepreneur, you are a micro business 
owner – and a damn proud one too.

Let’s begin with the five most important reports. Because Majestic reports improve 
every day, what you see here and what will actually be visible on Majestic may 
differ slightly by the time this book goes to print. 

Grade 8
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One final point – Majestic is NOT here to give you fancy shmancy customised 
graphical dashboard reports that compliment you on your new suit every time 
you use one. Majestic will give you the data that you need to get the job done. If 
you really want to do high-end analysis to correlate the sub-coefficient of y=x/pi 
squared to determine why people whose middle name starts with a “Q” are less 
likely to buy than anyone else, then either we can build you a custom report 
(for a fee, of course) or you can export the data into Excel and do it yourself. 
As yet, we have not had a single micro business that has had either the time 
or inclination to use anything more than what Majestic already provides them. 
Please… don’t get clever. Spend your time selling, not creating pivot tables. (And 
by the way, if you have absolutely no idea what a pivot table is, then GOOD FOR 
YOU!)

Relationship Reports 

Lead activity

The first thing you should be measuring in Majestic is your lead activity. Use 
the Search Database screen (the first screen that you see when you login) for 
this. 

The data on this screen only shows you activity for that particular day. If 
someone new was added today, they will appear here. If someone has been in 
your database for some time, but something about them changed (for example, a 
comment was added or they completed a form), then they will also appear here. 
The following day, they will become invisible and you’ll need to use the search 
criteria to find them again.
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Fig. 8.1	Using	the	search	database	page	for	a	quick	overview

Remember, this page is just a summary to give you an overall impression of what 
happened today. Use the REPORTS tab to access the more specific reports.

Comms sent report

You will find the COMMS SENT report particularly useful when you first start feeling 
your way around Majestic, because it shows you exactly what communication 
has gone out and who it went to. Once you have become confident that your 
communication is working, you will probably use it less frequently. This report 
shows you a list of all the people that have received communication over any given 
period of time. The communication could be via email, fax or SMS. What is useful 
about this screen is that you can see by colour whether or not they are:

• Green (opened):   This means the person received and opened /  
 actioned the communication

• Red (failed)  This means they did not receive the    
 communication at all (usually because of an   
 invalid email address, fax number or cell phone  
 number)
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• Orange (pending / sent): This means it was sent and although we are   
 fairly certain it arrived, we can’t prove it**

Fig. 8.2 Comms	sent	showing	a	list	of	all	messages	sent	out

** Majestic will do its best to track the open rates of each individual email that goes out. 
However, with certain versions of Microsoft (grrr) Outlook and Gmail, this is not always 
possible. Basically though, a status of pending / sent means you can happily accept the 
email as having been received.

Comms summary report

You’ll probably use the COMMS SUMMARY report more frequently. This report 
displays a snapshot of each particular piece of communication that has gone 
out. The content of this report is exactly the same as the one above, except it is 
summarised into one line. You can break the report down by specific journey and, 
like the previous report, you can see the status of each communication that was 
sent.
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Fig. 8.3	Comms	summary	showing	a	summary	of	all	messages

When you send out individual templates, the communication will go out almost 
immediately. However, when you send out bulk communication, your messages are 
placed in a queue and depending on a) how long that queue is and b) how many 
comms you are trying to send, you may have to wait a number of hours (although 
usually it is just a few minutes). By keeping an eye on the COMMS SUMMARY 
report, you can track the status of your bulk communication.

Data Reports 

Form activity report

Just as you can see what communication is going out (i.e. relationship-
building actions), so you can see what data is coming back in. The ACTIVITY 
REPORT shows you how many people have visited your forms over any time period 
that you choose. There are really only two ways for a customer or prospect to visit 
one of your forms:

1) They click through to it from one of your Majestic emails (or a Majestic 
email that someone sent on your behalf to get you leads)

2) You use the form as part of your website, so the people who visit that 
page also visit your form.
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The form activity report shows you who is visiting your form and who is 
completing it. Every individual email that that Majestic sends out has a unique tag 
that allows you to track who is clicking on your link to visit any given form. This 
is why you will sometimes see a person’s name on this report and the time they 
visited the form. If the person’s name is bold, it means they completed that form. 
If their name is not bold, it means that they did not complete that form. 

You will always get some people who visit the form, but don’t complete it. If more 
than 30% of the people are clicking to your form and not completing it, then you 
know that there is something wrong with your form.  You will either need to fix 
the length of the form (the most common problem) or improve the content (you 
may, for example, have asked a question that people don’t want to answer).

Fig. 8.4 Form	Activity	report	showing	who	visited	each	form

Form activity summary report

Like the COMMS SUMMARY report, the ACTIVITY SUMMARY allows you to see the 
success of a particular form at a glance. The content of this report is the same as 
the one above, except it is a summary. It’s important though, because it lets you 
calculate the conversion ratio between people that visited your form and those 
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who completed it. Remember what I said earlier about how you should never send 
a bulk communication journey to your entire base all at once? Rather send it out 
bit by bit, then use this report to see how well the journey is doing. If it’s not doing 
well, go back and adjust either the length or make the content more compelling.

Fig. 8.5	Activity	summary	showing	form	effectiveness

You will notice that this report tracks new and repeat visits to a form (which is also 
useful for tracking activity on your website if you put a Majestic form on it). You 
will find that most of the people who visit your forms will be new visitors. People 
who click on a form from one of your emails will generally fill it out there and then 
(all the more reason to keep your forms attractive, short and simple) or they’ll 
never complete it all.

Remember: The main reason why people don’t fill out forms is because the 
relationship they have with you is not strong enough. As you take them on a 
journey to build that relationship using a personal touch, regular contact and 
credibility, they learn to trust you and are far more likely to complete the form.

Many clients ask me which email in a journey is the most effective at generating 
forms completed. They also ask how long a journey should be to get the highest 
possible response rate. That type of analysis goes way beyond the scope of this 
book, but I will tell you this: most drive to form journeys I build have only four to 
five pieces of communication in them, of which only three contain the form link 
inside them. Only about 30%-50% of the forms come back from the first mail 
containing the link! It just goes to show – if you are currently only sending out just 
one sales orientated mail to your base per month and hoping for a response, you 
are losing out on a LOT of business. Most micro business aren’t sending any mails 
at all, so it makes you think, doesn’t it?
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Forms completed report

The FORMS COMPLETED report will let you analyse the actual content of all the 
forms you get back. This is a very easy report to use. You can view all the forms 
either by date completed, by form, or both.

Fig. 8.6	Forms	completed	showing	all	data	collected	by	forms

You’ll really start using this report when you get into re-selling products and 
services into your own database. Use it to see how many people have “ticked the 
box” in a lead generation form and then do one of two things:

i) Use the SEND BULK COMMUNICATION tool to send only those 
leads that “ticked the box” on a journey to further pre-qualify 
them; or

ii) Export those same leads into Excel and then give them to your 
sales team to chase up. IMPORTANT – your sales team must use 
Majestic to update the sales progress of these leads. There is an 
advanced way of automatically allocating these leads to certain 
sales reps using Majestic, but this is beyond this book, so for 
now, just use Excel.
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Sale Reports 

Sales funnel report

Now that you’ve optimised your relationship building process and analysed 
the data that’s coming in, all you need to do is monitor and track the conversion of 
those leads into sales. The key to this is the SALES FUNNEL REPORT. It allows you 
to see all the sales in progress (and any sales that have actually been made) along 
with the value of the deals. 

You can also see how many sales in progress are “stuck” at a certain stage so 
you can take action to move them on towards closure. Admittedly, sales force 
management is one of the most boring and cumbersome components of any micro 
business. But without it, you will almost certainly fail: Sales leads will continually 
fall through the cracks as your reps will only focus on the big fish instead of the 
rats and mice that keep you going.

Fig. 8.7	Sales	funnel	showing	all	deals	closed	and	deals	in	progress

I cannot stress enough how important it is for you to use the sales funnel. If you 
want people to send you leads, they are going to want to see this report on a 
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regular basis. Luckily it is very easy to extract. Incidentally, exactly the same will 
apply to you when you market someone else into your database; you’ll want to 
know what’s happening with the leads you provided. 

Drilling down this report by “source” will give lead providers a detailed sales-in-
progress report based on the leads given. It will only take seconds… IF you have 
been using the sales funnel diligently. And that will only take you a few minutes 
per day. Once you get into the habit of it, you’ll see how critical it really is.

Other Reports 
Now that you understand the logical flow of each of the five main reports, 
I’ll quickly summarise some of the other useful reports that you’ll refer to from 
time to time.

Unsubscribe and not interested reports

Check this report to see who has unsubscribed from your database and who has 
flagged themselves as “not interested” in any given journey. Although you’ll be 
interested in these reports to start with, you’ll find (if you follow the principles 
I’ve taught you) that there will be very few people who will unsubscribe from your 
database, and that those that do will be fairly irrelevant anyway. 

A few people may flag themselves as “not interested”, but you’ll be expecting 
this. In fact, you may notice how other email marketing systems like to hide their 
unsubscribe option way down at the bottom of the mail and use tiny text that 
you can hardly read. Majestic does the same, BUT we encourage you to make the 
#noint (“not interested”) link very clear in the main copy of your emails so that 
a person can stop receiving mails about any particular subject they don’t want to 
read about. You don’t want to send them stuff they’re not interested in anyway. 
It’s bad for business. Besides, by being so open and conversational about how 
easy it is for them to opt-out, your readers will feel at ease and are more likely to 
give your content a try.

Suspended email addresses report

This is one report that you will want to check regularly. An email will not be 
delivered (in other words it will “bounce”) for two possible reasons:

1) The email address is incorrect (the most common reason); or
2) Spam filters have blocked the email.

I am not going to get into a discussion about spam filters and how they work, 
but if your emails are full of fancy graphics and nonsense about things like “free 
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offers” and “special discounts” and “coupons” then your mails are very likely to be 
blocked by companies and service providers who use robots to scan your emails to 
see if they contain anything that does not look legitimate.

Now that you are an expert at the Majestic technique, you will know that very, 
very few of your emails will be hard-sell or full of sales speak. Furthermore, 
because your emails will be written in a conversational way and will not contain 
any (or very few) graphics, it is unlikely that your mails will be blocked. However, 
be aware that it still does happen, especially with some versions of Outlook where 
Microsoft has taken it upon themselves to censor all email before it gets to you by 
creating their own junk mail folder. However, in my experience most people check 
their junk mail regularly (or switch off this ridiculous option) because they know 
Microsoft’s attempt at being big brother doesn’t work properly. By and large, you 
can be reasonably happy that people will get their Majestic mail one way or the 
other. Just don’t be cross if occasionally the odd one fails!

Duplicates report

You need to use this report to keep an eye out for duplicates in your database. 
Majestic uses what are called “unique identifiers” which allows the system to 
distinguish between each individual person. The two main unique identifiers are 
a person’s email address and cell phone number. Usually if Majestic sees that you 
are trying to add someone to your database with the same email address and cell 
number of someone already in the system, it will notify you first. Always choose to 
“update” information when this happens instead of “duplicating.” Duplicates are a 
no-no. If you are bulk importing an Excel (.csv) database into Majestic, use “skip” 
or “update”.

The same goes for a form: if a person completes a lead generation form and they 
are already in your database, it will update the system with information they’ve 
just added, but it will not duplicate them.

Try not to have duplicates because although	Majestic	will	never	send	the	same	
journey	to	the	same	person	twice, it WILL do so if a person is duplicated. There 
are ways of customising certain duplicate settings, but this gets quite complicated 
(even for me) and so it goes way beyond the scope of the micro business version 
of Majestic.

Contacts report

If you do any outbound telesales or employ either sales reps or relationship 
managers, this report will show you how much work they’ve done for the day. Very 
simply, it allows you to see the comments that have been added by a particular 
user over a specified period. If each user diligently updates their comments (and 
they should), you should see quite a bit of activity each day. 
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Now I’m not saying that you should update the comments for every single 
customer interaction that takes place, because too many trivial things happen 
on a day-to-day basis; however I do recommend that you capture the important 
information pertaining to a particular client, especially if you employ staff. 
Majestic was actually built around the concept of outbound telesales because lead 
generation lends itself so well to it. You can actually run an outbound call centre 
using this software if you want, which shows you just how powerful this tool can 
be.

Tasks report

This final report shows you the status of any reminders you have set and whether 
or not they have been completed. The TASK REPORT also allows you to see the 
tasks that you have set for any other users (partners, sales reps or employees) 
in Majestic. Once again, the task report is about making sure that you and your 
business are living up to any and all promises that you have made.

Full comm history

This is not found under the reports section, but is located in the Comms Console 
which pops up when you send out a manual communication (template or journey) 
to one person. You will be able to see at a glance every piece of communication 
that has been sent to them, including the date and time it went out, as well as 
a copy of the original message. A useful point to note about the FULL COMM 
HISTORY is that it shows the reason why an email may have bounced a message. 
It therefore works well in conjunction with the SUSPENDED EMAIL ADDRESSES 
report.

CONGRATULATIONS!	

You have now worked your way through the theory that underlies Majestic – that 
is to say, the reasons why it works – as well as the practical side of the system. 
In other words, you know why it works, and you know how to work it. But you 
won’t get the most out of Majestic (or your business, for that matter) unless you 
practice until it all becomes second nature. You need to know how to work it in 
your sleep, and then embed it solidly in your business.

Now that you know all the information that you can get at your fingertips, I 
sincerely hope that I have convinced you that reports are vitally important. I 
also hope that I’ve convinced you to use them regularly. They’re easy to learn, 
but if you don’t use them you won’t be able to improve your business processes 
efficiently or reduce your risk effectively. And both are money thrown away.

If you follow the Majestic Way, not only will you reap the rewards, but you will 
also discover more innovative ways to use Majestic to reach your business goals. 
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As the case studies have shown, the system is flexible enough to allow for a good 
deal of creativity. With a bit of thought, you can make it fit the way you work like a 
glove, while achieving things you never thought possible. So – have fun with it, be 
sure to monitor what works for you, and keep fine-tuning it to meet your specific 
needs!



164

The Majestic Way



165

A Final Word
We live in a very strange world. The majority of the people in it work for 
large corporations to the financial benefit of somebody else. We wake up, shower, 
get ready, eat breakfast, take the kids to school, drive to work (in traffic), work, 
queue, have lunch, take the odd break, drive home (in traffic), eat, make love (if 
we’re lucky), and then sleep. Amazingly, this daily routine is mimicked by tens of 
millions of people around the world, regardless of race or gender, income or skill 
level. All that really changes is the size of the house we live in, the cost of car we 
drive, and the so called quality of the school our kids go to. It seems that all our 
passion is getting ploughed into someone else’s corporate dream, a dream that 
may have very little in common with our own.

I wish I could express in words how badly I want you to go out and make a True 
Success (see How	NOT	to	Start	and	Run	Your	Own	Business) of your own business. 
I want you to kick into that exponential 1.618 curve far faster than you ever 
imagined. I want you to break down the barriers in your life. But to do this you 
need to learn.

The problem is not that we’re not learning, the problem is that the progression 
towards the realisation of our personal 1.618 is painstakingly slow. What I have 
shown you so far is a way to break out of this rut by working with other micro 
businesses who are gunning for a common vision, all in their own unique way 
and at their unique pace. I always say that there is no energy like small business 
energy and when you feel and experience a room full of people on the same 
wavelength, you can literally feel yourself changing, growing and improving.

As long we move forward, we’re growing, but it’s really all comes down to how fast 
you move forward. I have no doubt that you will be successful, but the question is 
when.	Ultimately it comes down to how quickly you can build stronger relationships 
with more people and leverage those relationships across a number of other 
businesses that share the same values.

Micro businesses are the purest form of business because they are about people, 
not just profits. Micro businesses owners are about connecting, experiencing and 
sharing. If we don’t build our business around people and relationships, then we 
can’t be financially successful unless we become wankers, which is exactly what 
is happening now. We need to collaborate and work towards a common goal that 
we’ve all embraced. Create your journey of teaching and take people along with 
you.
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I’ve never been one for rules, but let’s face it – in many ways being a traditional 
business owner sucks. Once you see through the glitz and glamour that surrounds 
the whole concept of success, you see a business world where the majority of 
inhabitants are suffering. I’ve seen families break up, severe depression and 
even suicides. This suffering can nearly always be attributed to a cash flow 
crisis that can, in turn, be traced back to some wanker who screwed them 
over. It’s incredible how often business coaches will skirt around the issue of 
why businesses fail, blaming a whole host of factors from lack of education, 
inadequate funding, lack of processes and a whole host of other rubbish instead 
of focussing squarely on the primary cause: unscrupulous people.

So based on all my experience of businesses and Majestic I have put together ten 
rules that epitomise what our network is about. They should be easy for you to 
accept because they are natural and logical. Here they are.

The 10 Majestic Rules

Rule 1 – Be a teacher 

You are receiving a software solution that cost millions to build for a mere 
pittance. What we ask for in return is that you help other micro business succeed 
along with you. I know that misery loves company and it’s completely natural to 
secretly want your next-door neighbour to fail because you haven’t cracked it yet. 
However, we need to evolve and grow out of this attitude and become teachers 
for the benefit of everyone around us. I can assure you, the reward from this is 
far greater than just plain cash. There are three types of people I want you to 
teach:

• Your staff (my first book goes into this in great detail)
• Other business owners (this the secret to World Micro Business 

Domination, because right now small business owners are simply not 
working together like they should)

• Your clients and customers by way of a communication journey that 
EDUCATES them!

Of course, the inverse of being a teacher is for you to happily be a student as 
well. Being a teacher and student are always concurrent things. If you allow 
others in the network to guide you, your business will go through three distinct 
stages:

Stage  1:  Reaching self-sufficiency (“this month as a good month”)
Stage  2:  Sustaining self-sufficiency (“every month is a good month”)

       Stage  3:  Teaching self-sufficiency (“helping other business  
   owners make every month a good month”).
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Stage one and two are perfectly traditional, but it’s stage three where many 
Ferrari hungry business owners have trouble. Their impulse is to grow bigger 
and bigger and make more and more money. You need to resist this urge. Greed 
should be less important to you than growing the people around you (your staff or 
other businesses). You see, the beauty of 1.618 is not when you’ve reached your 
personal “something’s happening”, it’s when	you	can	successfully	teach	others	to	
reach	their	1.618	as	quickly	as	possible. In other words, it’s when it’s time to slow 
down, appreciate what you have and reproduce.

Rule � – Don’t be a wanker

Please don’t screw people over – it’s just not cool. Resist the urge to become a 
wanker, drive a wanker car, live in a wanker house, play with wanker toys and walk 
and talk like a wanker. Don’t squeeze as much out money out of people as you 
possibly can. Similarly, don’t let your lead providers down and bring shame to your 
business (and theirs) by not delivering on promises. If you were to take all the 
turnover that large corporations do right now, you’ll see that if we can get even a 
small chunk of it there will be more than enough business for everyone.

This brings me to the important point about competition. There is no such thing 
as competition in a micro business dominated world. I can assure you that there 
is plenty of opportunity for success out there for everyone. Even on the rare 
occasions that you do find yourself pitching for the same job as another Majestic 
user, so what? They’ll win some and so will you. If they seem to be getting a lot 
more business than you are, all that will happen is that they will quickly get to the 
stage where the can’t handle any more work and they’ll pass it on to you. It’s a 
win/win situation in the true sense of the word!

Rule � – Embrace the vision

Large corporations are not natural. They are built on greed; their share price is 
not determined on how much they contribute to the community, the environment 
or the planet. It’s all about financial return. When micro businesses become the 
major force in the economy, everyone will see the impact they are making on other 
people’s lives and the environment around them.

We at Majestic could have taken a percentage of every transaction that goes 
through our system. Can you imagine the money we would make? We even 
thought about taking an equity stake in some of the businesses we work with and 
then make sure that they become successful. But these businesses are not based 
on our dream, they’re not our passion, so why should we take a stake in them? 
Our dream is World Micro Business Domination.

So, for Majestic and World Micro Business Domination to succeed, we all need to 
be focussed on the Reach  Sustain  Teach cycle that I talked about in the first 
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rule. Yes, there will be times when you become frustrated and disheartened. 
Because you’ll be working with other people who are in the same boat, they (like 
you) will be primarily focussed on reaching self sufficiency. That’ll be their priority, 
and that’s ok. Your business won’t become their priority until they have reached 
success for themselves. It’s ok to reach your self-sufficiency first and then focus 
on others (but just don’t become a wanker about it). 

Rule 4 – Be yourself

Large corporations encourage you to be a team player. Because they have images 
to maintain and with all this politically correct rubbish that goes on, individual 
personality is becoming less and less apparent. A business owner told me 
recently that every day she sees her hard working friends losing more of more 
of their identities to large corporations. What will make World Micro Business 
Domination a reality is you being you. Let your crazy, wild, eccentric or downright 
dull personality come through in your emails, text messages and faxes. Don’t let 
the constraints of an uncaring business world force you to restrain and contain 
yourself. Being you means you’ll be original and originality is what will set us 
apart from the big boys and, let’s face it, we need all the help we can get.

Rule 5 – It’s still about money

Stay with me here while I justify this statement. It’s a business world we are 
playing in, and Majestic is still about business. The game is about money. I have 
always had the mantra that “to	change	the	world,	you	have	to	beat	it	at	its	own	
game.” Our society revolves around money and therefore we need to ensure that 
the people around us are financially successful. 

What does this mean to you as micro business owner? It means that if you are 
going to pass leads to someone, you need to ask for something of financial 
worth in return, be it money or leads. Furthermore, if someone is providing you 
with leads, expect them to ask for a commission, especially if they have are still 
working through the first two stages of the Reach  Sustain  Teach cycle. The 
quicker you can reach financial freedom, the more quickly you can teach it to 
someone else. Once World Micro Business Domination is a reality, then we can 
start moving away from a purely financial structure and become whatever it is we 
want to become. Right now though, we have a job to do – get financially free and 
help others do the same.

Rule 6 – Keep a look out

Wankers are all round us. They have eyes everywhere, and they’re constantly 
sniffing out the chance to seek and destroy. It’s going to be up to you to keep 
them away from our network. 
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You may be wondering how these rules I’m setting out here are going to be 
policed? Well, we could put in some routines in Majestic to flag certain negative 
behaviour, but ultimately it is up to the community to keep an eye out for the good 
of all. If you combine the total number of people in the combined databases of 
all Majestic users, these numbers are very quickly reach into the multi-millions. 
This force can be leveraged if necessary, and we already have a huge consumer 
group that is ready to rumble should we really get some bad apples in our group. 
(Needless to say, they’ll also be kicked off the system pronto.)

And the converse: Also keep a look out for young talent. I have met many people 
over the years that I wished I had the money to hire. If you meet someone that 
you feel is really special, but you can’t help them, there is almost certainly going 
to be someone in the network who can. One thing that brings up a very special 
emotion in my heart is when I see a miserable person in the corporate world who 
is discovered and given the chance to let their creative talents flourish in a small 
business.

Rule 7 – Appreciate the system

Majestic is a tool that has taken almost five years to get where it is now and it 
is still constantly evolving. Changes and upgrades are made almost on a daily 
basis and these upgrades are free and immediately available to you. Everyone 
that pays to use Majestic has their fee placed in a development fund. That’s why 
this software is so amazing. For example, if the viral marketing plug-in were 
a stand-alone product, it would cost you an absolute fortune. However, it is 
included as part of the Majestic and costs you next to nothing. The same goes for 
communication gateways and other customisable features that you will have at 
your fingertips. This is really YOUR system and it’s DAMN CHEAP.

One thing that really irritates me about traditional business owners is financial 
pettiness. Ironically, the larger and more the successful the business, the more 
mean spirited they become. It happens all the time: Before a client has even come 
close to understanding the true value of Majestic, they are trying to bring down 
the price. Nowadays, when this happens I just get up and leave. If the product 
is good, buy it and if it’s not for you, don’t. Majestic offers access to millions of 
dollars worth of technology for next to nothing, and you get everything that I’ve 
poured my heart and soul into over the last decade. The return on investment is 
high. Appreciate the system and use it in the spirit it’s offered.

Rule 8 – Promote the group

I’ve shown you how powerful this system is, so when you start using it effectively, 
please tell other people about it. All they need to do is buy this book and they will 
get a month to use Majestic included in the price. This is all fully guaranteed so if 
they are not happy in 30 days, I’ll refund their money and pay their postage. 
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Also try and bring people to Majestic who you know have a client base that you 
would really like to get into. Remember, the more people that join Majestic, the 
greater the pool of relationships which means more leads for all of us!

Rule 9 – Support our own

I wish I didn’t have to ask this, but with large corporations so entrenched in our 
every day lives, to take them on we need to support our own. In many cases, 
the price offered by a large corporation will be lower due to “economies of scale”. 
Although it may be cheaper, the personal service that you’ll be getting from a 
small business, combined with the fact that you’ll be supporting real people with a 
passion for what they do, will make for a much richer experience. 

Of course, supporting businesses in our own network doesn’t mean we have to 
turn a blind eye to someone who breaks their promises, so don’t be scared to 
come down on anyone who doesn’t deliver. We have an obligation to teach those 
around us who are not up to scratch and there may even be situations where 
you’ll need to help someone fix up their own business!

Rule 10 – Ask stupid questions

I love this so much I can’t even tell you. I had to ask myself a lot of stupid 
questions in order to come up with these techniques. Keep asking, keep 
exploring. Always be a like a child. Listen and learn from everyone who will teach 
you and in turn teach others around you to be successful. The stupidest questions 
often lead to the most real of answers and in those answers lie the keys to our 
success and prosperity!
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Conclusion
You’ve gone on quite a trip. You’ve probably had a lot of your business 
assumptions challenged, and maybe had your mind stretched to places where 
it isn’t entirely comfortable going – yet. You’ve learned a powerful new way of 
managing your business, one that is certainly going to add a lot of leads and sales 
to your company. You’ve seen how good relationships are good for business, and 
you have a system at your fingertips that can make your business dreams, your 
passion, a reality.

Obviously you need to practice what you’ve learned. And you need to put it into 
practice. But remember – you’re not alone. There’s a whole Majestic community 
behind you, rooting for your success and the first place to meet them is at the 
forums. Ask for what you need, and offer what you have. Don’t be shy. Remember 
– it’s all about people.

I want to share your experiences too. Email me anytime. I’m there.

I’ll end this book with the Vulcan greeting from Star Trek: “May you live long 
and prosper”. And I’ll add to that – may you, when you prosper, help others do 
likewise.

Scott Cundill
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Definition of terms
 
The following terms are used throughout the book. It is highly recommended that 
you familiarise yourself with them.

MAJESTIC-SPECIFIC TERMS (in rough order of importance):

Micro	business:  Businesses with less than 10 - 20 employees, depending on the 
industry. The majority of businesses that will receive value from 
this book are micro businesses. In fact, currently about 50% of 
all micro businesses who use Majestic with optimal efficiency 
have three or less employees and about 25% are one-man-
bands. However, there are businesses of up to 50 staff using it.

Journeys:  Journeys are tapestries of individual pieces of communication 
woven together to form a series of between 3 and 20 
different messages. The core of the Majestic technique is the 
communication journey. Although you can technically have 
journeys of only one or two messages, these are rare and 
generally used only for sending bulk communication. A journey 
can consist of email, SMS and fax messages, but email is by far 
the most cost effective and common.

Behaviours: Different journeys will have different behaviours (or “settings”) 
depending on what the specific objective of that journey is. The 
behaviour a journey has will define when and how the Majestic 
system will send it out. The most important journey behaviour 
is the “Drive to Form” which is a series of communication 
designed to convince a client, customer or prospect to click 
through to a form and provide pre-defined information. Drive 
to form journeys will automatically stop when the form has 
completed and a “form completion” journey can take over.

Source	/	Ref: The source and reference fields are used to segment or 
categorise your database. Think about where each person 
in your database comes from such as “Phone in” (source) 
and “ABC Magazine” (reference). Also use your source to 
determine whether that person is categorised as a “supplier” 
or even a “dormant client”. You can (and will) filter your bulk 
communication based on source, reference and status.
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Status:	 The status option is used to further categorise people in your 
database. Standard status fields are already built in such as 
“interested”, “not interested”, “not worth it”, etc, but you can 
create your own in the TOOLS  STATUSES screen. Examples 
of statuses may include “Currently in for service”, “prospect” 
or “VIP client”. There are no set rules for using status, source 
or reference so use them to segment your database as you 
wish. 

Customer Profile: This is the screen in Majestic where you can manually modify 
a specific person’s details, use the sales tools (comments, 
tasks, comms and sales funnel) and view the content of any 
forms that this person has completed. Applies to customers, 
clients, prospects, suppliers or anyone in your database.

Lead	generation:	 This is the art of buying leads at a pre-determined price based 
on a measurable expected return on investment. This price 
can be a cost-per-lead or a cost-per-conversion. In the context 
of World Micro Business Domination, most remuneration 
tends to be negotiated as commission, or a percentage 
of a concluded deal. This is completely unlike traditional 
advertising which demands money with no guarantee of 
success.

Bulk	Comms: Bulk communication is the act of starting a specific group 
of people on a journey all at once. By doing this, you can 
send out large quantities of emails, SMS messages, faxes 
or combinations of the above to many people very quickly. 
Majestic will never send the same message to the same 
person more than once (unless they are either duplicated in 
the system or they have been manually re-started).

Templates:  Templates are once-off messages that do not form part of a 
longer journey. These can be emails, SMS messages or faxes. 
They are sent in a matter of seconds to save the Majestic 
user from constantly having to re-write often-sent messages. 
Examples include price lists, company profiles and meeting 
confirmations.

Sales	Funnel: This is the Majestic tool used to track the sales process from 
lead generation through to the conclusion of the transaction. 
The sales funnel is completely customisable to your business 
structure. It is critical that you use the sale funnel to track the 
source of each sale in order to pay lead providers for the leads 
they give you.

File	library: The place in Majestic where commonly attached or embedded 
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documents and images are stored. Can be accessed by clicking 
the Tools – File Library tab.

WMBD:  World Micro Business Domination. The time when small and 
micro businesses will play a far greater role in the global 
economy.

GENERAL TERMS (in alphabetical order):

Attachments:	 Similar to an email attachment, you can upload commonly 
used documents and images into a file library that any user 
of the Majestic system can access. From this file library, you 
can attach or embed those documents and images to emails. 
If you change a document or image in the file library, Majestic 
automatically changes all the emails that use that attachment. 
You can also attach messages from your hard drive just like a 
normal email!

Clients: Those people from whom you have derived financial value in 
the business to business space, as opposed to customers who 
are consumers.

Cloning:	 A Majestic plug in that allows you to transfer leads between 
Majestic profiles. When a clone occurs, that lead is tracked so 
that sales from any cloned leads can be accounted for.

Comms:		 This is	short for “communications” which are predominantly 
made up of email messages, but also may include faxes and 
SMS / text messages.

Comms	console:	 The window in the Majestic user interface containing all the 
templates and journeys that you have pre-created. Activate 
it when you want to send out a communication template or 
manually start a specific person on a journey.

CRM: Customer Relationship Management is used by large 
corporations that use data manipulation techniques to 
better understand their customers. CRM is the antithesis of 
Majestic, which is built around communication and NOT merely 
information.

Customers: Those people from whom you have derived financial value in 
the business to consumer space, as opposed to clients who are 
businesses.
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Fields: Fields are questions that can be completed by a customer 
inside a form, for example name, email	address and postal	
code.	They can either be standard fields (which are already 
built into Majestic and common for everyone) or custom fields 
(which are questions specific to your company’s needs).

Gateways: The SMS, email and fax communication tools that Majestic 
uses to communicate. The system insures one click access to 
send out the digital media best suited to your clients and your 
business.

Merge fields:  When creating a message, certain terms are automatically 
inserted into the text to make them personal. For example 
“Dear Scott” or “Happy Christmas to all the staff at Majestic.” 
Scott and Majestic	are both examples of merge fields. Merge 
fields will be preceded by a “#” sign; in the above example 
#fname (inserts the person’s first name) and #company_
name (inserts the name of their company).

Profile: Each company that uses Majestic is set up as a different 
profile in the central database. This profile contains your data 
and only you (and your chosen users) can access it. It is 
possible to cross market and clone data between profiles, but 
not without your express permission.

PTW’s:	 Professional Time Wasters – these are prospects who take up 
a lot of your time, but who don’t have the willingness or ability 
to make a purchase. The idea behind Majestic is to identify 
these people before you waste time and money trying to sell 
to them.

Prospects: Those people with whom you have begun a relationship, but 
with whom you have not yet concluded a financial transaction. 
The Majestic concept emphasises that you must nurture ALL 
prospects automatically until they provide you with data 
– only then should you spend real time on them.

Re-selling:		 Once a client or customer has paid for a product or service, 
the goal is to increase their value to your company by selling 
them other products and services. For simplicity, in this book 
re-selling includes re-selling, cross-selling and up-selling.
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How NOT To Start And 
Run Your Own Business

A reality check the business community so 
dearly needs has finally hit our shelves.

Scott Cundill tears apart the fabric of the 
entrepreneurial world in this hilarious, yet 
chillingly realistic “how to” book. Part instruction 
manual, part life story, part spiritual journey, 
How	NOT	to	Start	and	Run	Your	Own	Business is 
so far removed from anything in its genre that it 
cannot be ignored.

You need only flip it open to an explanation of 
why the book is printed upside down and chuckle 
at the disclaimer and preamble to realise that 
you’re in for one hell of a ride. By the first page 
of chapter one, “Just Do It”, Scott’s wonderfully 
natural and quirky style has you hooked as he 
sets off on a sensational read that just gets 
better.

There is very little that is left out in this 250 page rollercoaster ride of business 
madness. From starting up your company and financing, forecasting and budgeting 
to marketing and promotion, Scott speaks of a business world that will simply 
astonish you. Is it really that bad out there? According to Scott, it is - because 
in his very own words “everything in this book is true”. Then, just as you think 
you’ve got it all figured out, Scott hammers home a wonderfully enlightening twist 
that makes you realise that everything you thought you knew about business... is 
completely upside down.

By the time you put this book down, you will either immediately rush out and start 
a business or rush back to your day job with your tail between your legs, thanking 
God that you read this before it was too late. Either way, there is not a soul on this 
planet who will not benefit from this uniquely insightful and, despite its deep and 
personal realism, immensely uplifting work.

Without any shadow of a doubt, How	NOT	to	Start	and	Run	Your	Own	Business is a 
must read for anyone who is even remotely associated with business.



The Majestic Way

Statistically, almost every first attempt at starting a small business fails. To Scott 
Cundill, this is not only unacceptable - it is entirely unnecessary!

After working with literally hundreds of businesses, Scott has developed a system 
called Majestic with success rates so astonishing that he has literally re-written 
the business rule books. His methods are particularly suited to micro businesses 
(companies with 10 – 20 employees). In fact, to remain sustainable in our rapidly 
changing economy, large corporations will need to think like micro businesses.

The Majestic Way: A Framework for World Micro Business Domination is an 
instruction manual for small business success. It isn’t motivational drivel, it 
isn’t a “this is how I did it” novel and most certainly isn’t some pie in the sky, 
unsubstantiated glory book about how you can become a millionaire overnight. 
It is solidly packed with almost 40 real life case studies and over 70 practical 
screenshots on how to build relationships, get qualified data back from prospects 
and increase sales.

What you will read in this book is a logical and proven set of steps that network 
businesses together to increase sales. You can implement these techniques 
without special training or significant technical skill. Although they are very 
simple, the techniques that you will learn in this book require an open mind and a 
willingness to change how you do business.




