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During one of our previous meetings, we established, in broad terms, which
businesses and fields will win during a crisis. I have also shown what the next crisis
will be like. I strongly believe that things will settle after a period of total chaos.
The history of the crises show us that. In order to survive, people need to eat.
They have to take care of themselves. So they have to keep buying products
and investing in services. So why shouldn’t they buy from you, correct?

We discussed the crisis that occurred, which created an inflation rate of one billion
percent. And you saw that there are solutions to thrive, even during hard times! I
demonstrated that 60%-65% of businesses might fail, which provides a fantastic
opportunity for you to be among the 35-40% of businesses who will win. Then you can
take care of the customers from businesses who fail. It`s pure logic! But for this plan to
work, you must somehow get into the minds of these customers now—before the crisis—
and stay there. This concept applies to both potential customers and current clients.
But how can you get into the minds of these customers now—before the crisis—and
stay there?
NOW here are the Three Secrets that will attract new customers and create shortcuts
that lead straight to the hearts of your existing customers, where you can increase their
loyalty. But you must start at the present reality.
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You do not need to hire an expensive
consultant or have a degree in economics,
in order to understand this concept: When
people have less money, they spend less.
You yourself will soon begin to make price
adjustments. You will make them wisely, as
we will discuss in a later session, if you tell me
that you want that. At that time, I will provide
you with the correct matrix for making cuts.
So what do you think your customers will do?
Exactly! They will make severe cost cuts. They
will reorient and cut costs at their
companies, possibly giving up the products
or services you deliver!
It sounds scary, doesn’t it? It`s only scary for
people and businesses that cannot see the
hidden opportunity we`re going to discuss
now. If we can succeed at transforming this
threat into a super-opportunity, we will thrive
during the next crisis. And what would
happen if you were to put this opportunity
into practice before and DURING the crisis?
You would be among the 35-40% who would
gain the customers of those who would fail!
That`s for sure.

Have you ever wondered how can you convince customers to buy from YOU, to
beg YOU to take their money before and during the next crisis? This is the First
Secret that I will share. Are you ready? Here it is: regardless of whether or not you
prepare for a crisis, you should do anything BUT sell. You should market, but NOT
sell (as some understand it). Let me explain—because it is a practice that is vital
for you to know and apply as soon as possible, when preparing for a crisis.

I find out exactly what my customers
need (by asking appropriate questions).
I specifically tailor the
service to their needs.
I sell it.
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product

or

I make a product that I suspect the
market will want.
I push it onto the market via a sales team.
I expect that this push will convince clients
about why they need the product.
Which strategy do you think sells more with fewer costs? (You know that fewer costs are
crucial in a crisis.) So which strategy do you think sells more with fewer costs? Correct:
the one driven by the real needs of the customers—not by your suspicions, personal
needs, or personal competence of the business owner or products you like—as so many
are inclined to believe.
This First Secret will save your business during the next crisis. But there’s one condition
(which the same one that’s been true throughout the course): start applying it
!
Let me further explain how to apply it in the Second Secret…

The Second Secret of preparing to sell more during a crisis is derived from an analysis of
pure reality. After speaking at a conference, a young guy approached me and started
describing his new business idea. He was very enthusiastic! I listened to him for a few
minutes, and his ideas were remarkable. Then I said: "Tell me, why do you intend to start
that kind of business?" He stared at me and replied, as if answering an idiot: "Because I
need to make money, why else?"
In normal times, this reason to start a business leads to mediocre and undermediocre business.
Before a crisis, this tactic leads to BANCRUPTCY.
In many cases, the motivation for starting a business is fueled by factors outside
the business:
"C'mon, honey, let's start a business. We can't go on like this. My friend has a
business, and he does very well for himself. Don’t you want a SUV and a trip to
the Caribbean? We need money, so let`s start our business, and collect money
from customers!"
Let’s admit it: subconsciously or
consciously, many of us use this
train of thought. For some time,
I thought the same way.
However, I realized that this
road leads to disaster.
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In the first two years, such thinking destroys 85 out of every 100 businesses. And in the
following two to three years, it destroys 13 of the remaining 15 percent. These are clear
statistics! Only two firms/companies/businesses out of 100 are successful after five years.
The rest waste their owner's money, rather than bringing money in and creating
prosperity. They go bankrupt. Why?
Henry Ford, the famous American car manufacturer (1863-1947), provided an
answer: "A business that makes nothing but money is a poor business. A business
absolutely devoted to service will have only one worry about profits: they will be
embarrassingly large."
Ford achieved phenomenal success, but also weathered many financial, productive,
and ideological CRISES. So he had wisdom rooted in both joy and failure:
“Being greedy for money is the surest way not to get it, but when one serves for the sake
of service—for the satisfaction of doing that which one believes to be right—then
money abundantly takes care of itself.”
This is the key to success, and we will develop it
Keep in mind: there is no other way.

.

So the Second Secret is this: switch from your needs to
your client`s needs. Serve your clients what they need,
not what you suspect they need.
In the very next meeting, I will show you how to do it by yourself, without contracting
expensive consultants. For the time being, we shall focus on the Second Secret: switch
from satisfying your needs to meeting your client`s needs. Then customers will beg YOU
to take their money now—and in the future—regardless of hyperinflation, and whether
or not they have money. They will specifically beg YOU, not your competitors! Small and
large companies survive crises by learning this secret.

In order for you to thrive and
prepare for the next crises, WRITE
this down NOW: "What can I GIVE to
increase the HAPPINESS of my
existing and future customers?"
It’s the fundamental Secret that
includes the other previous secrets.

Henry Ford, My Life and Work
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Write it on your desktop. Write it on your bathroom mirror. Write it in the halls.
Make anything to permanently see it. And apply it!
To clarify, I said "give," not "sell." Now write it a few more times, and put it on your
desk, pin it on the wall, and tape it on your bathroom mirror.
So I said "give," not "sell." The hairdresser, the builder, the mechanic, the IT specialist, and
the consultant earn tens of thousands of Euros per month. First, they give. What do they
give? Some would say, "Advice." Wrong! They give the certainty of the right decision. (If
you do not believe this concept, try cutting your hair yourself!) Of course, in order to get
repeat business, they have to give a good haircut, correct?
But the businesspeople that will survive—even thrive—in the next crises offer more than
mere products or services: they offer genuine care to their customers—starting now!
Keep in mind that the most common
desire in the entire world is happiness.
Allow me to explain something. When I
say “happiness,” I do not only mean
joy. I mean anything that increases the
value and the performance or
competitiveness of your customer, and
makes them happy. Everything that
brings appropriate solutions to their
problems makes them happy. Anything
that improves their wealth, health, or
physical appearance will make them
happy. Also, anything that gives your
customers more power or intelligence
makes them happy.
Why do you think I insisted on listing the fields that will thrive during a crisis? Now you
have the answer: because these fields make people HAPPY. Anything that you can give
people that they need now—and when a crisis occurs—will make them happy. Then
they will be YOUR customers, and no one else’s. You will receive their money, not your
competitors. Sounds great, right?
Generally, the things that make us happy are safety, comfort, and appreciation.
Konosuke Matsushita (the founder of Matsushita Electric) stated, “Our duty as
industrialists is to produce goods for the public, and to enrich and make happier all
those who use them. A decrease in profit or a loss of revenue is proof that we have not
fulfilled our obligations to society.”

Appreciate your customers.
Take care of them as you would
take care of yourself.
Provide things that make
them happy.

How Are You Attracting Now Customers Who Will Remain Loyal During a Crisis?

Otherwise, you will waste your money, and you will always be in a fog.
While I was preparing our present meeting, I had a discussion with my wife. She has a
dentistry practice in a number of villages. For a lot of years, she has presumed that
patients wanted the best-quality materials, and the best technical maneuvers. And
that whole time, I told her that her college had taught her this way of thinking, and it’s
wrong.
Yes, patients need good materials for their fillings and dentures. But they don’t care
about best-quality materials, and best technical maneuvers. They care about two
things:
● The durability of the products
● Not feeling pain. (In Europe, dentists use local anesthetics, not general
anesthetics, which they frequently use in the US.
Because of the raising costs of the dentistry materials she has to use, she wondered: if
she raised her prices by 6-10%, wouldn’t she lose some of the present customers? I told
her that our analysis should start from another point, not from prices.
Her patients really trust her. Why? Although she wants money, she prefers to advise her
patients about treatments that are more appropriate for them, even if means that my
wife will earn less money.
So her patients return to her, not other dentists. That’s why I told her that she must have
no fear about raising her prices a little. It’s not about prices. People are more
concerned about getting good care than low prices. With this understanding, my wife’s
business will be prepared and successful during the next crises. It also helps that her
competition ignores such things. If YOUR competition ignores such things, who do you
think will win: you or them?
Because of the care they demonstrate, many businesses will still have loyal customers
during the next crisis, EVEN IF THEY HAVE HIGHER PRICES THAN THEIR COMPETITORS. Even
with lower prices, their monthly profits are lower because they treat their customers
carelessly. Or they even treat them with condescension and disdain, as if they’re pigs
who are only good for providing bacon.
Consider the way Walt Disney succeeded at creating animated films. Even after his
death, his studios make successful movies. Why? Because he wrote the guideline that
his successors are still following, which is NOT profit-centered but CLIENT-centered: “The
inclination of my life has been to do things and make things which will give pleasure to
people in new and amazing ways. By doing that, I please and satisfy myself.”
Was Walt Disney a winner? Definitely, yes! Moreover, Disney continuously rebrands itself,
which is why it continues to win.
So say NO to this mentality: “Let’s take their money, so we can afford a vacation in the
Caribbean.” No one succeeds like that, yet 85% of new entrepreneurs think in this
manner (consciuously or subconsciuously), and fail. The Fundamental Secret to
preparing your business for the upcoming crisis is not learning what your customers want
(as many marketing and sales specialists advise), but discovering what makes your
customers HAPPY.

85% who fail view it as a goal: "Let’s get money from people somehow.” This kind of
thinking is more aligned with trickery (or even robbery) than with business. Yeah, I know,
these are tough words, but the naked truth. To understand it and implement it in your
business NOW, you can save your business LATER, during a crisis.
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Apart from the desire for happiness and appreciation, people have another irresistible
desire. And if you satisfy it, you will become financially wealthy. Let me repeat: not
before, but after you satisfy the desire to be safe. According to this rule of thumb,
customers choose or reject the groups seeking them, and they choose their purchases
accordingly. So keep these desires in mind:
●
●
●
●

The desire to be happy
The desire to be appreciated
The desire to be safe
The desire to be comfortable

How can you provide safety, care, and happiness when selling bread? Imagine
entering a shop that carries inexpensive, regular-quality bread, but smells quite
neglected. You receive a loaf of bread from the shopkeeper. He has just wiped his
child's runny nose with his bare hands, then immediately handles the bread that he
gives you. The shopkeeper absentmindedly counts the change, then turns his back on
you the next second, even though you want to buy something else.
Then imagine a brilliantly clean shop, which
carries several types of bread. The seller asks,
"Which kind would you like? White, dark, semiwhite, sliced, or unsliced?" Then the seller informs
you that she has just received some delicious
pastries—the ones she knows you`re crazy about.
And tomorrow, she will receive some fantastic
cakes, all of which spare you from running
around that evening when your guests arrive.
Which shop will you go back to, and purchase sodas, fruit, water, cakes, wine, and
liquor for your guests tomorrow? Which store will you insist on taking YOUR money? The
store with the cheap bread, or the one with slightly more expensive goods? You will
shop at the second store many times, and you will spend hundreds of dollars there
because the shopkeeper was kind and attentive when you bought a loaf of bread.
You will fill the wallet of the one who:
●
●
●
●

Took CARE of you
Showed you APPRECIATION
Created COMFORT for you
Provided CERTAINTY that you made the best choice when you purchased a
small item

That shop wants your money, and you give it to them with pleasure. You may
occasionally go to the shop carrying cheaper goods out of necessity, but you will only
purchase a single loaf of bread. That shop wants your money, too, but it is among the
85% that will inevitably close, unless a new shopkeeper takes over and thoroughly
cleans up the shop.
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So remember to WRITE this down and post it everywhere: "What can I GIVE to increase
the HAPPINESS of my existing and future customers?"
The Haier Company conquered the market of household refrigerators from Western
Europe with cheap models that only offered the most basic features at a higher
quality—superior refrigeration, space, and durability. It increased the HAPPINESS of its
current and future customers. And it succeeded during the last crisis!
Remember, the Third Secret is that successful businesses increase the HAPPINESS
of anyone they intend to serve.
I know this concept sounds simple, but it’s one of the crucial keys to everything we are
going to discuss in our meetings about preparing your business for the next crisis. In
practice, it’s actually more complicated. (There are other ideas in the Bonuses #3 and
#4)
But that`s not all. The winners in the next crisis will concentrate—NOW more than ever—
on offering VALUE to customers by sharing their TALENTS with an INCREASING number of
people. They propagate TALENT on a HUGE SCALE. Why on a “huge scale?” Because
even during ordinary times—but especially when a crisis approaches—these
components are essential for the survival of your business.
Let`s suppose you spend some time teaching a self-defense course (this is one of the
business fields we established that will be successful during the next financial crisis,
remember?)
Then you can put the course on video format and sell it worldwide. The lessons are
applicable, both locally and globally. So why wouldn`t you propagate TALENT on a
HUGE SCALE?
I spoke of the Haier Company, which has both increased customer happiness and
conquered the European market. This tactic is the only way to be ready for an
upcoming crisis!
Ford said something else that I often tell companies, and that I often repeat
when I provide training or business consultancy: “It is not the employer who pays
the wages. Employers only handle the money. It is the customer who pays the
wages.”
By now, you should be able to see the difference between everything we just
discussed, and this concept: “Let’s open a store or build a website, and get
rich.” Now can you see why many businesses end up failing and cursing their
“bad luck”?
There is a crucial link between the three identified secrets for retaining customers—and
determining which employees to keep, and which to release IMMEDIATELY. I will return
to that concept in a special upcoming session, when we discuss how to ONLY choose,
select, or keep the employees that will help you prepare for the crisis NOW.
It is the product or service that pays, not the employer. Care toward customers, not your
profit plan, ensures success. Therefore, here is the secret that is within your reach, as of
today. Customer satisfaction is no longer enough. Today, you need customers who are
delighted, not merely content.
Previously, it was sufficient for a cab driver to transport you safely to your destination.
Then things evolved. Cab drivers were expected to drive smoothly, so the passenger
won’t get sick in the car. And depending on the situation, they were expected to either
carry on a conversation or remain silent (if you’re not in the mood to talk).
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But these innovations are NO LONGER enough. Today, taxi companies win customers by
making them happy—primarily through two things:
1. After you place the order, they arrive quickly.
2. The driver helps you with your luggage, possibly carrying it to your hotel,
house, or apartment.
Merely getting you somewhere was satisfying decades ago, but customers now have
other requirements, such as quick arrival, conversation, a comfortable climate in the
car, and good customer service. You may use the same cab company because they
meet your needs. So you want to travel with them, and you will remain loyal to them
during a crisis.
Having stated these Secrets, the time has arrived
to shift perspectives. As I said, there`s no other
way. So I urge you to think about what have YOU
have done to ensure that YOUR company satisfies
customers at the highest level, delights them,
makes them happy, and takes care of them?
For instance, do you have a construction
company? If so, are your customers looking for an
architect? Recommend one, even if you must
make several telephone calls. Help your customer.
Make customers happy. Then in times of crisis,
happy customers will save your business.
Now, allow me to present a very simple and helpful tool for keeping your customers
loyal to you. As I promised, you won`t need consultants or specialists to pay thousands
of dollars or euros to help you. I used this tool, and improved on it by making it simpler
and simpler. Now you can use it, before the crisis, but also during the next crisis. And you
will thrive!
Moreover, this simple tool will help you make a very objective comparison to your
competitor – again, without spending money on consultancy!

Focus groups are needed to identify the
most important factors for consumers.
What is a focus group? Select 7-9
(maybe 11, but not more) of your
customers (loyal or semi-loyal), and ask
them the most important factors that
they feel your business MUST satisfy.
Let them speak freely, and don’t
contradict them. Just ask supplementary
questions. And make notes. The
members of the focus group will answer
a rather long list of important questions.
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Let's assume you have a TV factory, and you have identified the four most important
factors. Based on the research, we give weight to the four factors. Weights reflect the
hierarchy of importance. The total weights amounts to 100:
1. Product quality

55

2. Affordable costs

20

3. Warranty

15

4. Smart functions

20

Now we look at the scores (1 to 10) that the respondents gave the four factors. Let’s
suppose that the following average scores were obtained:
Mark
1. Product quality

8

2. Affordable costs

9

3. Warranty

7

4. Smart functions

4

What does these scores show us?
1. Product quality
You have an acceptable score. But you should improve it,
because it creates 55% of your customer`s preferences.
2. Affordable costs
You have to improve this score, because your prices are
important to your customers. In fact, this factor is 20% of the
score.
3. Warranty
This score looks good, but you should improve it, even
though it only amounts to 15% of your overall score.
4. Smart functions
Oops! Even though this factor only adds up to 15% of your
total score, you urgently need to improve it.
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Ask your customers (not only the
members of your focus group, but all of
your frequent customers) what you can
do to improve the product quality and
smart functions. Ask them, but don`t
presume what their needs are! Keep in
mind: quality is what your customer says
it is, not what you say it is!
This tools shows us how we’re doing. How do we compare to the competition?
If Steps 1 and 2 are the same, but here the most useful respondents are the former users
of a product and the current users of the competition’s equivalent product. Then you
can apply the same matrix.
These steps will help you avoid mistakes NOW. During a crisis, you can`t afford to lose
customers. So with these steps, you know exactly what to do!
In Step 3, ask them to score you AND your competitor. Now look at the scores obtained
by each factory. Respondents gave scores of 1 to 10. Let`s suppose that the following
average scores were obtained:
Competitor

Our factory

1. Product quality

9

8

2. Affordable costs

6

9

3. Warranty

7

7

4. Smart functions

8

4

Then multiply the scores by the weights of importance.
Competitor

Our factory

1. Product quality

9 x 0.55 = 4.95

8 x 0.55 = 4.4

2. Affordable costs

6 x 0.2 = 1.2

9 x 0.2 = 1.8

7 x 0.15 = 1.05

7 x 0.15 = 1.05

9 x 0.2 = 1.8

5 x 0.2 = 1

9

8.25

3. Warranty
4. Smart functions
Total Weighted Score

The first variant (when not compared to the competitor) showed us that we were pretty
well. But many business owners make this mistake: “We do things pretty well, I suppose.”
And they think that's sufficient. But if we compare ourselves to others, then our company
is weaker (or better) than the competitor.
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Ask them what quality means to your customers, and prepare accordingly!
Do you know any simpler tool for discovering ways to keep your customers loyal?
But don`t stop at this survey. There are two more crucial MUST-DOs, which make the
difference between touching and missing your objectives.
1. Inform all of your departments about the results of this survey, and ensure that
they know exactly what they must do.
2. In our next meeting you will see that customers’ needs dramatically change
over a few months. So how often do you propose to renew the research? I
suggest doing it at least every 6 months. Then you will keep your customers
happy.

Another secret is linked to all we established above. It helps your customers, so THEY will
be able to survive during times of crisis. Do you sell computers? Start preparing a repair
department now, before the crisis. Begin organizing cost-effective transportation NOW,
which will save them money.
Do you remember the previous
discussion about the fields that will be
successful during the next financial
crisis? The same concept applies to
machine shops, food distributors, and
other businesses that survive. In fact,
all successful businesses should look at
this paraphrased statement from the
National Study of Customer Loyalty:
Regardless of industry, when an
individual strongly agrees that a
company cares about them and
satisfies their needs, gets total
customer
satisfaction,
a
strong
company preference, a willingness to
make a recommendation, and a
willingness to go out of their way, their
loyalty will be extremely high.
Furthermore, they found "an extremely
powerful relationship between caring
and every key loyalty measure.”
Is that crystal clear? The formula that will save your business is simple: care about your
customers, and satisfy their needs. Then you will gain an increasing level of loyalty NOW,
which help keep them coming back during the crisis.
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Let me transcribe now the main ideas at a business conference I was invited and
spoke about customer`s behavior:
"The public's preferences may be something completely different than we think it
is. And I'll give you some other examples now.
What does the consumer really need?
Whether we want to sell handicrafts or build a platform, we need to know
whether or not the public wants what we have to offer. And under what
conditions do they want them?
First of all, how do we find out? How do you know the answer? It`s simple! You ask
the question! But what question?
Here’s a way to specifically define what consumers want: I will take an example
of a course called "Zero Taxes Company" that is no longer online, but it was
successful. As you can see, I just made a survey in which I asked the audience:
"How many weeks do you want to take the course? How many weeks can you
handle? 4, 5, 6? And how much would you be willing to pay for such a course? "

We gave the people options of lengths of time and price ranges.
For example, the first person said, “I want a 5-week course, and I would pay 70 90 euros for it. The second said, “6 weeks and 70 - 90 euros.” And so on. We gave
the people options of lengths of time and price ranges. And we calculated the
average answers.
By using a formula in Excel, we determined what`s the market for this course. We
wanted to sell it for 1,000 euros apiece, but we couldn't because the survey said
that customers were willing to pay an average of 80 euros for a basic 4-week
course. And a significant number of them were willing to do a 6-week course with
strong information in the last 2 weeks. Good!
Ok, but what information is “strong?” So we brought together trainers with
"strong" information, and we asked the public again! Online! And we asked them
what problems they have.
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“We do not know how to use contracts to lower our taxes.” “We do not know this,
we do not know that...”
Well, we built a spreadsheet in
Excel. And we concluded that
there are some favorite themes in
this course. Do you understand?
The public has told us what it
wants. So if you're using this
formula, you're heading towards
an
extraordinary,
successful
product! Why? Because you know
how to target directly. In other
words, do not offer a man a drill
when he wants a sledgehammer.
So we established themes for 4 weeks. We did a basic course, and for the other
two weeks, we made an extra option. We have discovered the favorite themes,
and we let them go. So it resulted in that course: A Zero Tax Company. And the
first online course was a success. In fact, I sold over 80 courses. Why? Because we
found out. We just asked 11 questions, including age, male/female a.s.o. And
then we got on Facebook, and directly targeted the advertising to that
demographic (entrepreneurs in their 40s, etc.) And we went right on target,
because it’s the key. Then we knew that the audience needed that information.
Good! But let me tell you all about this course, and the big problems I had with it. I led
some big offline marketing campaigns at a refreshment factory, including how to sell
juices/beverages/refreshments. And I realized that online marketing is totally different
from offline.
Why? Because when you have an opinion poll,
you can apply it in the store, and fill it in
according to what the buyers tell you. Then you
must give them some clarification, and explain
what the question means. Sometimes you have
to explain him what he meant in that poll. That
is why I had to rebuild the offline survey after I
tested 15 people, because most of them didn’t
understand certain questions.
The questions seemed very clear to me! In offline marketing I could rebuild the
survey after I tested it. But in online marketing, once you have released the
question, the public needs to understand it. So we had to think very clearly about
the kinds of questions we put in a way that everybody could understand. And it
seems that they understood the topics they wanted, and we directly followed
the themes.
Here’s an example I want to give you: a company that I worked with launched
many courses and products, and made an online survey about consumer
preferences in March. And the public suggested some extraordinary themes. For
various reasons, we did not release those products until October. But we had a
total failure! Why? Who can tell me why it was a failure? Because online
preferences are changing very quickly
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It is common sense that you cannot sell snow skis during the summer. But also
regarding courses, handicrafts, car wheels, and everything else, you should keep
in mind that preferences keep changing
So I ended with this conclusion: when designing a successful product or service,
regardless of the field, don’t suspect customer`s preferences. Rather, test them
out, and try to influence consumers’ behavior. I made this presentation by starting
with exactly how you to influence this buying behavior. And how do you this? You
have successful products and services. As I said, colleagues before me have
managed to exemplify this in an extraordinary way.
And if you manage to stick with this conclusion, I am very pleased. I created the
poll I told you about with trainer Luca Dezmir. And so I said, "If we want to launch
products together, let's do the survey together". Then I created a poll with
another portal, that had the same public of entrepreneurs: at Luca Dezmir, 40% of
them were entrepreneurs, and 40% of them were entrepreneurs at
avocatnet.com, too. But... I want to tell you that the results of my survey with
Luca Dezmir and the results of avocatnet’s survey were as different as night and
day. Why? We had the same public of entrepreneurs. But Luca had basic-level
customers, while avocatnet had a higher entrepreneurial audience—with higher
knowledge and other preferences.
So if we want to design some successful products, we should not suspect
preferences, but let’s test their behavior.
Other speakers have said this before, and they will say it again. Thank you!"
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Then help them survive during the next crisis. Now you know which simple tool will help
you! And only now can you fully understand what I said during one of our previous
meetings: you can start a business that transcends the collapse by meeting a strong
need DURING the collapse.
Be aware of your customers’ needs, and you will be ready for the crisis! For example, I
plan on starting a price-comparison company, which will be one of the businesses that
will win during a time of crisis. (This type of product will win during a crisis, remember?)
Which of these portals do you think
will be most frequently accessed,
and which do you think will be
lucrative during the crisis? Of course!
It is the one generating confidence
that provides instant information—in
real time, with real prices, and
without errors. Yes, you must have a
team or build an instant channel link,
in order to keep you permanently
updated with prices. But in an
upcoming session, we will discuss
how to find these people.
Let’s return to the topic of preparing for the crisis by attracting customers. Who will
subscribe to such a portal? Stores will subscribe, but most of the customers who
subscribe are individuals who are desperately searching for the best prices amidst
monetary chaos. People will access your portal, rather than an erroneous portal of
others that fails to maintain current information about discounts.
And this point provides a good transition to the next meeting, which will involve
uncovering secrets to retain loyal customers. After you attract customers, you must
ensure their loyalty, so they will remain with you. When crisis looms on the horizon, many
previously effective strategies fail, so others must be adopted.
Prior to our next session, think about the kinds of customers you should seek to attract
now, before a crisis arises. The more customers, the better, right? Wrong! Be aware that
your competitors are battling amongst themselves (and with you) for the same result.
You must focus on getting as many customers as possible. But you must also focus on
something completely different: you must focus on the only thing that will precisely
draw the kinds of customers you need. That way, you will be among the 35% who
survive and develop, not the 65% who board the windows and close up shop. We will
discuss this concept at our very next meeting.
Meanwhile, consider if you want your customers to ask you to take their money,
regardless of whether you’re selling agricultural or cleaning products, consultancy, or
insurance. Think of ways to satisfy at least one important customer, and you will quickly
become successful. Don`t forget loyalty cards and points systems! They’re very
effective at building repeat business.
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As I said, what do you think your customers will do? Exactly! They will make severe cost
cuts. They will reorient and cut costs at their companies, possibly including the costs
pertaining to the products and services you deliver! It sounded scary at the beginning of
our present session, didn`t it? As I said—and now you know—it`s only scary for people
and businesses that cannot see the hidden opportunities we have just discussed.
Without spending much, you will efficiently and reliably attract customers. Regardless of
whether you are a freelancer or a large company, the Three Secrets are perfect for you,
because they offer the power you need without the financial risk.
If we can succeed at transforming this threat into a super-opportunity by using and
implementing the Three Secrets we discussed, we will not only survive, but thrive during
the next crisis. And what would happen if you were to see and put this opportunity into
practice before and DURING the crisis?

I advise you as I’d advise my brother
and my wife:
.
We’ll stop here for the moment. But
, I invite you to find out
which customers are the best ones for
you to choose. Who will sustain you
throughout the crisis, and who should
you give up? How can you choose
the right customers now, as well as
during a crisis?
Some customers will drive you to
bankruptcy, and you will be able to
suss them out within two or three
simple steps! (Yes, give them up now!)
Let your competitors fight for them.
Then they will sink into bankruptcy, but
you won’t.
Till our next meeting, study this formula to help your business thrive during the next crisis.
Then try to adapt it to YOUR business. If you need help, let me know. That’s what I’m
here for - write me at hello@horatiu.biz so that I can help you!
Until next time, all the best!

How Are You Attracting Now Customers Who Will Remain Loyal During a Crisis?

Horaţiu Sasu has dual specialization:

legal counsellor and economist
(marketing and performance in
Human Resources Management).
He
has
advised
both
private
companies and public departments.
His 19 years of experience of advising
experience have included:
●
●
●
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●
●

Increasing the performances of
the company and the employees
Outsourcing the activities and
using the collaborators
Increasing the number of clients
Increasing the company's profits
(in normal times and during crises)
Personally training employees (with
the objective of increasing job
performances and profits)
Creating and implementing HR
procedures (such as avoiding
labor disputes)

The author currently works as a trainer and business consultant, and is
available for a limited number of speaking engagements and consulting
assignments. See opinions, solutions, and articles about preparing your
business for crises at www.horatiu.biz.
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