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just might be the person sitting next to you on the train as you
read this. I might be the man next to you at our children’s school
function. I might be the man you see pumping his own gas at the gas
station as you pass by. For I am an everyday person, with everyday
needs not unlike any of your own, and I do everyday things with my
family and friends, just like any other person.

One day though, in the course of a regular day, a remarkable
thing happened to me. I invented something. It all started when a
friend asked me to go to lunch with her. During the course of lunch
she pulled out a shoebox filled with colorful envelopes. I have a very
diverse background, so it’s not uncommon for one of my friends to
seek me out for advice.

The envelopes were quite different. Other than the hand-decorated
envelopes I used to receive from one of my high school friends after
we went off to college, I had seen colored envelopes only around the
holidays.

The envelopes she showed me that day weren’t just a solid color,
though. They contained popular cartoon characters and other fun
images. She was thinking about starting a business and wanted to
know my opinion about whether she could sell the envelopes she
had made.

The problem with her envelopes was that they contained charac-
ters that were trademarked and protected by law. It would involve
getting in contact with the various companies and entering into a
licensing agreement, a process a little more involved then going to
the local church fair and setting up a table.

But as she was putting them away she said, “That’s okay; it takes
me forever to make one anyway.” And in a flash, I saw a shape in my
mind’s eye. It looked like a baseball diamond with a rectangle cut
out of the middle. The image wouldn’t go away.
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After I came home, the shape was still haunting me, so I made
one out of cardboard. I literally cut it out of a manila folder and
began tearing up whatever magazines and paper were near me to see
if it would work. When I obliterated my immediate supply, I turned
to the corner of the living room, where my roommate had piled
magazines from various subscriptions. I couldn’t resist. In seconds
I was at it again, cranking out unique envelope after unique enve-
lope until I could hear the chirp of morning birds and saw the sun
coming through the windows. By this time I had made about five
hundred amazing one-of-a-kind envelopes. I was addicted. I needed
more paper. In the kitchen I found some old newspapers and an old
calendar and got back to business.

When my roommate woke up that morning and came into the
living room he found me sitting at the table still going at it, a mess
of shredded paper in my midst. Rubbing his eyes, he took it all in. As
he looked around the room he spotted the empty corner and asked,
“Where are my magazines?” I smiled a mile wide and handed him
my colorful stack of envelopes. “You’re looking at them. Aren’t they
cool?” I said. He smiled back, nodding his head, understanding fully
what I had done. He totally got it, and didn’t mind at all. We still
laugh about it to this day.

The tool was magic. Soon I had some made out of plastic and
started selling them at a nearby shopping mall, along with my friend
who I had had lunch with that fateful day. Then one day soon after,
another friend told me to go to the local rubber stamp store. I didn’t
know what my friend was talking about. I had never heard of a rub-
ber stamp store before, but apparently there was one in my town, so
off I went.

The store owner, Helen, was amazed. She said she wanted to stock
them, but not with all the paper and stickers I had by then put in a
box to be included with each one. Then, she had a thought. She was
having a small open house that weekend in her store and wanted
me to come. She told me, “Bring as many of those plastic things as
you can.”

I showed up with sixty five. I was led to a room packed with eager
rubber stampers, all women. I looked at Helen and wondered aloud
if I was in the wrong room. She said, no, they were there to see me.
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She explained that not too many men show up to these things unless
they’re dragged.

This I understood all too well. I didn’t know a thing about this rub-
ber stamping thing—or crafts, for that matter—and seeing this room
filled with what I thought were crazed women, I wasn’t sure I was in
the right place. I was, after all, interested in sports and the normal
guy things, not paper crafts and rubber stamping.

When the time came, I nervously began my demonstration. With
the first tear of paper, one of the onlookers yelled, “How much?”
I hesitated. I was unraveling as fast as a ball of yarn in the claws of
a skilled kitten. I was just getting started. I remember thinking to
myself, what did I get myself into? I continued working the magical
template and ignored the question.

Then another yelled again, “How much?” I thought I was being
heckled. This time I answered, “They’re five dollars each but I only
have 65 of them with me.” And with that it was as if I was one of the
Beatles. There was a sudden rush of women hurling themselves in my
direction. In a matter of seconds, I found myself stuffed in the corner
of the room until Helen rushed to my rescue and told the ladies to
settle down, there were enough for everyone.

I ended up calling my two little pieces of plastic The Kreate-a-
lope® Envelope Maker. It is a template system that shows anyone how
to make an envelope out of any kind of paper in seconds. I bill it as
The Fastest Envelope Maker on the Planet!™ And it really is. I can
make an envelope in 11 seconds!

At the time I was working in the field of energy conservation for
a subsidiary of ALCOA, the Aluminum Company of America. We
would go into commercial buildings and retrofit their lighting and
heating systems with new technology and, in the process, save the
occupants as much as 70 percent on their utility bills. I had recently
started a new sales territory for the company in the Washington,
D.C./Baltimore area.

Additionally, I was flipping real estate on the side. I would find
dilapidated homes and refurbish them to either rent or sell. Since
then, and much in part to the recent real estate boom, this form
has been popularized with more than one television show on the
subject.
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My regular job was like any other. It paid the bills. I felt it was
important and that I was contributing to society, but after seven
years I was ready for something else, and the envelope maker came
along at the right time for me to make a change. Out of the blue
one day, I called my boss and gave my two weeks notice. He asked
me what I was going to do, and I said I didn’t really know. But
I knew I was very interested in seeing what the Kreate-a-lope® had
in store for me.

Somewhere before the craziness started, a patent was filed and
subsequently issued in twelve months, which is quick. I was told there
was nothing like it.

So once I quit my job and turned my focus on my two little pieces
of plastic, I found myself in an industry far from my own. I was clue-
less as to what steps to take in order to share my idea with many. I had
hundreds of questions about the marketing process, retailing, pric-
ing, manufacturing, and everything else one could possibly think of
the first time they ever develop an idea. The most pressing question
of all, though, was where to begin.

If you have the same questions, you’re in luck, because this book
contains information about what many believe to be a high-speed
rocket to launching a new or existing product. It contains answers
to many of the questions I had and have road-tested since the begin-
ning to great success.

My little template was not an earth-shattering invention like the
television, microchip, or the light bulb, but a simple little tool that
could be used by a very small part of the population. It was a first for
me in many respects, and I bumbled along with my innovative idea
like the proverbial fish out of water.

A short time into this journey, another remarkable thing hap-
pened. I call it divine intervention, or perhaps—with respect for
those who might be sensitive to such a description—a turn of syn-
chronistic events. But no matter how I describe the path of destiny
that seemed to open before me, the end result was that I went from
being confused about where to begin to sitting in front of buyers for
a then-fledgling television home-shopping channel called QVC.

The beauty of getting on QVC was that I could bypass most of
the ground-level activities involved with launching a product, and
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the grueling learning curve of how to do it, and go straight to the top—
direct to market in a plain brown box—broadcasting to millions.

That day changed the course of my life. This story s the testimonial
of how an average person with a great idea and limited resources—
but just the right opportunity—can make millions of dollars on QVC.
This story is about what to do to get on, stay on, and change your
business and life forever by getting you and your products in front of
millions of eager people waiting for your idea in the comfort of their
own homes.

This story is a billion-dollar inside look at QVC, the largest televi-
sion retailer in the world. The information within can be used by
anyone in any industry in any facet, whether an inventor, entrepre-
neur, salesperson, large or small corporation, mother of three asked
to demonstrate a product for her inventor neighbor, or anyone pre-
paring for their first meeting with the kingpin of the home shopping
industry.

If the greatest product in the world were being shown in the mid-
dle of the woods, would anyone buy it? But bring in the cameras,
pipe in 87 million viewers, and even the smallest business with the
smallest innovative idea in the world can find success.

I did it. So can you. Here’s an anatomical view of how.






CHAPTER

How a Niche Product Generated
$441,158.40 in Ten Minutes

Host: “Okay, we’re live with our next guest, Nick Romer . . . and
he brings us a brand new product today. . . .” Bang! The demon-
stration. The back and forth chatter. The camera angles. Hand-
held camera coming close. An off-stage clatter of pans. An on-air
caller with a question. Blip—ten minutes. Over. Done. What?
What just happened? Where am I? How did I get here?

Just like that. Ten minutes, 22,080 units, over $400,000 in sales—
seemingly unfathomable: $44,116 per minute.

Host: “Nick, thanks for bringing your product to us today. . ..”
Huh? Screech. Halt. Snap back to reality.

Let me put that in slow motion. Forty—four—thousand—one—
the part of the story where the writer interjects, “and then he woke
up.” It’s the part of the story where I come forward and say, “That’s
what happened to me.” This is my story. What happened to me
iswhat happens to many others justlike me every day at QVC. Everyday
people with a new or existing product, broadcast into the homes of
millions of people, are generating millions of dollars in sales.



