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acceleration require the most energy. Similarly, the
hardest phase of marketing is often the beginning.
Many dealers launch a campaign, post content for a

few weeks, or run advertisements for a month and then

become discouraged when results don't arrive
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TWO VITAL RULES IN PUBLIC RELATIONS THAT
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In public relations, credibility is not merely an asset—it

EVERY BRAND STARTS LIKE A BOAT IN STILL WATER

is the foundation upon which every successful

campaign, reputation, and message is built. The
moment trust is compromised, even the most carefully

crafted communications can unravel. For that reason,

seasoned PR professionals operate according to a
handful of fundamental principles that protect both

their clients and their own integrity.
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by Jim Kahrs

THREE THINGS TODAY’S BUSINESS SYSTEMS
DEALERS GET WRONG ABOUT BUSINESS VALUE

Ask a business systems dealer what his company is
worth, and you'll often get an answer based more on
hope than reality. Much like boat ownership,
perceptions and actual market value can be two very
different things.

"My Revenue Determines My Value"

Many dealers assume that higher revenue automatically
means a higher valuation. Not necessarily. Buyers care
more about profitability, recurring revenue, customer
retention, and operational efficiency than top-line
sales. It's similar to buying a boat. A 40-foot yacht may
look impressive at the dock, but if it's expensive to
maintain, burns fuel like crazy, and spends most of its

time in the repair yard, it's not as valuable as a smaller
vessel that's reliable and easy to operate.

"I've Been in Business for 30 Years, So I'm Worth
More"

Longevity is admirable, but age alone doesn't create
value. Buyers pay for future cash flow, not past
achievements. A dealership with outdated processes,
declining accounts, or heavy owner dependence may
be less attractive than a younger, faster-growing
competitor.

Continued on next page.
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ABOUT BUSINESS VALUE

Continued from previous page The broader the appeal and the smoother the

operation, the stronger the market value.
Think of it as a classic boat. Just because it's been

floating for decades doesn't mean buyers will pay a The Bottom Line

premium. Condition, performance, and future The value of your dealership isn't determined by
usability matter more than the launch date. what you've invested, what you hope it's worth, or
"If | Own It, Someone Will Want to Buy If" how long you've owned it. It's determined by what a

qualified buyer is willing to pay for the future

Perhaps the biggest misconception is assuming benefits they'll receive.

every business is automatically sellable. Buyers

want businesses that can run without the owner at Just like a boat, the best time to think about value

the center of every decision isn't when you're ready to sell. It's years before,

while you still have time to improve the asset.
Boat owners learn a similar lesson. A custom-built

boat designed around one owner's preferences Jim Kahrs may be reached at 631.382.7762 ext. 101

may be perfect for them, but difficult to sell when or at jkahrseprosperityplus.com

it's time to move on.
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M&A -VALUATION

GET THE RIGHT SUPPORT TO
SELL, BUY OR VALUE A BUSINESS.

PROSPERITYPLUS.COM

AVOID COSTLY MISTAKES. GET THE SUPPORT
YOU NEED SO YOU DON’T REGRET IT LATER.

REACH OUT TO US TODAY TO LEARN MORE.
631.382.7762 OR VISIT US ONLINE.
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EVERY BRAND STARTS LIKE A BOAT IN STILL WATER

One of the greatest misconceptions in marketing is that
success comes from a single campaign, a viral post, or
a brilliant advertisement. Sustainable growth is built
through momentum. Imagine a boat sitting motionless in
still water. The engine may be running, the skipper may
know exactly where to go, and the destination may be
clear. Yet until the boat begins moving, every push
forward requires tremendous effort. The resistance is
high, progress feels slow, and it can seem as though
nothing is happening at all.

Marketing works the same way for business systems
dealerships and independent service organizations.
The brands that eventually appear unstoppable once
faced the same challenge: creating initial movement.
Understanding the three most important aspects of
marketing can help any organization move from still
water to steady, forward progress.

When a boat is at rest, the first few moments of
acceleration require the most energy. Similarly, the
hardest phase of marketing is often the beginning.
Many dealers launch a campaign, post content for a
few weeks, or run advertisements for a month and then
become discouraged when results don't arrive
immediately. The mistake is assuming that marketing is
a series of isolated actions rather than a continuous
process.

Momentum is created through consistency:
¢ Regular content creation
e Consistent messaging
e Ongoing customer engagement

Repeated brand visibility

Continued on next page.
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MARKETING MOMENTUM

Continued from previous page

Each marketing activity acts like another turn of the
propeller. One turn may not move the boat far, but
thousands of turns eventually create speed.

The busineses that win are rarely the loudest. They

are often the most consistent.
Direction Matters More Than Speed

A boat moving quickly in the wrong direction will
only reach the wrong destination faster.

Many dealers focus heavily on activity while
neglecting strategy. They produce content, launch
ads, attend events, and invest in new product or
service offerings without a clear understanding of

their target audience or core message.

Marketing momentum only creates value when it is
aligned with a specific destination. When that
direction is clear, every marketing effort
compounds. Instead of scattering energy across
multiple disconnected initiatives, resources work
together to move the brand toward a common

goal.

A slower boat headed in the right direction will
outperform a faster boat that keeps changing

course.

‘CONSISTENCY CREATES
MOTION. DIRECTION
ENSURES PROGRESS.
MOMENTUM REDUCES
RESISTANCE.’

Momentum Eventually Reduces Resistance

The most powerful aspect of momentum is that
success begins to create more success.

Once a boat gains speed, the water that initially
resisted movement becomes easier to navigate.
Maintaining motion requires far less effort than

creating it.

The same phenomenon occurs in marketing.

As momentum builds, content reaches larger
audiences within your territory. That raises
awareness about your dealership. Never
underestimate the value of that. Referrals
become more common because of trust and
credibility gained among satisfied customers.
Customer acquisition becomes more efficient.
What once required significant investment begins

producing results more naturally.

This is why established brands often seem to grow
effortlessly. What appears effortless today is
usually the result of years of consistent movement

that overcame the resistance of still water.
The Lesson for Marketers

Every brand begins as a boat sitting in still water.
At first, progress feels slow. Results seem distant.
The energy invested appears larger than the
distance traveled. Yet this is not a sign that the
strategy is failing. It is often a sign that
momentum is still being built. Consistency creates
motion. Direction ensures progress. Momentum
reduces resistance. The goal of marketing is not
simply to create activity. It is to generate enough
forward movement that future growth becomes

easier than past growth.

Vol. 14 No. 3| June 2026

07



BEST PRACTICES WEBINAR
BUSINESS SALE DEAL STRUCTURE: WHY IT MATTERS

Presented by Jim Kahrs

President, Founder - Prosperity Plus

PROSPERITY PLUS

LIVE WEBCAST - JUNE 18 @ 1 PM EASTERN

The details of how a business sale is structured can be quite
extensive. It is vital to understand how the ditferent
components of a deal can impact the buyer and the seller.
Join us Thurs, June 18 at 1 PM for a live rundown.

This one’s a must-see whether you are looking to sell your
business in six months or 10 years from now.

PRESENTED BY dcenesvaesaice- WSS
JIM KAHRS
PRESIDENT e et
PR O S PE RITY PLU s jkahrs@prosperityplus.com :;r;g; z::: ::L\; :::;;5:

iny [#

REAL-WORLD TOOLS FOR IMPROVING PROFIT, CASH FLOW AND GROWTH.

) REGISTER NOW
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by L. Ron Hubbard

1) NEVER SAY OR PUBLISH ANYTHING YOU
CANNOT PROVE OR DOCUMENT.

2) ALWAYS DOCUMENT THE TRUTH TO OPPOSE
LIES.

These two rules are a PR's safe ground.
Violating them can bring on catastrophe!

About the most trouble that can be caused by
violations of rule one is to tell several versions of a
tale that then by their own contradiction bring

about the collapse of credibility.

On the second rule, letting any lie remain disproven
can be a fatal course. Dead agenting - as this is
called - is a VITAL PR FUNCTION.

THE ART OF PR

The art of PR consists of how the truth is told and

how the lie is disproven.

PR is not a dry-as-dust activity. One could follow

the above two rules in a variety of moods.

Truth can be revealed in an enhancing way, a dull

way, a derogatory way.

Lies can be disproven spectacularly or dully orin a

derogatory fashion.

The imagination of the good PR is wholly exercised

only in how he is doing rules one and two.

Continued on next page.
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SAFE GROUND

Continued from previous page

A very bad and dangerous PR exercises his
imagination in inventing the “truth” and the disproof
of lies. In this way he erects a structure any baby

can topple over.

There is NO limit to the amount of imagination a PR
can use PROVIDING he does not violate the above

two rules.

If this seems a contradiction, let us examine

examples:

Statement about the PR’s subject by PR: “He
drives.” “He is a good driver.” “He is a fantastic
driver.” Proof: He wins or has won a road rally. The
imagination of the PR is employed in the mood of
his statement and in his device to prove. reversely,
he has the proof already, so he can make the

statement.

A foolish PR, in violation of rule one, says, “He is a
world champion driver.” The fact is he had his
license revoked for bad eyesight! What a picnic an

enemy could have with that!

A lie example would be an enemy statement: “He
can't drive.” The DA (Dead Agent) would be
showing his twenty-year membership in the AAA

and a safe driving award.

A violation of rule two would be a PR hearing an

enemy statement “He can't drive” and letting it go

COMING

UP JULY 16

by! Or, hearing “He is a reckless driver,” showing a

news clipping of his subject winning a speed rally!

Imagination plays its role in overall image
planning and then selecting what can be proven

easily and then building it up.

Also imagination plays its role in rule two in
leading a hostile person into uttering lies which
can be wiped out by the DA book in the PR's lap
simply by opening it. And then opening another
display that shows the hostile person had lost
seven suits for libel and slander he has uttered

against others!

There are other ways of applying imagination to
rule two. One would be to let half a dozen hostile
statements one cannot easily disprove pass (in
one debate or article) and leap oll over the
seventh which can be documented as false and
then winding the whole scene into a hurricane

around that seventh!

But whatever you do, do NOT violate the two

basic rules ever for that is the road to PR disaster.

PR does not quite follow (as intelligence work
does) the rules of warfare. Deception is NOT a

legitmate PR action.

The road to Power in PR must be built on a high
road of truth.

 Prispesily iy

BEST PRACTICES WEBINAR
REWARD RIGHT: EFFECTIVE INGENTIVE PLANS FOR ADMIN/SERVICE
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BACK
ISSUES

TAKE A LOOK AT OUR ENTIRE
ARCHIVE OF BACK ISSUES TO
SEE WHAT WE COVERED IN EACH
ISSUE OF BUILDING PROSPERITY.

BUlLDlNG
R’OSP RITY

CONSIDER GETTING ONE
PRODUCED FOR YOUR OWN
BUSINESS WHILE YOU'RE AT IT. A
PROFESSIONAL MANAGING
EDITOR IS STANDING BY

TRATEGIE!
uuuuuu

BROWSE AWAY
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