Why Your Marketing Sucks

In the three years since we started Restoration Mastery, we’ve had the opportunity to speak to
restoration professionals from all over the country. While no two companies are the same, we
started to hear a common concern from business owners. Whether they were in Santa Fe or Santa
Clara, they noticed the industry changing. The once traditional business model had modernized,
and companies found themselves struggling to catch up. They were accustomed to doing things
one way, but that way stopped producing results. What were they to do?
For a long time, probably too long, owning a restoration company meant giving cookies and getting
referred jobs. When we say giving cookies, we mean that business owners worked hard to butter
up insurance adjusters. You’ve all heard the stories: opulent dinners, wild nights in Vegas, the list
goes on. It was old school.
That old version of the business is long gone now. There are countless reason why this happened,
but you can bet technology is a big one. Restoration companies can market in all sorts of ways
they were never previously able to, and giving cookies no longer adds enough value to secure the
best contracts. Regardless of how successful a business was in the old world of restoration, they
need to adapt the new environment. A lot of businesses were either too slow to pick up on the
changing tide, or they were too resistant to it.
Luckily, our clients have something else in common: the desire to get better. We wish we could tell
you that there is a pill you could swallow to grow your business. Of course, there isn’t. We cannot
offer you a one-step plan for success. What we can do is share some lessons we’ve learned during
our years in this industry, and that’s what this book aims to do.
As you’ll discover, we are both different people with different stories, and we’ve both taken our
lumps. To reflect this, we’ve set this book up into sections from each of us. In addition to getting to
know how to improve your business, we want you to get to know us a little bit. While our voices
may be different, you’ll quickly realize that we both have a passion for improving the industry.
In fact, improving the industry has been one of our goals since day one of Restoration Mastery.
We want to see our peers do well, and we want to see clients happy. We cannot pretend we have
all the answers, but hopefully our experience has given us a few words of wisdom to share in the
following pages.
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O.P. - The Best Marketers Have Black Eyes
One piece of advice I love to share with people is “don’t trust anyone who hasn’t been punched in
the face.”
What does that mean? Let me explain. Have you seen these twentysomething life coaches that
promise they can teach you about overcoming challenges about health, finance, love, or anything
else? People in their 40s actually pay these guys money, often a lot of money, for their perspective.
Is it just me or is this crazy!? I’m a 47-year-old entrepreneur, business owner, and father of three
who has gone through a divorce and lost my 39-year-old brother to an illness – how in the hell is
this young, inexperienced life coach ever supposed to relate to the challenges and obstacles that
life will throw at someone?
I don’t mean to brag, but I have been punched in the face so often and forcefully that it’s impossible
not to see it. I may have taken some bumps and bruises along the way, but I never once doubted
that I could get back up and keep moving. I have been knocked down, but I’ve never been knocked
out. I think that makes whatever advice I have to offer resonate a little more than someone fresh
out of college who learned everything they know from textbooks.
If you’re reading this book, chances are, you want to grow your organization, your sales and your
bottom line. If that’s you, we have a lot in common. In the following pages you’ll come to find out
that once upon a time, my company was dying, my personal life was in shambles and despite the
chaos, I was able to not only survive, but to thrive. What I’ve come to realize is that you must first
change yourself! If you’re not getting what you want out of life or your business, it is your own
mindset that is holding you back. There is nothing more powerful than a changed mind. I know
that you’ve lived your own life experiences and have had to overcome difficult and sometimes tragic
obstacles in your life. But the key for you, my friend, is to realize that what you focus on becomes
your reality. If you look at your bruises as weights holding you back, that’s exactly what they’ll
become. Instead, look at them as the mountains you’ve had to climb to get where you are.
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Tim - Why We’re Worthy of Your Attention
We live in a hectic world. I recently heard Gary Vaynerchuk relate that “Attention is the only asset
that matters anymore.” There are so many people out there clamoring for your attention on a minute
by minute basis. There’s a good chance that since you’ve started this book, you’ve already had
seven notifications on your phone, three phone calls, nine emails, a spouse yelling at you, a kid
smack his or her sibling and a dog chew up a shoe. YouTube channels put out new episodes
screaming, “look here!” and Facebook sends you notifications every five minutes. In a world where
everyone is screaming for attention, how do we control who gets our attention and who should we
be listening to?
Well, the obvious answer, is to pay attention to the industry leaders. It blows my mind that people
in our business pay for education, leadership and training from “experts” that haven’t been in
disaster restoration since Xactimate was on punch cards. Here’s a good rule of thumb: if wouldn’t
hire someone as a contractor, don’t hire them as a consultant.
The things that we teach at Restoration Mastery are not hyperbole. They aren’t theory or conjecture
of some bullshit story about how you need to buy the next latest and greatest affiliate product or
piece of garbage.
We are not teaching techniques that might work based on some shit we read. We are showing you
tactics and strategies that have made and continue to make us millions of dollars in the restoration
business.
It’s the difference between learning to play basketball from Michael Jordan versus learning from
some fan that has season tickets. Sure, that fan shows up to every game but at the end of the day,
he’s using his imagination to explain what to do. MJ can tell you what the ball felt like in his hands
the time he hit that game winning shot in Utah.
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O.P. - Started from the Bottom, Now We’re Here
Nobody, at least nobody from where I’m from, just arrives at the top without struggling along the
way. I’ve been through a lot to get where I am, and my life in restoration certainly shows that.
In my 22 years in this business, I’ve seen both booms and busts:
Catastrophes including the Northridge Earthquake and multiple wildfires generating millions of
dollars in business.
Insurance carriers starting and then ending programs putting competitors out of business.
The rise of the franchisees and their takeover of nationwide vendor programs
squeezing out the local companies.
Marketing completely change from yellow pages into Plumber Marketing and Yelp/
Angie’s List, SEO.
Third Party Administrators (TPAs) that promise to give you work.

Recessions and Times of Plenty
These circumstances have two things in common:
1. We were powerless to prevent them.
2. We were powerful in responding to them.
Our restoration company was started in the middle of the Great Recession because we aren’t afraid
to make bold moves. That’s just how we roll. We had the opportunity to struggle through those
years and there were times when our advisors told us that we should close our doors, especially
when my brother passed. Despite all of this, we became highly profitable because we refused to
participate in that Recession.
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It reminds me of these unforgettable words from Steve Jobs:
“When you grow up, you tend to get told that the world is the way it is and your life is just to live
your life inside the world. Try not to bash into the walls too much. Try to have a nice family life,
have fun, save money. That’s a very limited life. Life can be much broader once you discover one
simple fact. That is – everything around you that you call life was made up by people no smarter
than you. And you can change it. You can influence it… Once you learn that, you’ll never be the
same again.
Our models of reality make us who we are. What you think is what you get. It’s that simple, yet we
sabotage ourselves to create an unfulfilling life. Our beliefs about life, work, our self-worth – they’re
often a result of our innate tendency to imitate the people & beliefs around us. What you think and
believe about the world shapes who you are. Change your accepted models of reality, and dramatic
changes will happen in your world.
When opportunities are down, you have to remember that regardless of the altitude of the playing
field, it’s still a level one. Need proof? About a third of the companies on Forbes 100 Most Promising
Companies List were started during the most recent economic meltdown.
We started Restoration Mastery with the goal of helping to develop other companies so they didn't
have to go through all the shit that we went through. If you think about programs like alcoholics
anonymous they assign you a sponsor that was a former alcoholic, why do they do that?
It's not just so you have a non-drinking buddy. It's because they want you to have someone that's
been through what you've been through and understands how you’re feeling. As a business owner,
how could you possibly explain what the stress is like before cutting payroll each week. Will the
checks come in? Are the lights going to stay on? Do I fire this employee? Do I hire this one?
Most importantly we know how to rebound from failure and mistakes. We learned how to do the
right things after we did the wrong things. Otto von Bismarck put it this way: “A fool learns only from
his own mistakes. A wise man learns from the mistakes of others.”
Which do you want to be?
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Tim - Take a Look at Our Bruises
When O.P. says we’ve made a lot of mistakes, he means it. Do you recognize any of these
situations we’ve been in?
1. Sales hit rock bottom and morale is so low, you can’t even bring yourself to pick up the
phone.
2. You find out that your best salesperson is just working for you until they can find another
job. Oh, and they’re taking all your clients with them.
3. Your favorite Insurance Adjuster just joined a local franchise and became your competitor.
4. You just got cut from the Carrier’s vendor list that provided you with 40% of your revenue.
5. Someone embezzling money from your company.
6. Your brother/ best friend and business partner died and you have to figure it out before the
doors close.
We have a service value at our company that every single one of our employees knows and can
recite from memory: “I own and immediately resolve problems.” Note the omission of the word “my”
as in my problems in that sentence. Even when a problem isn’t our fault, we create value when we
make it our responsibility.
At Restoration Mastery, we teach that there are two types of companies (and employees):
1. Those that solve problems.
2. Those that refuse to take responsibility for problems.
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When it comes to your sales related challenges, you may have a laundry list of excuses, but you
must figure out a way to unemotionally step up and execute. We learned this over time. It reminds
me of a lesson I learned as a young man in Sunday School.
Jesus one time commented that the person that heard and ignored him was like a guy that built his
house on the sand and when it rained, the house fell over (it was built by your competitor).
On the other hand, he said that the guy who did what he said would be like the guy that built his
house with a firm foundation. When it rains on that guy’s house, it stood strong. Most of the time,

“ I f I do what Jesus says,

we focus on the foundation, but I was born with a business
mind and I couldn’t help but ask my Pastor one question about

why does it still have to

Jesus’s “customer service”:

rain on my house? ”

My Pastor helped me understand that God never promises to

take our problems away. He promises you the ability to overcome them. Businesses work similarly:
no matter how prepared you are for every situation, systems fail. People make mistakes.
Customers throw wrenches in the situation.
Sooner or later, it’s going to rain. Is your company the type to blame the rain, or the type that’s
ready with an umbrella?
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O.P - Execution is EVERYTHING
The rain’s come, now is the time to execute. We’re in the restoration business after all. Executing
is where the magic happens. You can conceptually learn something, just as you’re learning in this
book. But we are going to challenge you to fricken bring it!
It’s not enough to read this and nod your head. We challenge you to implement it for yourself and
see what kind of responses you get and what changes are made. One of the most valuable traits
of any employee are his or her ability to execute and get things done. In fact, I would suggest that
in today’s leadership climate, no other habit is more important than execution. Anyone can come
up with a new idea, concept or marketing plan. What truly

“Effective leadership is not about

matters, though, is whether you can take an idea from

making speeches or being liked;
leadership is defined by results

concept to completion.

not attributes. – Peter Drucker

”

Vision and initiation is a strength most great leaders share.
Because of this, some of you will need to hire and delegate

the task of execution to someone else. If you have the resources and means to take this step, do
it. But make no mistake, the responsibility is solely that of the leader. For some of you, you need
to put down the megaphone and just grab a shovel. Don’t get me wrong, vision is great. If you can’t
execute on that vision, though, you’ll have nothing to show for it.
Like any muscle, it will take many repetition over many different days before your sales biceps will
start to appear. Some of you guys have been checking to see if your six pack is showing after every
sit up. Your marketing still sucks because you aren’t putting your head down and working. Too
often we hear of companies aborting their marketing efforts after 3 months, because they don’t feel
they’re getting a ROI (Return on Investment).
Here’s what my past mentor, Chet Holmes, taught me. He said that once you have a sound
marketing plan, you must apply “pigheaded discipline” to the execution. You must be committed to
the campaign for a minimum of 6 months. When we launched our “High Net Worth” marketing
campaign, we could have given up after 4 months of seeing no return. Instead, we stuck with it and
the 5th month was the tipping point where we saw the fruits of our labor. BOOM!
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As a Salesperson, you have to put in work. A bodybuilder goes to the gym every single day. An
athlete trains his sport and a singer practices their songs and eventually you’ll see results just like
them. I’ve met too many salespeople who are like Allen Iverson lamenting the importance of
practice. I don’t care if you’ve got the gift of gab if you don’t have the gift of getting to work. How
can you practice?
1. Role Play your presentation in front of a mirror or camera for 30 minutes a day and work
tirelessly on your delivery.
2. Become the subject matter expert. Don’t be average.
3. Keep up on current market trends by subscribing to the latest and greatest trainings
(preferably from people that have mastered the industry). If you’re not growing, you’re
dying.
4. Innovate and reverse engineer. Interview your best clients to better understand your own
value.
5. Network like your life depends on it because it does.
It’s the reason why every person that works for us sends an average of 30-40 text messages every
holiday (without prompting) to their clients. They love the people they serve, they love what they
do but most importantly, they love themselves. They don’t come to work for us because they want
a base salary or business cards. They want to change the fucking world. They’ve practiced, and
they are ready to take the shot when the time comes.
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O.P. - Who are Your Teammates?
Here’s an exercise from one of my mentors, Mike Agugliaro. It’s an exercise to analyze your
professional and personal relationships. Someone who wants to achieve more in life and business
will master their relationships to give more to others and to receive more from others. Even if you’re
not the most outgoing person, you still have valuable relationships that feed your life with:
immediate family, friends, employees, vendors, customers, clients. These are the key relationships
that will make an impact in your life. Ignore them or take them for granted and you will deal with
stress and conflict. Proximity is Power.
I remember, when I was in my late 20’s I was excited to tell my peers about investing in real estate.
I asked their opinion about buying investment property and either renting it or flipping it. To my
disappointment, every one of them (including my wife at the time) were telling me how risky it would
be and that I should stay away from it. They told me horror stories they’d heard of tenants taking
advantage of the owners and how people tried to flip houses and ended up in bankruptcy and on
and on.
That day I realized that my peer group was playing at a much lower level than I was willing to play.
Don’t get me wrong, they weren’t bad people, they were just functioning from a different mindset. I
wasn’t willing to accept life as low-stakes game where the goal was to minimize the chance of bad
things happening. I grew up poor, so I was willing to take the so called “risk” because I came from
nothing and I had nothing to lose. I was faced with living a mediocre existence or believing in
myself. If that meant I had to change my friends, then so be it.
Twenty years have passed. I don’t speak with them anymore, but I’ve produced over $1,000,000
from real estate transactions.
Who was right? Both of us—we both got the lives we were willing to work for. I urge you to analyze
your current relationships.
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Show me the five people you spend most of your time with and I will tell you with great accuracy
where you’ll be in a couple of years. Unfortunately, too many people accept the relationships
without even thinking about them. Sub-consciously, we may be operating from a place of fear of
losing friendships. We always find the friends, relationship and life that we’re willing to settle for.
Analyzing your relationships will likely be one of the most difficult exercises you will do. If you do
this right, you will feel uncomfortable as you go through this and may choose to not execute on it
for fear of what you’ll discover. You may find that some of your peers are negative and absorbing
your energy, at which point you’ll be faced with a difficult decision.
For those that will skip past this exercise, step aside sit in the corner and color with your crayons
and be mediocre.
For the rest of you reading this, here are the steps:
1. Make a list of the people in your sphere of influence.
2. Write down how you contribute to their lives and how they contribute to yours.
3. Balance the books.
What does the balance look like? After reviewing your notes, you may be faced with a reality about
some of your relationships. Are your goals more important than playing at a mediocre level? Or is
it more important to fit in, so they don’t feel uncomfortable around you? If your relationships
stagnate, you will stagnate. Chances are, it has become clear to you that it’s time to remove some
relationships.
If you list a client, get beyond the obvious, they don’t just provide you money, they provide you with
the means to make a living and to fulfill your dreams and they are oftentimes great people. You
don’t just pay vendors, you feed their families. Sometimes we don’t want to be honest about the
value or lack of value that others give to us. Perhaps even more alarming, is the value or lack of
value that we give to others.
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Many relationships only contribute to you at the same level or less than you contribute. Sometimes
this means that you’ll have to contribute to others at a much higher level. If you raise your level of
contribution in their lives, watch and see how the relationships elevate. The way you behave is the
way they’ll behave.
I was able to grow my real estate investments and grow my business only after I sought out new
peers. I engaged in learning and focused on meeting the people that I knew would help me move
the needle of my goals. If you’re interested in growing your sphere of influence, email us regarding
our mastermind groups, or look us up at www.Restorationmastery.com; We would be honored to
serve you.

“When your mind is stretched by a new idea or sensation, it can never shrink back to its original
”

way of thinking. – Oliver Wendell Holmes.
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Tim - If You’re Not Improving, You’re Getting
Worse
The customer service experience is a moving target. Today, we took an Uber ride to the airport
and we noticed that the driver failed to take the toll roads (which saves 30 minutes on an hour-long
drive) and refused to turn his music down while we alternated making calls. O.P. and I discussed
it after and we realized we wouldn’t normally care except for this:

Other Uber drivers had done these positive things in the past.
The people who play at the highest level are the ones that dictate the speed of the pack. For all of
eternity, humankind didn’t know if running a 4-minute mile was physically possible. A young Brit
named Roger Bannister came along and started to train differently (actually less, just more
efficiently). He was confident it could be done and for the first time ran a sub 4-minute mile in
competition.
Today a 4-minute mile would give you a last place finish at the Olympics. Someone sets a standard
and the next person rises above it. That’s how humankind operates. We've found that this is even
true in customer service. Deloitte did a survey recently where they studied the claims experiences
of a large portion of insureds. They found that the metrics that customers called an 8/10 (number
of days for mitigation, the level of adjuster response, time to settlement, etc.) three years ago now
are rating the same experience a 6/10.
Today’s status quo becomes tomorrow’s rejection. Today’s “wow experience” is what we come to
expect. Some of us are still old enough to remember how incredible it was the first time we
accessed the internet without dialing up! Now we expect wireless internet to be everywhere, free
and high speed! As time has evolved, consumers expect everything right now, 24 hours a day, 365
days a year.
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Websites like Yelp have given customers a platform to rave and rant about businesses. For a lot
of restoration companies, Yelp is a dirty word. The game is changed but it’s still being played on a
level playing field where Yelp allows your customers to leave you for greener pastures if you don’t
step up your service. For those of us who are passionate about providing incredible service, Yelp
is the greatest thing that ever happened: it means I don’t have to tell you how great my business is
because I let my customers do the talking.
Granted, Yelp is an added expense to doing business (am I the only one to notice paying for
enhanced profiles somehow makes bad reviews less sticky to your profile?) but it’s also an
incredible platform for building online reputation.
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O.P. - Don’t Get Left Behind
In our backyard in Southern California there was a vendor program that a lot of people were making
upwards of $3-6 million dollars a year from until the insurance company pumped the brakes, cut
everybody off and handed off the program to another organization.
Some owners were forced to serve again as construction workers in their businesses. One friend,
a 65 year old fellow Restoration Company owner that I respected, called to let me know he was
going to have to do massive layoffs and he cared about his employees and truly wanted them to
help them. “Hey O.P., I know you do business differently than most of us and you don’t depend on
carrier programs, so I’m calling to ask if you two questions:
1. Do you have a need for some very good employees? They’ve been with me for many years
and I want to introduce them to a great company.
2. If I decided to stay in the business, is there anything you’d be willing to share on how I could
increase my revenue FAST?
I offer him my condolences and agreed to meet him for a strategy session. I’m still waiting for his
call.
You see, you have to continue to find ways to innovate and to improve and to do incredible things
if you want grow vs. putting your head down and spending resources, time, money and energy only
on providing the insurance carriers with their needs. You need to protect the down side. Keep your
head on a swivel, or you’ll end up in the gutter.

Page -

15

O.P. Almaraz & Tim Bauer

Tim- Don’t Let Your Vendors Dictate Your
Success
Michael Jordan stayed Michael Jordan because Michael Jordan kept practicing with the greatest
coaches. The best in the world find people to teach and to serve them to keep them sharp. It’s one
of life’s greatest paradoxes that to become the best you have to be willing to see that you aren’t
the best and to stay the best, you have to remember that you are always being hunted.
And so, you know this is a vendor program going back to that we actually wrote an article(link) that
really struck a nerve with a lot of you when the vendor programs decide to just cut people off.
You as an owner have invested in vehicles, warehouses, systems and people. Your overhead is
sky high but you’ve got all this vendor work coming in—until it dries up and you’re completely
vulnerable.
What we're teaching here today and through our videos is you do not have to (and should not) be
held captive by any program by any system. You deliver what your brand is and figure it out and
begin to customize it yourself. Otherwise, you’ll be like O.P.’s friend--asking another business
owner if he needs good people.

Page -

16

Why Your Marketing Sucks

O.P. - What Are You Waiting For?
If you’re a salesperson, and you see sales dropping & accounts leaving, you can’t afford to wait
for the owner, managers or supervisors to empower you to innovate. Just start innovating.
Empower yourself to make things happen. I'm not suggesting you go against your company’s core
beliefs, but I can tell you that if you begin to ADD MORE VALUE to the company, the owner will
take notice and your personal value will have increased. This was my recipe for being the top
producer in all the companies that employed me.
Now on the other hand, if you are the owner of the company, it is ultimately up to you to empower
your people. To create a culture that allows for innovation and growth. Some people may think that
they are too small to have a defined culture because they’ve never invested the time or energy to
share their vision with their staff. But if that’s you, I guarantee that your employees are already
functioning with a culture, you are just oblivious to it. Your staff is analogous to a tribe, they will
create their own culture, in absence of the leader, believe me you have a culture, you just didn’t
create it.
In our experience working with restoration companies, the chokehold on any company is the leader.
As leaders, our greatest duty is to create more leaders. It’s not to envision an empire and have the
slaves build it for us. Good leaders understand how to grow revenue and profits but great leaders
understand how to grow leaders. It’s your leadership, the intentional culture you create and the
power you give your tribe to thrive. Give yourself the gift of learning how to build the culture of your
dreams.
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Tim - False Sense of Security
We don't want to suggest that the vendor programs are terrible or evil. We’re on them because
they are beneficial the same way electricity is beneficial. We love them and they make life wonderful
when they’re working. But if you live in a part of the country where it’s common to lose power due
to weather related emergencies, having a generator will save your bacon (pun intended). Have you
ever tried to purchase a generator right **after** a hurricane? Good luck.
That’s what happens in the market when a vendor program gets cut off. All of a sudden, everyone
starts to hustle. They have to get creative. They turn to all the adjusters, property managers,
plumbers and commercial master service agreement opportunities around them.

What can I do to prepare?
Two types of companies survive the hurricane of a cancelled vendor program:
1. Companies that deliver value that cannot be found anywhere else.
2. Companies that have alternative streams of referrals.
When I first got into this business, marketing to agents consisted of dropping off candy jars and
periodically going back inside to refill them with more. It’s been over 15 years since then and do
you know what’s changed?

In my experience working with restoration companies, not much.
Jerry Seinfeld has a joke about guys honking their horns at pretty girls because we are so dumb
we really haven’t thought of a better idea yet. I’m not suggesting that candy is dumb. People love
candy. But if you want to stand out, you’re going to have to do something different.
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When I was a kid, I remember the release of Back to the Future II and seeing Michael J. Fox find
his way to 2015. Cars were flying, shoes were tying themselves and people we’re using trash for
gasoline. Imagine that the writers decided to just make the future look like the present with tighter
jeans and more tattoos. It would be the least interesting premise on earth.
In any movie, the future looks phenomenally different than the present. If they were to do a
documentary on the majority of Disaster Restoration marketing, it could be filmed on VHS: our
marketing is still stuck in 1985.
When the hurricane comes and you’re forced to deliver value, you cannot rely on old hat methods.
You need to get creative. You need to find your flying car.
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O.P. - Innovation That Matters
Peter Drucker, one of the most highly influential authors and management consultants of the last
century has a quote I think of often:
“Because the purpose of business is to create a customer, the business enterprise has two – and
only two – basic functions: marketing and innovation. Marketing and innovation produce results; all
the rest are costs.”
Identify and eliminate activities that do not create value for your client or your customer. Analyze
the process of your current “value creating activities”, then reverse engineer the process and focus
on enhancing the customer value by 10X. Get your creative team together and push the boundaries
until you come up with a list of innovations that can change the trajectory of your business.
Here’s a list of criteria questions you can ask:
1. How does it meet & exceed the client’s needs?
2. How much investment will be required?
3. What’s the Return on Investment?
4. How much time will it take?
5. Is it congruent with the company’s vision?
Once you’ve come up with between 5-10 ideas, your next step is to decide on the best value
proposition. And here’s another tool you can use to flush out the average from excellent ideas.
Ask the following series of questions of each strategy to determine which ones can really move the
needle of your business.
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Warning!
Do not take this exercise lightly. This step alone has helped us gain complete clarity and has
produced hundreds of thousands of dollars for us. You’ve invested the time to read this, do not be
part of the 92% of people (Seminar Junkies) who do not take action after learning something
valuable. EXECUTE. You’re better than that and your company deserves your complete buy in! I
promise you’ll be surprised of how clear your idea becomes after using this process.
This is another framework, from Mike Agugliaro’s playbook. For each idea, on a scale from 1-10
(10 being best) answer the following:
1. How much money will the company make?
2. How much money will the company save?
3. How much stress will be reduced?
4. Does it meet your personal why? (1-10)
5. Does it meet your business why? (1-10)
The next step is to answer the following questions for each idea:
In 1 year, how much money will you have saved?
In 1 year, how much money will you have gained?
In 3 years, how much money will you have saved?
In 3 years, how much money will you have gained?
You will be surprised at the amount of money you will have gained after 3 years. If you’re like me,
you have 1-3 ideas that can produce upwards of $1million dollars in those 3 years. Now you have
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a much better idea on where to invest you time, energy and money. In addition, think about the
time, energy and money you’ve saved by not chasing other ideas that would have produced a poor
ROI’s. Now you can move forward with clarity, power and determination.
Visit www.restorationmastery.com/strategyworksheet, for a free PDF copy of the worksheet.
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Tim - Innovations That Make Cookies Taste Stale
When I die, there’s a 95% chance that the last word I’ll say will be Value. It’s a word I find myself
screaming at my sales reps, marketing pros, and the individuals we work with and consult. What
value do you provide?
There is a 99% chance that you are giving value that would be valuable to you, which is better than
nothing and might even be right, but what is truly valuable is valuable to your client or prospect.
An independent adjuster friend of mine told me a story recently. He had a contractor offer to take
him out to lunch and when they chatted a week after, the vendor benevolently reminded him of
their fancy pants $100 lunch.
“This guy thinks he is owed something for spending $100 on me,” my friend related to me. “What
he doesn’t realize is I bill my time at $500 per hour. If he thinks he was paying for my time, I should
have sent him a bill for another $400.”
In our business, if we spent a little less time picking up checks and a little more time putting in
value, we might finally catch up to Back to the Future II.
Let me share with you a few examples of how innovation looks:
* Last Mother’s Day, a member of our team got in touch with the kids/husbands of all the mothers
we were doing kitchen-related restoration work for and bought gift cards for them to be able to
enjoy lunch on us since no one could cook for them.
* One of our referral sources was going through a particularly stressful time in her life, so we peeked
at her Pinterest page and found she loved this one scent of candle and we put together a gift basket
of items with the scent. We just grinned when we got the message: “How did you know? I love it!”
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* We read an article about the negative impacts of open offices on commercial property rentals and
management and turned it into a one of a kind case study that one of our clients presented all over
their territory generating millions of dollars in revenue and millions more in potential revenue
through Master Service Agreements.
It’s the difference between receiving a gift card and the one thing you really want for your birthday.
One says, “I care enough to know you” and the other one says “I didn’t have time to understand
you, but say thank you because that wasn’t free bud.”
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O.P. - Build Your Perfect Basket
How many baskets have you set up? Chances are, you stick to one type cash flow and this is a
good strategy when you’re first getting started out, but it’s critical that if you want to survive
recessions and program ups and downs to diversify intelligently.
Here’s a quick list of entities that use your services:
* Property Managers
* Attorneys
* Plumbers
* Maintenance Companies that don’t do E/S
* Insurance Brokers
* Commercial Realtors
* Business Managers
* Builders
* Businesses with many buildings
* Insurance Adjusters
* Hotels
* Stadiums
* Insurance Agents
* Nursing Homes
* Hospital Administrators
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Do not attempt to become everything to everyone. Begin by choosing up to 2-3 sources that you
can be frickin great at! And like my mentor, Chet Holmes, pounded in my head - “use pig headed
discipline to execute”. Do not be distracted by too many, so called, opportunities. Often times the
undisciplined pursuit of more growth, leads companies to extinction. Where your focus goes, your
energy will flow. When you focus your energy, it can become as powerful as a locomotive. Don’t
believe me? Try it.
Focus on the right marketing strategy: A mother, her young son, and their donkey are taking a long
journey through the countryside. The mother is riding the donkey with the son walking alongside
as they enter a village. All of a sudden, the village people gather and start stoning them. The pair
run away and manage to escape. The mother is dumbfounded, and as they approach the next
village, she thinks, “Maybe they thought it was inappropriate to have the son walk,” so they switch
places and prepare to enter. But once again, they’re stoned by the village people. At a total loss,
she thinks, “Maybe it’s the donkey. Maybe they worship donkeys in this country.” So before entering
the next village, they decide to pick up the donkey and carry it, but it proves so heavy that as they
cross a bridge, the donkey falls over the side, lands in the river, and drowns.
What’s the moral of the story? If you try to please everyone, you’re going to lose your ass.
When we decided to target the High Net Worth business, we did over 300 hours of research and
we figured out that this area is a place where we can actually thrive. We began to figure out that
the middle market decided to put service number two or three on their priority list and cost at the
very top.
In the middle market we have Johnny Solo, a contractor who opens a restoration company in his
garage so he stops charging for one thing or another causing adjusters to ask:
“Why can't you do it for that price? Johnny can.”
We try to help them compare apples to apples, but they’d prefer the chocolate chip cookie. Yet, we
got the call to make things right, when “Johnny’s” complaints came pouring in. Gradually, their
critical value item is cost and we couldn’t compete with companies that didn’t pay for workers comp
or liability or just didn’t remediate properly.
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Please don’t misunderstand. I’m not bad mouthing the insurance carrier or anyone else for that
matter. All I'm saying is that you have to decide what your **differentiating factor** is going to be.
You can’t be everything to all people. Generally speaking, a business will get to pick 2 of these
three
1. Fast
2. Cheap
3. Good
Fast and cheap won’t be good (McDonalds). Good and Fast won’t be cheap (Zappos). Cheap and
Good will generate so much demand that it will sell out instantly until prices increase.
Which two you pick will be a personal preference and one we guide our clients through regularly
and we talk about in depth in one hour of our http://restorationmastery.com/salescourse/ .
That's part of innovation: but the easy part is which two you’re going to choose. The hard part is
staying in your lane and not trying to battle with people who aren’t playing the same game as you
(you don’t see Wal-Mart targeting Saks 5th Avenue customers). Focus on standing out among all
the other people targeting the same avatar (ideal client) as you.
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Tim - Who’s Holding Your Basket?
When you start to plan your marketing is where the real value of having experts involved. When
choosing someone to assist you in creating a marketing plan for your business (whether it’s an
outside firm or a Full-time Marketing Director), there are many qualities to look for:
* are they cookie droppers?
* do they have recent experience in generating a book of business?
* how do they handle rejection?
By the way, those are terrible interview questions. You will not learn the answers to these questions
by asking them. If you’re interviewing a salesperson, it will look like this:
You: “How do you handle rejection?”
Salesperson: “It doesn’t bother me at all. I never back down.”
I mean, it must be true because no one has ever lied in a job interview, right?
When I sit down to interview a salesperson, I have a list of questions that are designed to actually
find out the answers to these questions. I take detailed notes and avoid cognitive bias in every
form. Why? Because I’ve made a metric shit ton (which converts to 2 imperial shit tons) of bad
hiring decisions by “trusting my gut”.
This is a technique we spend an entire hour on for our clients in the Disaster Restoration Institute
as well. This course also includes modules on marketing vendor programs as well as non-traditional
sources of business.
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Your marketing will only be effective as the people doing your marketing. No amount of social
media or tech disruption will ever change this one thing: an organization is only as good as its
people and that starts with systematic and intelligent recruiting that is far above common sense.
Common sense yields common employees.
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O.P. - A Recipe for Disaster (Restoration)
At this point you’ve heard us talk about the dangers of relying on vendor programs. You’ve heard
us urge you to innovate and add value. Now I want to go into a little more detail about how I came
to these realizations.
When business owners tell me that their sales and marketing are broken I say, “great, it happens
to be my specialty.” Not because I have a bachelor’s degree in Marketing, but because I attended
the school of hard knocks and I’ve had to figure it out or die. And I have found that when your back
is against the wall and you’ll either die or survive, people tend to survive.
I’ve lost vendor programs and clients worth millions of dollars. I’ve been kicked in the teeth and
seen one of my original employees go to a rival competitor without notice only to find he’d stopped
working months before. I’ve been punched in the nose when I heard through an adjuster that
“management” had removed me from a program for no apparent reason. In most cases, these trials
were not my fault but as the leader, they were my responsibility.
I started Allied Restoration in 2008 with my little brother, Victor. Now normally, sentences that start
with “I started my business in 2008” end with words like “bankruptcy” or “what the hell was I
thinking?” but my story was different.
What you may not know, is that I’m the kid who grew up on government cheese and food stamps.
And when I was 14 years old, my step-father laughed at my dreams. That night my Mother knelt
beside my bed, as she did every night to say our prayers with my brothers George & Victor, she
whispered in my ear, “Mijo, no tengas miedo, puedes acer mas con to vida, servimos un Dios muy
poderoso.”
Here’s the translation: Son, do not fear, you can do more with your life, we serve a mighty God.
Those words impacted my heart & soul, and since then have had such a great impact on my life. I
didn’t know exactly what was going to happen, but that night I became a believer that my life could
be better.
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My Mother’s words inspired me and I was driven to prove my Step-father wrong. Now fast forward,
in my early 30’s, I was met with some success. I was the Vice President of a small restoration
company, (not bad for a kid who grew up on government cheese and food stamps). We were
growing fast and I was constantly on the lookout for great employees. I remembered that my little
brother Victor (we called him Popeye the sailor) had been in the Navy for over a decade and with
the skill that he had, he’d make a great asset to the company. So, I hired him and within five years,
Victor was the operations manager and we continued growing by leaps and bounds. Then one
night, while having hot chile verde tamales at my mother’s house (my favorite home cooked meal),
we began talking about our future and we both looked at each other and said, hey we should start
our own disaster restoration company. So we did!
It was now 2008, the recession was in full swing, but Victor and I were oblivious to it, because we
refused to participate in the doomsday propaganda that was being poured into our society.
We were committed to making the venture successful, so we agreed not to take a paycheck for 6
months. The first 6 months Victor lived on credit cards and I burned through my savings. After the
first year we produced $1million dollars in revenue and we were so grateful! We also knew the
importance of giving back, as we received help from churches and charities as children. So we
began giving away Thanksgiving dinners to widows and struggling families. And by the second
year we exceeded $2 million, and then we were able to contribute even more food to needy families.
Victor and I were serving clients to the best of our ability and it was paying off!
After year two, I decided to get deeper business training, because I knew there were things about
business that I still didn’t know. So there we were in Las Vegas at a seminar, excited about the
ideas and strategies we were learning, and on the last day Victor had severe abdomen pain. I
remember rushing him to the hospital as quickly as I could. The doctor took his vital signs and they
admitted him right away. Two days later he was too unstable to relocate to another hospital. My
mother, father, his wife and kids, and my entire family came to visit, pray and love on him. And 14
days later, my little brother Victor came home, but he came home in a casket.
His untimely, tragic death was more than just a punch in the face. This catastrophe nearly knocked
me out. Three months after Victor’s death, I met with Scott, my attorney. We were in my office
looking at the profit and loss statements and discussing Victor’s Probate, when he leaned in and
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said – “Hey O.P., I think it’s time to shut the business down. You should talk to your employees
and have them start looking for other jobs. Because after-all, your brother & business partner just
died and there’s no way you can keep this up.” To which I responded, What?! There is no fucken
way that I’m closing the doors Scott! I know that if Victor were in my seat, he’d tell you the same
thing. I will not shut down this business!
Later that night, I felt like I was 14 all over again, and I heard the words of my mother being
whispered in my ear. Do not fear, we serve a mighty God.
Four years later, we grew the company by over 200% and have been able to feed over 2000
families through Victor’s foundation, The Passionate Life. BOOM! I love you little brother.
If you’ve lived life long enough, you know that you are either, currently going through a trail, coming
out of a trail or about to enter into one. Some of you are dealing with catastrophes of your own. It
could be a divorce, a death of a loved one, a life threatening illness, or any other form of
devastation. As I said before, I know this; that that when your back is against the wall and you’ll
either die of survive, and people tend to survive.

So how is it that I was able to weather this storm?
I want to show you how I did it. Here are the four pillars I used to not only survive, but to survive
and thrive. There is nothing more powerful than a changed mind.
1. Believe in your Vision.
Faced with adversity, it’s hard to dream big. Fear and anxiety can be overwhelming, but they cannot
co-exist with appreciation & love. First, I had to change my mindset. I had to determine that my
past or present was not going to determine my future.
I found a way to appreciate the years I spent with my little brother vs. being upset with God that he
died at the age of 39. Instead I chose to love the moments we shared. I became a believer that I
could continue what we both set out to accomplish, even though I didn’t know exactly how I was
going to do it. I had complete faith and belief. A vision provides the fuel that keeps us going. The
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Bible says, that without a vision people perish. With a vision, work dissolves and becomes
something that adds to the quality of one’s life.
2. Get new Voices.
If you are the smartest person in the room, you’re in the wrong room. I found mentors that had
paved the way before me, that had the battle scars of owning businesses. I found those that were
willing to tell me a hurtful truth vs. a comfortable lie.
A great mentor is someone who scares you a little. Avoid someone who reminds you of a courteous
waiter. Give them permission to push you beyond your current boundaries and understanding. The
best mentors will collapse time, by showing you the road map they used to succeed. They taught
me the importance of using innovation, core value leadership, system implementation, and culture
creation to transform my business.
The best mentors will help you achieve your goals much faster & cheaper than the “trial and error”
option. Make the investment, your quality of life and that of your family is worth every dollar.
3. Make a promise.
The day my brother died, a million thoughts ran through my head. When I finally made time to be
alone, I wiped my tears and put my pain aside. As I was praying, I made a promise to my little
brother. I promised, although I didn’t know how at the time, that I was going to continue the legacy
that Victor started. As a result we created The Passionate Life Foundation, which has fed over
2000 families on his behalf.
Empower yourself and refuse to become a statistic to whatever setback interrupts your life. Make
a promise to yourself, to God, to someone you love or respect and move forward. The human spirit
has been created to overcome the most difficult challenges of life.
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4. Get comfortable in your own skin and outwork everyone.
My own attorney thought I would fail. But he didn’t know that I grew up in a household that didn’t
take weekends off. Even in my early days as a carpet installer, I worked nights and weekends to
make ends meet. And during my days at ServiceMaster, I was the one who opened up every
morning and closed up the office every night. This time was no different. I focused on hiring the
best people I could find and we worked our asses off. Yes, it was exhausting and frustrating at
times, but my reason WHY was much bigger than the pain.
I want you to trust who you already are, and get to that zone where you can shut down all the noise,
all the negativity, the fear, lies and distractions and achieve what you want - by being relentless
and out working your competition. I’m not asking you to transform into something that you are not.
But if you open your mind to the possibility that you can do so much more with what you already
have, and if you’re serious about going where you’ve never been, driving yourself harder and
further than you or anyone else thought you could; then it’s time to listen to the voice inside telling
you to work your ass off and go get it.

Some Closing Remarks:
At this point, we hope you don’t think of marketing choices as deciding between cookies and
donuts. The information in this book is all about finding ways that your company can add specific,
personalized value to your clients. Your story is a huge part of that, and that’s why we’ve been so
willing to share our story with you.
If you aren’t willing to be open and honest about your company and yourself, you can go ahead
and burn this book because you’ll have taken nothing from it.
When we decided to write this book we did it in the hopes that you would utilize and execute on
this information. It’s designed to be highly actionable and read more than once to get the most out
of it. It's valuable to you, our current and potential clients (see what we did there?).
These are things we’ve learned in dozens of combined years in this business. We share it so that
way you don't have to go through it.
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It's true that we learn from mistakes but they do not have to be our
own.
We appreciate all of our clients who support our work and have written this book for you. Thank
you for supporting us from our inaugural episodes to purchasing our course (you early birds got it
crazy cheap by the way) and following our content on Facebook.
Your marketing may suck today, but it doesn’t have to forever. We can help and look forward to
seeing you on the path to mastery. When clients decide to join our mastermind group, you get:
– Full access to all of our written content (forms, contracts, marketing strategies, sales scripts,
project management forms, KPI’s, etc.).
– Weekly zoom calls that go from 1-2 hours.
– Access to Tim and I, for on the spot issues.
– Free attendance to or warrior boot camps.
– Core story frame work.
– The new voices that will contribute to your bottom line.
Reach out to us and we’ll sit down to learn about the value only you can add. Then we will teach
you how to package that value and present it to the people that need to know about it. We look
forward to hearing from you.
Be courageous and live with passion,
O.P. & Tim
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