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Every time you make a sales presentation...craft a resume...try
to persuade anyone about anything...there’s one question you
simply must answer: So What?

That's what the people you're talking to care about. That's what
they need to know. Tell them that—quickly, convincingly, powerfully—
and watch them respond by saying, “I love it, | want it, and I'll buy it.”

Knowing this is one thing. Doing it—that’s something else altogether.
In this book, Mark Magnacca shows you exactly how to do it—every
single time.

Here are the breakthrough techniques Magnacca’s taught to
thousands of the world’s top salespeople...techniques that make
average persuaders into great ones and great persuaders into
legends. You'll use these skills nonstop: to sell better, achieve more,
grow your business, inspire your colleagues, improve your
relationships, and transform your life!

Refocus on your audience and stay focused
on them—automatically!

Master the new communication habits that can supercharge
your effectiveness

The “So What Test”: What it is and how to use it
How to make sure everything you say matters to the people you're
talking to

Create your own “So What Positioning Statement”
Don't just differentiate yourself—make yourself fascinating

Not all benefits are created equal
Focus on the benefits that make the deepest emotional connection

From George Lucas to Steve Jobs to Ronald Reagan
Practical, usable lessons from the world’s greatest communicators
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SO WHAT?

'SHARPEN YOUR
INTEREST IN TWO
MAJOR SUBJECTS:
LIFE AND PEOPLE.
YOU WILL ONLY
GATHER INFORMATION
FROM A SOURCE I
YOUARE INTERESTED
INITY

—JIMROHN

CHAPTER 1
WHAT You NEep To KNnow

IN 850 WoRrDS




WHAT YOU NEED TO KNOW IN 850 WORDS

The people you are trying to communicate with, sell
to, or reach don'’t really care about you, or what you
have to offer, until they know how what you have can
benefit them.

If you keep that in mind every time you make a
speech, do a sales presentation, write a client a
memo, or simply talk to someone in the hallway, you
will do the following:

» Engage your audience because you are more
relevant.

» Make more money.

» Get what you want in life.

In other words, if you help enough people get what
they want, by showing or explaining how what you
have can benefit them, you can have anything you
want.

It’s that simple. But don'’t let the simplicity fool you.
This is a seductively straightforward idea that up until
now has been very difficult to actually apply.

The reason? Most of us have not been trained to
think this way. We've been taught when it comes to
communicating, “it is all about us” rather than “it’s all
about them.” We often think it’s all about the words
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we use, the way we look, and showing how smart
we are.

As aresult, when we talk to people, we say (directly or
otherwise), “I'm going to tell you about my product,
my service, my idea, my campaign.”

During much of the twentieth century, that approach
worked pretty well. The people we were talking to had
a limited number of options when it came to getting
information, and so they were willing to put up with
alot, since the alternative—going to the library or
making lots of phone calls—was difficult.

But that was then. Today, when anyone can find just
about anything with just a couple of clicks on a search
engine like Google, that way of thinking is hopelessly
outdated.

This is not to say that making your message all
about you never works. You may be able to think of
examples where somebody talked about themselves
and only what was important to them, and you were
still interested. But that said, I bet you can’t come up
with many.

In the pages ahead, you will see how people like
George Lucas, Ronald Reagan, Steve Jobs, and John
E Kennedy instinctively used the So What Question
to their advantage—and ours. They focused on what
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was important to their audience and were remarkably
effective as a result.

You might be thinking, “How can I possibly do what
any of them have done?” Well, that’s where I come in.

You are going to learn ten ways to apply this powerful
idea that will help you automatically change the way
you communicate with people, from “here’s-what-I-
want-to-have-happen” to “here’s-how-my-message-
can-benefit-you (my audience).”

I will show you how to stay on track by focusing on
what matters most to your audience, so they quickly
understand the benefit to them and what you are
offering.

The net result of reading this book is that you will
instinctively know the best way to communicate your
message to engage your audience so that they want to
follow you.

I wish I could tell you that the ideas I will be sharing
with you are something I always knew and used. But
that’s not true. In fact, I have come to understand the
power of the So What Question based on studying
my own mistakes, as well as the communication
mistakes—and successes—of people who have
helped change our world.
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PRACTICING WHAT | PREACH

This book is organized in a way that is designed

to benefit you most. Each chapter will help you
understand WHY the So What Question matters in
your life and business, and then give you specific
tools to show you HOW to apply what you've learned.
Read this book in any order you choose—cover to
cover, or skipping around to solve a specific problem
you may have, or any way in between.

No matter how you read this book, by the time you
are done, you will come to understand that if you
can anticipate—and address—the So What Question
that is always in your audience’s mind, you will be
much more successful in business and in life. (Yep,
the So What Question works in more than just your
business.)

I realize this seems like a big promise, but what I
will be sharing with you has already been tested on
people just like you—people who had goals they
wanted to accomplish, products and services they
wanted to sell, income they wanted to generate, and
ideas they wanted to become reality.

They succeeded.
And you can, too.

Let’s begin.
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TAKE-AWAY IDEAS

1. The people you are trying to communicate with,
sell to, or reach don't really care about you, or
what you have to offer, until they know how
what you have can benefit them.

2. [ want to tell you about my product, my service,
my campaign.... This approach worked in the
twentieth century, but is now outdated.

3. Adopt this new way of thinking...and the payoff
will be an engaged audience, more money, and
getting what you want in life.
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