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Part III—The Power of the Word  

We use very specialized words throughout this manual. For example, 
we refer to small seminar groups of highly affluent clients as "Golden 
Circle Groups." Or we refer to groups of top professionals brain-
storming with each other to solve business problems as "Mastermind 
Groups." There are many more examples.  

Why such an emphasis on words? 

Answer: Because the dynamics of making a sale, opening an account, or moving people 
to action require the correct word.  

Words create the images of the mind and shape our reality. DESCARTES SOUGHT TO 
PROVE OUR VERY EXISTANCE BY THE ACT OF THOUGHT: "I THINK 
THEREFORE I AM.” We can only think in words. 

Words that inflame emotions can be your Critical Path Success™  to action. Action 
comes from the words that create the thought, that lead to the feelings, which result in the 
action. 

Successful calls to action work according to this dynamic and in this order:  

  #1 THINKING       #2 FEELING     #3 ACTING  

Your ultimate goal is that prospects open accounts or buy, find it useful to their life, 
continue buying, and make introductions to others. This all starts and is fueled by the 
potential client's thought process, which in turn starts with the "voice" in his or her head. 
We all have a little voice in our head, and it is it usually negative, meant to protect us 
from harm. The voice is often full of fear and caution, and therefore, counsels inaction.  

In fact, you may be thinking right now, "I have no voice in my head. I'm not nuts. This is 
all garbage. There is nothing I can learn from this manual, so I'll just put it down and get 
on to real business and stop wasting time." Well that's the voice. That is the voice that 
may belittle the ideas you encounter in this manual, although top executives and multi-
millionaires spend thousands of dollars to learn and relearn what you have before you 
right now.  

Choosing Words That Sell  

You must never use words in your presentations, ads, or meetings that make you 
uncomfortable even if they work for others. The nicest word will backfire if you are 
insincere or you feel it is out of place. 
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Exercise # 8 Choosing Words that Sell 

Pretend that you are writing an ad for your business. Make a list of words you like and 
words you do not, and describe what thoughts are associated with those words, and which 
emotions are provoked by those thoughts. Here are a few examples that Generation Bold 
suggested to a client in the IRA Administration business: 

Words                     Thoughts                         Emotions 

 Positive concepts: 

·  Make money 
·  Grow wealth 
·  Self growth 
·  Stay in control 
·  Have choices 
·  Have flexibility 
·  Buy real estate  
·  Save taxes 

Negative concepts: 

·  Don't be left behind 
·  Don't lock up your IRA 
·  Don't grow a tax in your 

IRA 
·  Don't lock up your 401k 

plans 
·  Don't pass up great 

investing opportunities 
·  Don't wait to buy your 

eventual retirement home 
·  Don't wait to create your 

future 

Are you a do or a don't responder? What resonated with you? Why? Choose your favorite 
words, to be used later when you write an ad you will actually place.   

 

 

Generation Bold can coach you in creating your complete sales campaign, on and off 
line, sales training, or simply help you create the slogan that will brand your company.  
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For a complementary consultation visit www.GenerationBold.com and contact us at 
generationbold@earthlink.net. 

The Way We Use Words Tells Our Story To Others  

The best way for people to learn what you teach them on a cellular level that creates 
thought, feeling, and action is by story telling. Some “jargonists” call it "story selling." 
All learning is through dialogue and story telling, but not necessarily by the spoken word. 

Studies make it clear that we retain knowledge best in context, and the most compelling 
context is the humanistic story. However, some of us learn best by looking, others by 
hearing, others by moving, and still others by emoting. We are differently skilled and 
some of us are verbal/creative/right-brained, while others are mathematical/analytic/left-
brained, with millions of individual gradations of each. But, we all respond through story. 

When we cover the process of seminar selling, you will be asked to craft a personal story 
that you can tell (audio), show a picture with an easel or power point (visual), and ask the 
audience to tell their story (movement) as it relates to yours.  

 Exercise #9 Tell Your Story 

Write a 3-minute or shorter speech telling a story about you that 
relates to your business. Listen to the audio of Generation Bold’s 
story and you will get it immediately. 

�  AUDIO—GENERATION BOLD TELLS ITS STORY 

Action agenda 

 TELL YOUR BUSINESS STORY: 

 The Way We Use Words Creates Our Outer Universe  

But, words are important not just to educate, persuade, sell, and help. Words actually 
craft our reality. The same things said differently have a different impact. For example, 
take the simple device of naming. Remember how the Wizard changed the life of 
Scarecrow in The Wizard of Oz. Call yourself a college graduate (remember the 
Scarecrow and his diploma) and the OUTER world changes for you. People act 
differently to you, and you seek out different opportunities. 

The way people see you has a great deal to do with the words you use to tell them who 
you are. But words are just a symbol of how you feel about yourself and your business 
mission. Before the days of formal mission statements the most successful entrepreneurs 
did not have a mission statement—THEY WERE ON A MISSION. If you have a great 
statement, but no real mission, you will never be the total success you can be. 
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A real life example is one of greatest minds and successes in entrepreneurial history: 
Thomas Edison. EDISON FAILED IN DISCOVERING THE FILAMENT HE NEEDED 
FOR THE ELECTRIC LIGHT BULB 6,000 TIMES. YES, 6,000 TIMES! He never gave 
up. He inspired his staff to never give up. This was not because he had a mission 
statement, but because he had a mission. 

Your Mission 

Do you have one? How does it relate to your business? What words do you use to express 
your true mission? Those words must move, touch, and inspire YOU, or they will not 
move, touch, or inspire anyone else. 

Perhaps your mission is to help ordinary people be secure. Perhaps it is to help people 
expand their horizons. Perhaps it is to show everyone how easy it is to invest in real 
estate. Does it move you? 

There is only one method to arrive at a hand-crafted mission: state your mission out loud 
to staff, partners, family and friends, people who know when you are off target and will 
tell you. 

Once you have your mission clear, the elevator pitch (see below) will practically write 
itself.  Once you have a mission statement it can be the basis of a logo, a slogan, a 
greeting, and a way of measuring results. Everything in your business must be consistent 
with your mission. If your mission is to protect the environment, your business must be 
environmentally conscious.  

Template: Fill in the blanks (do this as many times as you need to, until you are moved, 
touched, and inspired) 

My mission: 

 I embody a great possibility. That is the possibility of ------------. My plan to realize that 
possibility is---------------------. That plan is realistic because------------------------. 

 For example, in the case of a financial planner: 

I embody a great possibility. That is the possibility of helping hundreds of families thrive. 
My plan to realize that possibility is to educate people about wealth-building. That plan 
is realistic because I hold wealth seminars and report on wealth creation consistently, 
and because I have created wealth for my family and myself. 

 

THE ELEVATOR PITCH AND THE GREAT MARKETING REFRAME  
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You are about to create the most important part of any marketing effort: your elevator 
pitch, the way you explain what benefit your service brings to others in 30 seconds. In the 
age of the short attention span, you’d better do it fast and right. So before you do, you 
will need to see marketing and sales in a reframed light. Why? 

Every one talks about an elevator pitch, a way of getting someone’s attention quickly.  
Your elevator pitch is how you explain your mission in the time it takes to get on and off 
an elevator. IT PRESUPPOSES THAT THE PERSON YOU ARE PITCHING IS TOO 
BUSY TO LISTEN TO YOU. You must talk fast and to the point. This is easy when you 
have the courage of your mission. Your tone of voice, attitude, and above all clarity of 
purpose will come through. You will get attention, most often with the first few words.  

Those first words must inspire YOU before they can get any one else’s attention. If you 
are asleep, why should anyone wake up to your message? 

Most people see the techniques in this manual as a means to an end, to 
make sales, to get business, to get something for themselves. What if the 
marketing were the actual service? What if the marketing you do and 
therefore all the techniques you use were to benefit others, not to get 
something for yourself? Would you feel differently about marketing? 
Would the target of your marketing react differently? The answer is yes! 
And since feelings lead to action, would you get more action and more 

sales if your marketing did not concentrate on selling? Paradoxically, the answer is yes 
again. Concentrate on giving, not selling, and the selling will happen. If you do not 
believe this, consider a time you sold Girl Scout Cookies or collected for Unicef. You 
were selling, but really you saw it as giving. All the barriers tumbled. 

Sounds like hype, I know. Just try it once in crafting your elevator pitch. 

Here is an example for a “reverse mortgage” company.  If you are “business centric” your 
mission is to carry out your business purpose competently. Your call to action is that the 
prospect does business with you. Your elevator pitch might be:  

“I am the Reverse Mortgage broker for (your business). Would you like to meet to learn 
more about our excellent services?" This pitch is true, dry, and uninspiring. 

If you are “client centric” your mission is to make them better able to live at home. Your 
call to action is that they get started by opening an account as soon as possible. Your 
elevator pitch might be: 

“I can help you continue to stay in your home no matter what the economy. Would you 
like to discuss reverse mortgages?”   This pitch is better, but corny, vague, and for some 
of you, over-aggressive. 

What if you changed your purpose from closing reverse mortgages to education? Then 
your pitch and how you call prospects to action, also changes:  
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“We offer free education on how to age in place.  It includes home safety, home equity 
management, an even home design. Here is an invitation to our next seminar.”

Note:  Here is an actual brochure for a seminar that Generation Bold designed for a client 
and their “mastermind” group.  This shows the result of changing a “sales mission” to a 
“client centered mission” and then exploding into scene with a full blown education 
mission. 

Resource List  
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Action Agenda 

Write the elevator pitch using this formula:  

My mission is: 

The benefit of my mission to others is: 

The way to express that benefit is: 

What they need to do (call to action) to reap that benefit is: 

The way you express the mission + the way you express the benefit + the call to action = 
elevator pitch. 

You can have many benefits and many calls to action. Each is a pitch. 

The way we use words comes from our inner universe 

From where are the words you use to close a sale, describe your business, or make an 
elevator pitch generated? From your inner universe. The way you describe yourself, your 
goals, and your skills, makes a world of difference and will exponentially change your 
success quotient, provided that it inspires you. 

This is very important especially for you if you do not come from the world of sales. 
Those not yet comfortable with selling need to redefine how they view selling, come to 
terms with selling as well as the language surrounding selling, and accept that selling is 
an essential part of every high quality business environment. 

You can create a better attitude toward selling, simply by using better, more positive 
words. The exercise by which you craft your story and the words you use to describe 
your story is called "reframing.” You can benefit from the act of reframing on many 
levels in your life. But, for our business success purposes, here is a fun action self-survey, 
called an Affinity Quiz:  

Exercise # 10 Word Affinity Quiz 

Affinity Quiz—What do these words mean to you? Use your journal to define them and 
give them meaning: 

·  RAINMAKING  
·  MARKETING 
·  ADVERTISING 
·  BRANDING 
·  SEMINAR SELLING 
·  STRATEGIC ALLIANCES 
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·  CLIENT APPRECIATION 
·  PROMOTION AND PUBLIC RELATIONS 

Words attract and repel. Which words in the above list attracted or repelled you?  That is 
the "Affinity Quiz." 

There is no score, only an action to take. 
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Resource List 

Special Resources for Critical Path Success™ readers. 
 
Generation Bold has established a special relationship with some of the internet’s 
premiere sources for business growth.  (For details, visit www.GenerationBold.com 
or email us at generationbold@earthlink.net).  Each of our Special Resources 
include a “back door” entrance to their websites, for special use by Critical Path 
Success™ readers.  
 
These Special Resources include:  
 

o The Article Guy—The Source for articles and outstanding website and 
newsletter content.   
 
All Critical Path Success™ readers can subscribe and access all of the 
Article Guy’s services taking advantage of our special affiliation.  Just 
visit the Article Guy using this special back door URL:  
htttp://www.kickstartcart.com/app/?af=937294  
 

o Dan Janal--Great Teleseminars and Sales processing and order handling 
on the web with live operators where you can:  Arrange for a reliable 
phone line and provide instructions on its use; Record and edit the session; 
Create cassette and CD products from the session; Ship products to the 
client, or to the client's clients; and, Provide reports on attendees and sales.  
 
All Critical Path Success™ readers can access all of Dan Janal’s services 
taking advantage of our special affiliation.  Just visit the using this special 
back door URL:  http://www.1shoppingcart.com/app/?af=940935 

 
o Alex Carroll— The internet’s master at radio publicity and advertising.  

Get rich and become famous being a guest on Big Radio Shows without 
spending a dime on advertising or ever leaving the comfort of your home.   
All Critical Path Success™ readers can access all of  Alex Carroll’s 
services taking advantage of our special affiliation.  Just visit the using 
this special back door URL:  
http://www.webmarketingmagic.com/app/aftrack.asp?afid= 
 

o BlairSinger-- get over any resistance to selling fast and with great joy 
with Blair Singer’s Sales Dog program.   

 
All Critical Path Success™ readers can access all of  Blair Singer’s 
services taking advantage of our special affiliation.  Just visit the using  
 
this special back door URL:  
http://www.salesdogs.com/cmd.php?af=940949 
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o KickStartCart— Manage all of your emails, newsletters, data bases and 

shopping cart needs in one place.   
 
All Critical Path Success™ readers can access all of  KickStartCart’s  
services taking advantage of our special affiliation.  Just visit the using 
this special back door URL:  
http://www.kickstartcart.com/app/?pr=31&id=125506  

 
o Tom Antion-All, and we mean all, you need to know about internet sales 

and marketing including becoming a highly paid speaker.   
 
All Critical Path Success™ readers can access all of  Tom Antion’s  
services taking advantage of our special affiliation.  Just visit the using 
this special back door URL: http://www.kickstartcart.com/app/?af=940953 

 
 
 
Resource List, continued 
 

�  www.workingsolo.com-What you need to know to be a solo entrepreneur 
 

�  www.inventory.overture.com-This is Yahoo’s search engine optimization 
program 

 
�  www.automatedmarketingsolutions.com/broadcasting-Send your voice messages 

as part of your frequency program-Great idea for older demographics that may not 
respond to e-mail 

 
�  www.ivaa.org-On Line computer training to increase internet skills 

 
�  www.elance.com-To outsource all type of work on the cheap 

 
�  www.writers-editors.com-To outsource your writing needs 

 
�  www.craigslist.com-To outsource most anything 

 
�  www.sologig.com-Find freelancers for any thing 

 
�  www.mailpro-network.com-Learn about your advertising sources, other peoples 

newsletters blogs and more 
 

�  www.targetsafelists.com-Free and paid lists 
 

�  www.infousa.com-One of the largest sources of lists 
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�  www.ivillage.com-Source
market 

 
�  www.selfgrowth.com

 
�  www.newsmax.com-Unlimited

articles etc 
 

�  www.ning.com-Start 
www.longevityclubonline.com.

 
�  www.eventsinamerica.com

speaking or just attending and meeting the market
 

�  www.Twitter.com-Send
or services, also can monitor what is being said about your market.

Resource List  

Source for those interested in marketing for the women’s 

www.selfgrowth.com-Source for self actualization products 

Unlimited help in stimulating content for your web site, 

 your own free social networking page. See ours at 
w.longevityclubonline.com. 

www.eventsinamerica.com-List of events and conferences-great for exhibiting, 
speaking or just attending and meeting the market 

Send messages up to 140 characters, promote events, company 
or services, also can monitor what is being said about your market. 
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