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Notes to the Reader

1. All examples are real.

2. —et 8% —1"¢ 0-8% T—114 %o—>4a ofe fol St0 o1 42fVs —cote
%otett” of——"f284 fZe' —ot 0510 fot 00540 <ot . Sfe%otf,2>

3. If you have campaigns that are truly adaptive and will track user behavior and responds

ac...'"t<e%oZ> 8>'— ... fe oft >'—" ofZFe %"'™ Zcoef o' —Sce% ,F "%
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my office to personally review your current sales and marketing process, and design a

"—Z7Z> ..—e—tecett "% fee"t tf'—<Tf Ferteet; fe’fcY%oe "' >

Sce <o f %ote—coetZs> "71f 77174 feot —SE"L fUE o e—"<o%oe f——f ...
than you realize. Not only do we design the campaign for you, we also create a detailed
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works, and my hidden motivation here.

Go towww.KenNewhouse.com/get-the-blueprint/.

4. V27 -"ftt >'— f "UEE 0> 7 o> Du{yarr Zcfe— fe—ce'ecfZ se—te

picture of yourself holding it or an Amazon review. Go tavww.KenNewhouse.com/free-

systemfor your copy.

5. |~:t _;anTiT .iN:t”fZ ~f2_f”2:t f.T A”:t:t n:t.n_n“-:l:. s SiZ’ )A_
profitable again on my website. If you want to access and download them go here:

www.KenNenewhouse.com/free-resources/

6. Instead of cluttering up the text, | decided to provide only short references, and further
reading sources from the published book. You can find all references and sources at:

www.KenKewhouse.com/look-references
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PREFACE

Chances are, you are reading this book for a specific, measurable purpose: You want to
attract more high-quality customers and you want your business to grow so that you will
efet o "f etef>d Sce fe tTIZ<F"e ‘e —_Sf—_4 <% -—<etattractinge”™ >'—i”f
o7 —e—‘el"e fot efeced%o o "f otet> tlei— ece’Z> "EfT —Sce ted of
coctt > —VZZ teoe  tTEY ™METT 7 efet—co%od fT L —cece% fof
that will instantly transform the way you attract, convert and retain customers. They will

make you a far more skilledsuccessful and profitable business owner.

Before we dig in to the money» f e<e %0 %o‘Zt 17F% of 't ‘——= "7 >'— ™ fe_
—Sf— <o o> "I etef7 fot ,—ecotee Z<tA e f <% '"'Sékfiownas —SI —"—
C)”ifZ(—)éé. St ...te—fe— " _Sce ‘te e o TE.. . T'—<'ea

Tsf— efed —SE ti.cects —' "EfTt fet «o’ZFete— St e—"f-F% <t
>'—VZ27 % .t 7te—ft ™S —S"Ff fcoe—co..— . S'c.Fe > =St —cef >

Ssa ‘—stdvér g lot of actionable, profit-generating strategies in the chapters that

TR Lt TMrei_ fed fo_ce e _Sted o f "Ee_ 7 4 >
%O”‘TM TMé(Zi y " ”—0(0:too %O”‘TM_S TM<ZZ Z<.¢Z) "Zf_z(.:té (n o TM e
#td ‘—iZ7Z <o'Z%ete— —S1etheartellly{d with eBefytting else in your

life) then decide to give up when you doubt that your business can be flooded with new
customers in a matter of days or weeks. Every strategy in this book is a demonstrable
winner and recognizing this in and of itself is only part of the profit-generating equation. You

e ‘eZ> %otet"f—% fefco%o "Fe—Z—e ™Ste > "t "—Z77> . teec—.

methodical implementation.

#3: You decide to trust me and impleme — —S$ e—"f—f%octe feot ese—Fee 7% %oc¢
‘— "t Z27'™ St e—f'e [7F ‘——Zcoeft "7 >t — foet fo f "te—Z-& > — f

in your business than you imagined possible.
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The Unique Approach | Took Writing This Book For You

I have written this book for you personally, in the most truthful, blunt, straightforward,

non-sugarcoated, no-nonsense, no-holds barred manner possible so that you can achieve the

greatest level of profit and entrepreneurial-s — ... ... Tee "feec 714 FMETETg < > —T7
fToe‘ac'efZA "cofoe<fZ 7 o> .S Z'%<...[Z o...f"e "V'e "foe— —_ecetoes
e fUoco%o M e—f"—co%o ""'e fo te—<"tZ> of™ "Zf F& >'— .fe .. t—e—
Ssa ™ e coe—Z— 5'—" co—t77<%hote... T4 Sfe.. Joneflbr >‘— oo’
more) of my webinars, live—"f cece%oes ‘7 '—" .. . Sfece% o> '"'t—. .. -8 ,—— —St’
% ' ‘T ..Sfe..t —Sf— ™% Sf Fei— et— >F— & fet feoe—..S& ™ ei— (oo
you that your business will enjoy explosive growth and profit'” —Sf— >'—iZZ ,f..'¢t —SF «

recognized brand in your market after reading my book.

#2: This book will be a great investment of your time. As Warren Buffet once said,
__.(_(:l:. -“:.:t (.'\niu_:l:._z)a S:t. ¢« — uf(.. %O‘ZTé. U B _é
St %'Zt >'—iZZ <ot "t =S"' —%S'—— —Sce ‘e ™fe ecett ‘"7 ty

my own businesses and my experiences with numerous private clients (the majority first-

0

generation, self-made millionaire and multie<ZZ<‘ef<" e &e‘ epdretl With the

biggest bucket you can carry.

St “fe— ofE"<—> " —ecotoee fot of"ef_coe% ‘tee > 77 "cof
nothing more than a collection of worn-out strategies assembled by someone who has spent
his entire professional life in the dark recesses of a university classroom. This book,
however, is an in-the-trenches blueprint of strategies that continue to produce record levels

of new customers, growth and profit across dozens of industries.

This is a highly-personal work written as if | was consulting with you onen-‘«+a f
if you and | were sitting on my deck at the end of the day excitedly discussing your new game
Zfe " %t ™M_SA 8" %S —— —Stef [%oted 127 .t %< co% > — -
for demonstration purposes. None of the examples are bragging. | have no need for that or
interest in doing it. | share this with you so that you understand the basis for the advice and
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“Tcectee  tce'teet fof <—ife o5 SUF _Sf_t— ™77 f f ZF - ——<Z<C

that | share with you to generate significant levels of growth and profit for your business.

— MZ7 e — 7 F" 8% fec..ed St"f fri Zfe—> 7 ttee o &
o' — %o‘<e% —" ...'TF" —S:t ’f‘:t %o — e T fzz ‘Nitd-f—%o—fftlé_é_(_c_(oo_SJj_':_”fé

business book for the status quo.

This is a go-for-the-E — %o —Zf"& Of——="f..—& "f—fco fot 0etZZ o' "f —* o
that was written to help your business to become profitable again. | want to tell you right up
front that | respect your time and because of that | want to state emphatically that this book

is definitely not for everybody.

t7f7e S* Sce ‘fe o ‘coe%  f e .. "tt<,Z> i°iA<...<f2 ‘e

Tt —eceFee Sfe et e—fUoof—F fof >'—i"F o'— oFZZ<co%
— 8> —T"f %o'sef %ot— f Z'— ‘—— " —Scea

If >'—i"% t'coe% O 0 <o >'—" —ecofoe 5 ™Mfe_ _t ' f 70
for you.

Tt —0"F Trce%o ot f— ,—— ™fe— —' —felpvelsofgrowth cefoee —° "f
fet "7'"¢—8 —S«ce "o Sfe MSf_ «— —fefe —" %t— >'— —St"F4

Who This Book Is Not Going to Benefit:

FO74 ME freio SFTE f y—ecefes sto fof [P Ee—em oo 0 f
T(O...‘—”f%o:t > — y— <" _éf_.l.. TMSi”:t s fn:l: _éiui f,,:l: .‘,,:t <

to take care of first.

TZ2F Z'eco% —' 0% - ”c<..i&erhet< Thiboek isSdr people who

(actually) want to work and provide value to their customers.

T°ZF ™MSt U 8 F . <%0 ,<%o "Fe—Z—¢ —— f Fei— ™McZZcoe% —
% "t f—& ,—— Sf fei- "<%o—"1t ‘—— S'Ttheguytwhe &fiteach ‘4 «'& i

you how to attract record levels of new customers without having to work for them.
\%



Before we dig into the material and begin transforming your business | want to tell you
—Sf—efe> 7 =St e—"f—1t%<te iTf "1 ieverbéen relesed to'the Riplict -
Until now, they have used in my own businesses, reserved for my highest-paying clients,

close business associates and personal friends.

- ":tf"') ¢ _”foo’\‘"o > =" ”—O(OZIIOO f"" >I—" <o tef ,,:t...f_’i >
ST %8 MEfo e %S 1 —5t T feceth >t —ecetesd

your brand from where it is today to being the most sought-out in your marketplace.

"t fo,e'Z——1Z> %o'sef Z2'"F <-4

oo TM ¢ ___
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INTRODUCTION

You've probably picked up this book and wondered, what exactly—ie f,‘——& ot S*™
will it help me? This book contains dozens of advertising, marketing and communication
strategies that will help you rapidly make your business profitable again. It also contains
what many feel is the Holy Grail of internet marketing for small business owners. People
™S frlei— ece’Z> ™fe et _F3d "f-St"8§ "7 —Sfef ™S ™Mf._ ¢

and own the marketplace. Seriously, if there is an end all, be altthen this is it!

The communication strategies in this book establish right levels of actions and thinking
that guarantee success and ensure that you'll continue operating at these levels as your
business reaches levels of profitability you never imagined possible ~ >*—i”% Z*‘ece% ~'" f
solution that will help dissolve your fears, increase your courage and belief in yourself,
eliminate procrastination and give you the blueprint for making your small business
profitable f %o f<s& >'—iZ7Z "<ot <— <o —Sce ‘el

The advertising, marketing and sales communication methodologies in this book are
used by hundreds of small business owners who have gone from a state of struggle,
frustration and doubt to the reality of becoming top achievers (and earners) in their
respective markets. Regardless of how you define success, this book will show you how to
% —f"fe—t1 —St f——if anybeondmy«—4a

You will see why a profitable business is guaranteed when you operate within the
parameters outlined in this book, and you will finally understand the primary reasons why
most small business owners never achieve the levels of profitability and success they want
and deserve. You will discover for the first time the mistake business owners and
professionals make in the selling process that, when committed, single-handedly destroys

any chance of their prospect becoming a (delighted) paying, long-term customer.

You will also learn the precise process, communication strategies and scripts necessary

to find, attract and convert high-quality leads (from any niche) and convert them into lifetime

Copyright 2016 All Rights Resern¥&zh Newhouse & Co., LLC
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customers. Finally, 1 will show you how to crank up your marketing and sales programs and

then automate them.

And trust me once you are doing so, profitability and success won't just be
guaranteed; it will continue to perpetuate itself, literally producing more and virtually
unstoppable  triumphs. Successful implementation of these strategies requires
discipline  not an education, gift, talent, or good fortune. St > 1 * séguire some special

personality trait; they work for anyone who wants to employ them

Implementing these strategies will cost you nothing and gain you everything you have
ever wanted your business to achieve Mastering and implementing them will allow you to
stand out among your peers and the industry in which you work. This will force your
competitors, your customers, your family members (especially your brothem-law) to see
you as almost superhuman and extraordinary as your ability to generate increasing levels of

profit skyrockets.

Sound crazy? It's not and you'll see this when you start implementing these strategies
in your business

By learning and implementing thee —" f =1 %o<te "% %<~ fe pyouwilbensBres , ‘'
that your small business becomes profitable again regardless of your talent, education,
financial situation, organizational skills, time management, the industry you are in, or the

amount of luck you have.

Use this book as though your life and your dreams depend on it, and you will learn to

create new and higher levels of profit than you ever thought possible!



CHAPTER ONE: Creating Huge Breakthroughs
In Your Business

The Best Way | Can Use to Describe the Revenue-Generating Potential of
Stef T fe..tt fret—<o% >e—Fee fel —"f—_FT%octe

If you bought this book in the hope it can deliver huge breakthroughs in your business,
you bought the right book. This book was written for small, locally-owned small businesses.
—ecoFeete ™S feo "¢t f oS ™" 6§ S f.—<. & Tte—fZ f-
"fe—f—"fe—& fe f.... f—e—<o%0 T f .. LTA f T—ef"fZ Stefd v fe> o<
is most likely local and serving a local market.

These entrepreneurial-minded business owners have comprised over 83% of my client
Jfef 17 =St Zfe— —™' Ft. .. ftied Sit> SfTE f-—tetdt o> ™ML cof”e
o> exe—Fee ' _"fee e _St(” 9 "Fcof"50 ,—ecoteete omer:t fE-"f°"
attracting, money generating machines that easily and consistently out perform their peers,
Lt i =" fet ot —e—7> o7eed T8 Fttco% —St<” ™McZtte— Tt ifee |

So, How Do They Do It?

These folks have achieved massive levels of— ... ... Teed ..."ff—<co% "E... 7T TV T c—o
year by using strategies that work (a novel conceptand by discontinuing strategies that
frieim . teeco—te—7> ""'t— <o% f '""<—8 f-ie e—f"—- ™M_S ™MSf_ _

They havestoppedusing traditional methods of advertising that many small business

owners and marketers still cling to today.

Copyright 2016 All Rights Resern¥&zh Newhouse & Co., LLC



https://www.kennewhouse.com/

They nowrefuseto operate their business without having a clearly-defined marketing
strategy.
S 1> i Stbppedrunning image-based ads that are knockoffs of ads that bigger, brand-
efet .te'fected  Sce fZe' offee —Sf— —SE>i"t o Z'e%i” ™[

ofefsd of Z'e%ot” %oi‘i"f—(’%o Zf___OZ—o—:I:" ”:to_z_o fo"' o
o(o___‘o.__i’_(‘o _Sf_ f-'-’“’i”_(.(.%o T;:l:...l._ ™ ¢ 7 ¢ 5

Big companies have all sorts of reasoe " ..."Ff—<o% fefT —ece% fTed o'e— ‘"
Tefed—"<.nfZ2Z> 7't —=F ™MSf— 5 —i"F —"sce% —° f...S<i"F feo f eof
objectives are much simpler, and because of that, you should find successful businesses with
ccocZf" L ET . =< <7 5 —1"F %otco%o — .. > efefiet fZedie of et _co

What kind of businesses am | referring to specifically?

Businesses who (as part of their marketing strategy) only implement campaigns that
yield $2.00 (or $20.00) for every dollar they invest. Campaigns that can be accuigt

measured and tracked down to the last dollar.

Businesses that do NOT spend $1.00 on any ad or campaign that does not directly and
immediately generate $2.00 (or $20.00).

YES! | Want You to STOP and Consider These Principle¥/hy? Because they will

transform your business (if you adopt and follow them) and they can also transform your
ZtA —ie <ottt —fem —Sf— ' —Scee Z'e% fof SfUt f,—— —Sted s

simply glossing over them.

Be careful who you mt$Z fet ™S >‘— e—— 154 ~ >'—i"F 7272 ™ce%o
purpose, objectives and reasons for doing what they do ddn- «f—...S —’ ™¢_-S >»*—" '
objectives and goals then you should NOT study, emulate or copy themiree  —Te <o’ " —fo—

that you stop and deeply consider what | just said because—i« fchangihg principle If
you want to fast-track your ability to create record-levels of growth and profit in your
business —Sfe “cot ofet ‘t> ™St o o Tee"—78 ™S oSf Fe >t —" ' —



and then study closely the strategies, methods, systems and communications he uses as well

as how he uses them to grow his business.Sfs e ™ 7ece% ™S oft™  Zcfo_o
— —<ot  T7f SEf"T —S«ce o= 7 _Sce% "L E""ET —f fe Of ,Z<ot<o%o
not so sure | agree with that. Why, am | NOT sure that this is blindingly obvious to everyone?

Well, the fact that 99% (probably more) of the small business owners and professionals that

| meet are still using advertising, marketing methods that are in complete opposition of this

obvious logic.

—je fZe' ™ "_S e'_ce% —-Sf- —Scwerfuly in @l gspébts’ eb your
,—ec<efeed o' — bddertisingand ¢ f”ef—<o% & Scee 7 (- —Sce ™MFy8 " >
up at a specific location somewhere south of where you ade>‘ — ... ' —Zt <« >'—i"% f 7"
get there by going due north. So, it seems logical to me that it would be much, much easier,
less stressful and  certainly more-profitable to implement customer acquisition

strategies by moving in the right direction from the get go.

Following the wrong examples or implementing the wrong plans are like trudging
eh_& e s mMf, L8t _8 ‘7ta Sfe..te f'f "f——> %'t —Sf.
frue—"f—F1& Z'e—& *7 ™' "etd ot — ‘ofiec”" 1AW £ et 7 St ‘S
strange customers on that show) find you frozen in the ice long before arriving at your

destination.

Why Do Business Owners Who Are Trying to Figure Out How to Attract,
Convert and Retain New Customers Have to Wade Through So Many

Lousy, Unproductive and Ineffective Marketing Systems, Anyway?

Big Company’s Agenda for Advertising and Marketing

1. Please/appease its board of directors (most of whom know zip about
advertising and marketing but have lots of opinions)

. Please/appease its stockholders

. Look good, look appropriate to Wall Street

. Look good, appropriate to the media

. Build brand identity

. Win awards for advertising

. Sell something

Small Business Owner’s Agenda for Advertising and Marketing

Attract “quality” new customers on-demand

Secll them something (preferrably something expensive)
Deliver exceptional service and retain them

Sell them something else

~1 O U1 = 0 D

SR

Automale this process so you can generate new customers while you're sleeping

Copyright 2016 All Rights Resern¥&zh Newhouse & Co., LLC
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The Painful Truth: Most small business owners are about as close to clueless as you

can get when it comes to (understanding) advertising and marketing that will consistently

fom"fom o™ L —e—tef”ed  "f "—fe —Sfe o'—a —Sf> Sf7F ,t.. et
ComcoeG B "Zee ™S SFTE ffe Uioft e > —ee "7 e of-
cf"ef—co% fY%te..<te fof ‘=8t7e ™E: _Ztei- " tqually $-S<.. f
CE™ L —e—tefre 0 8t Z0F TR tettt e <A "3 -t —Sfet oSft

To this day, | am continually astounded by the fact that the majority of my new clients

cannot tell me with any degree of certainty, where their new customers and sales come from;

MEFo (= te—e = fLf— "} f o™ . —e—tef” “"te of"chsiom#s ..+ <%
e f 0 0B " S ™M ‘et ft TE" Vee offe—"f T fot 'They—ffZi— f %of <
—1727 o ™Mc—S fe> T1%"Ff *° .. preafatguessing—— —St>i"F

News Flash: The marketplace operates in that realm called REALITY that | spoke about
<o —=SF UETf L tA ft efes —ecetee ‘™MedVe "7, fe 9 —Scee o'fea ™!
inaccurate guesses. Consequently, many of them find themselves in a perpetual state of
"e—f—<'08 %o'co%o f,'—— =St Tfre —eSf's f,—— —Sce%os —St> S
—¢ ™ fe_t e'ef> ™MSte _St> efttei—  ta

So, Sf "t —' P& <o «— —&ny-business owners are operating in a state of
ol —tZFeestee fot “cot —SteetZ”iWhiletthele die .many faetdrs dltat
e=l¢,—=F —' —Sce f,—et 7 [ —ecefes ‘™Mot e jt Sf7F ' of> -§
marketing incest tops the list. If>*—i”"f o= "fecZ<f” ™Mc—S —Sce —F7e¢ 7 MSf_ (_
an example:

Once a business owner has his business up and running he (typically) comes to the
"tfZcoef—c'e =Sf— Stie %o'co% —' oFFT —' T—e oot —>7F 7 efet—co%
customers. So, he looks around to see what everyone else in his industry is doing and copies
<=4 ™Mc-S ‘et L f7ff-a f ti..<tie —' Obtpeleatebetterads'than hist et - ‘-

Lttt —c—""ed o' —Sce%o "flc..fZZ> t<TF"feUnbekiows e—3-ES<ed ;iS<+1"4
is what 99% of his competitors are doing. This means that he (and virtually everyone else

in his industry) are (for lack of a better description) standing in a circle looking inwardat

6



each other, ignoring anyone (or anything) outside the... <” ... Zf& —ie <o .. . fe——'—e& fet «

like real generational incest:

Everybody slowly gets dumber and dumber and dumber. Every business owner that |
accept as a new client makes the choice to get out of the circle and do something very
different. They deliberately go far afield from their peers and adopt different marketing
«f-S't'Z'%<te fZ-'"%f-St"4a te& «f> My eustomers-antfcligmtsihave &
ZEte foece%o o "7 f Z'e%od Z'e%o —<oF = ..."Ff—1 f intheccomitg Z<ot i1
pages. —ie '‘eec 7t —Sf— sf>qfcéetf & 't 72t MS* ofctad 0 o8 ™SH
going to release a training specifically created to help small business owners and
professional practitioners become profitable agairé 6  is '"*—1t —* of> —Sf— "% t'ef
this book. $”$1™ S f — >disedverin the following chapters.

Chapter 2: |included this chapter o f"3—‘a4 " " *"efe.. % feof "(MRiekfis<Z<—>0
uniquely different from the rest of the book) at the last minute because | am fully persuaded
that the Pareto Principle can and should be used by every small business owner who wants
—' efet —St<” —ecetee " f 7% fU%ofced S<ZF ie %o—1teece%o —S
frd—'Te ""co. . ’ZF feof 0 St zrtr —Z% & <—ie $7%fe ¢'"f ZcotZ> —-Sf
ability to help small business owners (individuals and/or groups) achieve (much) more, with

(much) less effort.

Chapter 3: 0 St taComponent: The Secret for Creating Breakthrough
T f"—<coce% fet f7ef—<e% rgveafs<ithodetail a very powerful strategy for
creating massive breakthroughs in your marketing. Itincludes one of my most effective (and
highly secret) strategies for creating powerful, highly-effective marketing campaigns which
—Scee <—je o"f _Sfe e Feef" A o o> ‘"coec'ed <—fe —St eceece% 't

ITM.:l:n-I-. .f".:t—(.%o 1"5%0Hf.é

Chapter 4: 0 Sf *Z'eefZ ‘e HoW to Stand Above and Apart from Your
‘o’ I —«—<'amd Chapter 5: dnstant Influence - Attaining PREEMINATE Positioning by
Foftce% ‘—" "te'f.—ie —etfetfe— fshowybdu-how tobedomathe most

respected, most trusted and most in-demand brand, thought leader, personality and/or

v
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company in your marketplace. " >‘— i~ $71” ™ etivit ™t thuy ik néwe T

Xbox, even when they have the newest version (which may be only 3 months old) sitting in

their living room & >‘—i"3 «‘— fZ‘et4a
f>,F > —17F ™" ethy"cbrpahies like SnapChat, literally run out of their new
video glassesinless=Sfes f tf> ,f..f—eF —Sf"fie o' o— . Swhilewothet ~*” —St«

$OZE ™S e %eS— ,t E—e— fo %ot fo ™MEfo —8f> ' fe —S'ef "cZe
always have a bit of a hard time. Well, the answer lies in positioning and in these two
LSfr=t7e 5t —VZZ teo. T HdghEic to yodr ided progpectsf ot ... —e—‘ef"ed 172
walk you through what might be the secret weapon for taking your business, you company

and your brand from where it is today to being one of the most sought out in your market.

Chapter 6: Istitled 6 St "fefe—f—c'e ‘"FhePrHden Framework
for Powerful and Profitable Sales Presentations. 6Now when it comes to generating sales
and generating revenued the MOST important component for doing this consistently and
successfully (besides having a great product or service) lies in your ability to create and

structure offers that convert leads and prospects into paying customers.

—je <o —Sce .Sf'—f” ™St "t  I%feh9 for ereatirtf)"an—dHe6that is
magnetic and irresistible to your perfect audience. If you ever wondered what to say dugn
f ofZfe ""tefo—f—c'ed S'™ _* o7 "% f "<ttt ofZte Zt——%" 7
consistently converts '" e’ ... —e <o~ Z<f—coet L —e—tefTeds —i"F <o Z— .. 4
you the answers, helps you overcome fear and procrastination then walks you through each

(and every) step for selling more effectively and consistenyl

Chapter 7: Iscalledd ‘™e” <% S— fe%ot” ' —es ‘e "F7ec's —"f—_1t%cted Z
Closing Formulas for Sales Championsa shows you how to amplify the power of your sales
presentations and close more dealé s %o ‘<«gi¥@ you eight to ten powerful closing
scripts then walk you through five different conversion formulas to re-sell, re-pitch, and re-
2t fZZ t—"<o% —St ofeideof Eebind brdurrigithe ganfespiesentation.

This information ™M<«ZZ fZZ*™ >*— —* —e} —SF M 7 MGSF_ it Zifred
"fefe—f—c'e Me—Zf06 fof ..'e *—yeldrpresentftionsHsesistible



to your ideal prospects and customers. These closing scripts and conversion formulas are
St T EEe b L F-T™ide f ofZfe Thefe—f-c'e —Sf- ™ "ee 5 6 "f7e
continue working for you for years and years to come. These conversion formulas have

never been taught by me or publicly released.

Chapter 8: S«<...S "1 &<«SZtt%igp Formula to Advance, Dominate and

fet — 7 et e qeffbeF <o <— Te %< <o% >'— ™MSf— of>5 |t -S:
small business marketing methodology ever developed for selling more of your stuff online.

Y TTE $TET M et —f " fee i Te 5 7 wefZ77 —ecetes "7 tef _3
recognized business within your industry or marketplace that has thousands and thousands
‘Yt 3Z<¢%S—FT ...—e—"ef”+& eprnltdZhdw ta de &t in this-chapter.

There are five key steps for scaling your business | know from experience and in this
SFIoETA TZZ ™MfZe st —87 %S 717> eco%Zt e—t'a (227 +3 ™
growing your business consistt e —Z>4 of " fZ> fet " T<—f,Z5& f7fe <" > —i"F o=
are at the place where your business is doing good, but you really want to start putting a
TUZZf" <o=' [t " —cocoe%o fof %ot——<o% —S"Ffa ~'—" +ZZf"s '—-& f-

really big and more successful business then these five-steps will show you exactly how to

get there.

Chapter9: 0 St ‘"——et o o St QZAEA' ™M "L —o ™1 ThiS bydarPeo
is my favorite section because it was written to help you get quick wins under your belt (ang
money in the bank.) "1 —St Zfe— s{ >tf”s "% S$tZ2'ft S—et"tte " |...Zcte

%Oi.:t”f_:t .(ZZ(‘.. 0~ Tnzzlcn. e .fz:t. A~y ”H.,i-.._. _éf_ éfT (e —
success has come from my understanding that there are untapped millions which can be mindd
Ay _Si ....‘”i. (A "tz.. TMS‘_iZZ N O.Léa

This chapter is especially important to you and your ability to uncover (and produce)
record levels of profit from your existing leads and customers becausei“t —fefe —SE o‘o—
<o’ —fe— THZZ'™ 0 e f_t%o<Fe fot —f..—<..o =Sf— it ZFfretft
created a handful of internet-based methods that can generate record sales of your producys
and services.

THIS MAY BE THE MOST IMPORTANT CHAPTER IN THE ENTIRE BOOK!
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Chapter 10: 0 "ff—ce% "—e— <o fo «—"_j3adhcial Baht chapter

written by my wife, Lisa Newhouse. Quite honestly, this may be one of the most valuable

___éf’_:t”o e _é:t io_(”:t ”“o f.T < — TMf..'I-_ if.) %oi__<.%o S:l:” _t TM»
Stie ..7ff—-11 ‘ot *° —SI e« ebuildirgtsysteris that’ smelt business

owners have every used and the content in this chapter (by itself) is worth 100X the price of

this book. ‘& <~ >'—1"% "2 ft> =" [ T%oce —"foe " "oece% > '—" | —ecoeteeq >'-

Z< 18 Zt—ie ,T%o<ea

F7"E > — %of-— e—f"-FT4
X <o—Fe& >'—7i"% “<ocoStt "fftcoe% ..Sf'—%" ‘eta

~

X —ie ‘,7<t—e 5> =8SF “f..— =Sf—>'—i"t "fftce% —Sceo ‘e -§
business to become more profitable.

X of >'— oo™ _Sf_ " ' {77 "tft —Sce te—<"F [‘‘ed —Ste o’
it %oc<"te >'—8 >'—i"f %o <o %oleveld of pEofitand growth arid profit

in your business.
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CHAPTER TWO: Pareto, Performance and Profitability

I included this chapter (which is uniquely different from the rest of the book) at the last
minute because | am fully persuaded that the Pareto Principle can and should be used by
every small business owner who wants to make their business profitable again.S<Z 1 i
%o—Feeco%o —Sf— > MlffgdoS FFfEE 1> "o’ ZF zfeotfr 0-SZt 4 <—is t %
"t ZcotZs —Sf— >'—i"F «'— f™ helb shal busifigssZowners-(individuals
and/or groups) achieve (much) more, with (much) less effort. The Pareto Principle can
increase the effectiveness (and job satisfaction) of your employees and (more importantly)

alt can multiply the profitability of your small business.

The Pareto Principle asserts that aninority of causes, inputs, or effort applied in your
small business usually leads to enajority of the positive results, outputs and profits. Taken
literally, this means that, for example, 80% of what you achieve in your business comes from

20 % of the time and effort you invest in activities,

thought and relationships

What may (or may not) come as a complete to you (as it

did for me some time ago) was that for all practical

purposes,80% of the effort a dominant part of it is

largely unproductive and irrelevant (when it comes to

A

/A / \ making your business profitable and successful). This is
\ / \ contrary to what a majority of small business owners

\

/ \

; ) expect.
-3 P N The Pareto Principle states that there is an inbuilt
\ \ imbalance between causes and results, inputs and
|\

outputs, and effort and reward.

A good benchmark for this imbalance is provided by the
The Pareto Principle (80/20 Rule)

80/ 20 relationship: a typical pattern will show that 80

% of outputs result from 20 % of inputs; that 80 % of consequences flow from 20 % of causes;

11
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or that 80 % of results come from 20 % of effortWhen it comes to making application of the
Pareto Principle in business, many examples have been tested and validated0% of
products or services usually account for about 80 ‘~ f ... ‘s’ fe>ie ag do20% of
customers. 20% of products or customers usually also account for about 80% of your

..l.lf.)'l'. lnt"(_.a

The pattern underlying the Pareto Principle was discovered in 1897, about 100 years
ago, by Italian economist Vilfredo Pareto (1848 1923). His discovery has since been called
many names, including the Pareto Principle, the Pareto Law, the 80/ 20 Rule, the Principle
of Least Effort, and the Principle of Imbalance; throughout this.. S f'—1” 127 "$°1” —* «— .
f+ —Pa@tdPrincipled 8g what did Vilfredo Pareto discover? He happened to be looking
at patterns of wealth and income in nineteenth-century England. He found that most income
and wealth went to a minority of the people in his samples. Perhaps there was nothing very

surprising in this. But he also discovered two other facts that he thought highly significant.

One was that there was a consistent mathematical relationship between the proportion

of people (as a percentage of the total relevant population) and the amount of income or
wealth that this group enjoyed. To simplify, if 20% of the population enjoyed 80% of the
wealth, then you could reliably predict that 10% would have, say, 65% of the wealth, anés
would have 50 % The key takeaway herdsei— —S 1 'adesdeefot ‘° —Steehuf "ted
the fact that the distribution of wealth across the population wagredictably unbalanced.

fri—rie ‘—=S1” ~cot o %ally extitedSifn; Wab that this pattern of imbalance was
repeated consistentlywhenever he looked at data referring to different time periods or

different countries.

Whether he looked at England in earlier times, or data (that was) available from other
countries —Sf— Sft ,fte ...*ZZ%...—11 T—"cs%he Toyddthelsatepaitefnt —<++ &
repeating itself, over and over agat awith mathematical precision . This has more to do

with your businesses profitability than you probably realize.

WHY THE PARETO PRINCIPLE IS SO IMPORTANT TO YOU AMIWJR BUSINESS SUCCESS

12



The reason that the Pareto Principle can provide immense value to the success and
profitability of your business is that it is counterintuitive. "~ >*—71"F Z<ef o‘e— oo f77  —oc
owners, you tend to believe that all causes will have essentially the same significardcef « T
that all of your customers are equally valuable.This belief is borne out by the fact that the
majority of small businessownf”e —"tf— fZZ ‘*~ —St ...—e—‘'ef”e St efeta ™S«
talk more about this later in the book, but suffice it to say that most of your competitors
believe that their products, services and every dime of revenue generated is as valuable as

any other.

They also believe that all employees (in a given category) have roughly equivalent
value. That all leads and prospects should be treated in the same way. That one vendor is as
good as another. That all problems have a large number of causes, so that it is not worth
isolating a few key causes. That all opportunities are of roughly equal value, so that we treat
them all equally. They tend to believe that 50 % of causes or inputs fef 0,—e<efee
f ... — <" <williaedount for 50 %of their positive results. There seems to be a natural, almost
genetic bias that causes and results are generally equally balanced. And, of course,

sometimes they are.

—— —S«<ce OWr Wr “fZZf .50 <o ‘of 7 _SF ete— <of .. .. —"f—-% foft
deeply rooted, of our mental maps. The Pareto Principle asserts that when two sets of data,
relating to causes and results, can be examined and analyzed, the most likely result is that

there will be a pattern of imbalance.

The imbalance may be 65/ 35, 70/ 30, 75/ 25, 80/ 20, 95/ 5, or 99.9/ 0.1, or any seffo
e—e, t7e <o F-—T™MEtesd ‘™MITE"E St —T™' e F7e o —SF e frcele ¥
100. The Pareto Principle also asserts that when we know the true relationship, we are likely
to be surprised at how unbalanced it is. Whatever the actual level of imbalance, it is likely to

exceed our prior estimate.

You may suspect that some customers and some products and services generate more
profit for your business than others, but if you were to examine and prove the extent of the

differenced >‘— ™ ‘— Zlikety be surprised and sometimes dumbfounded. You may feel

13
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that some of your time is more valuable than the rest, but if you measure inputs and outputs

the disparity will probably shock you.

WHY YOU SHOULD CARE ABOUT THE PARETO PRINCIPLE

Whether you realize it or not, the principle applies to your life, to your social world, ah
(in the case of this book) the profitability of your small business. Understanding the Pareto
Principle gives you great insight into what is really happening in every aspect and function
of your business The overriding message of this chapter is that the profitability, growth and
success of your small business can be greatly improved by strategically employing the Pareto

Principle.

Each employee in your organization can become more effective and (interestingly
T« ' — %o Bxperience greater job satisfaction. Your small business can become much, much
more profitable. It is possible for every business owner and every employee to contribeit
much more value and avoid that whichS f « 1 %o f — <~ twithf uehtléss input of effort,

expense, or investment.

At the heart of this progress is a process of substitution. Resources that contribute little
to the success and profitability of your company are not used, or are used sparingly.
Resources that contribute greatly to the success and profitability of your company are used
as much as possible. Every resource is ideally used where it has the greatest value. Wherever
possible, weak resources are developed so that they can mimic (or imitate) the behavior of

the stronger resources.

Few small business owners realize the extent to which some resources (only a small
minority se‘™e fe 0—S1t Yarefsdpériptdductive. They also are not cognizant of the
majority, otherwise known as, 0 —S 1 —" <« f ®hielf sark low on the productivity scale

fet <o oot .. pctdally, have negative value.

If you invested the effort to investigate and understand difference between the vital few

and the triviaZ efe>d <o ofes fo'd.ime ** 5'— " eef77  —ecofosts “—o |
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etef_Sce%o f, —— <—& >'— ..'—7Z1 «—7—sudcess-and’its"profitgblity. iha <—-

multiples.

WHAT ARE THE BENEFITS TO YOUR BUSINESS GOING TO BE?
To illustrate my point, letie ... ‘'« fwWatdifferent types of small business owners. First,
™ 17 7 nHficididyfal who is already achieving a great deal™ «— ... ... tTee feaahdtheix-a
Zt—ie f£fAYe f— [ eofZZ ,—ecoetee "™et” ™S (o o_"knoUol@W I %0 & foT .
(really) make his business profitable agairh. =~ 3 T feei— oo™ ™S f_ tgtdrn. " ™St

o %o'<e% —' —eF o> %o''t ""ctet feof A A feY%ot o et l<f-1
example of the individual who is very, very successful. Now while<ZZie ...‘¢’ fe> <o 17>
o — .. T « o (still)tiuethdtethere are going to be a percentage of activities that he does

which produce the majority of his ... * ¢’ f ¢ >8uccess. Bill is a major overachiever and has

earned the reputation as the guy whose company delivers an elite level of customer service

to his clients. Having said that, there may be one or two (highly-productive) activities that

Stie "$7 7 "ece% —Sf— Sf F eZ<'Ft —ett” Sce "ftfra o= <=t —
because more often than at, they take (a relatively) small amount of time and effort to

implement.

They might be decisionshe makes or they might be the ability to influence very
important people (for example), his customers. It might be the ability to create something
in a short span of time. As an example, it could be an idea for a new service offerng
whatever. Bill is more of a mentor to me than a student, but considering how power this
Mo 2T <28 <— of> <1 IbolSfor aftiitdndider the small amounts of time and
effort (which are at the root of his successes). Bill has taken his company to the top of his
market, but by exercising this principle and applying it to his activities may be enough to put

him in the company with the likes of Buffet and Icahn.

Sf— t feei— «tfheshasSofwork harder. In fact, what it does mean is thae may
be able to eliminate some'~ —S 1 f ... — <~ «— <« t(which actualkyet¥ke time and effort),
that are not contributory to his success. If he stopped doing activities (that he may be able

to delegate), and concentrated more time on the few activities thatreally 0t 7 <" 1t” —S$ %o‘‘te

15
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&—Ste <o "f..—& T"Fe <ZZ& f ofe ™MS' Sfe f.... ‘e'7¢eStt &% —Sfe {
could beone, ortwo & %~ four times more profitable, which is amazing when you consider

his track-record.

The key to this process is really quite simple. To use it successfully it requires that you
have a clear understanding of the activities and processes that are at the root of your success,
which is likely to be a small proportion of what youdod ™ S«<...S "f“—abmalleZ>
proportion of your time and energy. Massive increases in profit can be realized by focusing

on those activities and by outsourcing, delegating and/or ignoring all the other stuff that

tifeeim L te—(,——% f— —Sce 717174
T—le ——7e o:™Z _* _Sf —ecetee ‘Thisgly NaS a besiness-thas has
basically flatlined or (worse) is losing moneyda "~ >‘'—i”f <+ — Syou may havidicera

told that the solution to your predicament is to simply work harder. Sg what happened
when you tried this and worked harder?  You got tired. Your mental energy declined and
your physical energy began to drain away. You may have found that the sacrifices you were
making to help your business get back on track actually impinged (negatively) on your home

life and on the life of the people you care for most.

Sa how can the Pareto Principle help a person it that situationPhere are actually two
different ways that this situation can be remedied. The first approach requires this
individual to analyze and determine what the successful people in his niche are doing. This

could mean spying on asuccessfuktompetitor or similar business in an entirely different

market. The compe-<—'" ... ‘e’ fe> >'—iZ7 ,f o' >¢e% ‘s ™S .. S <o .. fZ1
<o —1 7 7 < %willshe. ihviblved in specific activities (the 20% that are producing the 80% of
their positive outcomes)d  ie o‘— —fZe<o%o f,'—— 'F"e'efZ«—> St"1& "f-St"4
their frameworks and systems. How are these methodologies, procedures or sales funnels

et <% — —8F< e feed cof ‘— o ™MEF_ _SI5i"f tico% f

Now in the next chapter, | talk candidly about a phenomenon known as marketing
incest. This is not the same thing. By studying what your most successful competitors are

doing (or as | mentioned, studying a similar non-competing business in a different market

16



' f.of >'—iZ27Z f t1Z<%S—Ft fet e—"""cett —' the.succkssflSf— >

company does you stand a very good chance of getting similar results.

The second thing that you can do, is to reflect on the success that you have had
previously in your business. Everyone is successful at something, and while it may seem like
>'— 0" %of——<co%o 2SHSHIVTA eefZ27 "f"— " > —" & f"cte. f —Sf- f..

Success.

Every small business owner ha20% of input and/or activities that is responsible for

producing zr™ ‘" —St<” "Fe—Z—ed $7fe " —St "TF"fZZ "fe—Z—o fUF o — .
key thing to do is to work out what those inputs/activities are that are producing your
o— ... FTeefed  foi— "' —e > " _cohctjvitibs/fnputs thatase produSirdg
averageresultsd ~‘...—e ‘oZ> ‘e —_S'ef ™S S f"f "t _Conceffsate’on” — "t

—~SF "f™ _Sce%oe —Sf— >'— T =Sf— f"F %ofet"f—<o% —SF ofE " "<—> !
and then makes —"1 —S f — > ' —ig theamatimum amount of time, effort and resources

in doing more of them.

Based on my experience, the experiences of my clients, mentors and the volumes of
research that have been done on this subject (clearly and convincingly) demonstrating that
the application of the Pareto Principle to (all aspects of) your business can be a catalyst
efeco%o <— " <—f,ZF fUof<o@ ‘7 fe <o ofesd ofe> ..fete & oVF 'V (-

T TME Z'te f— —Sce " f %o f—<..-ffrévéntion dnglef wBcam-edsily conclude
Jfett e =8t “f.m —Sf— ~va " —8F "tec—<"F "feaZ<ALAB DoK=<

that (contrariwise) a whopping 80% of the activities performed in any small business are

not contributing (in_ any meaningful way) to the overall success and profitability of it.By

simply eliminating the activities that are not:

x Contributing to the profitability of your company
X Ora”t f...——fZZ> '""t— .. <2% O0ef—0 oF%of—<"Fe ™c_S "Fo'F . — —
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Your business can actually begin to operate (in short order) more effectively, efficiently
and more profitably. Strategic application of the Pareto Principle represents an enormous
opportunity for improving the profitability and success of your company; the opportunity to
improve the performance (and happiness) of your employees, and customers and provides

the platform necessary for you to achieve your goals and dreams.
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CHAPTER THREE The Critical Component: The Secret
for Creating Breakthrough Advertising

and Marketing Campaigns

Sce ..Sf'—f" "t7%tfZe <o ti-—f<Z —-St V<—<..fZ ..‘'etefe— &

breakthrough advertising and marketing campaigns. | chose to include this chapter because

TMfo_ ! :I':oo_”:l: _é:t «— .. ... :too Ehoyr_m f"'~:t”_(o(o%0 fo$ntof"o:t_(o%
—Sf— <—ie ‘et 7 _SF ete— <o’ _foe_ Qecoece¥o '<t..Fe0 —' —St eefZ7 -
puzzle.

fos s3f7e [% & ZE[Teft MSfo Be fLimm = TETEFZ T7ie s o7

ef et —<e% Zt%otete 7 fZZ —<ot& [T<t %o<Z >A %o<Z™> ...fZZtT <«— (

idea being that every great advertisement has, at its core, a single, powerful idea.

7 hie ™MSFo %<7 ofct "t%oftco%o—BFt (BT ffTF e et
O ‘—” "Zi <o —* e}774 tiei— Zi— fe>—S théhsol puipdse.of > — “7te

advertising. Unless your advertising is built on the critical component, it will pas s like a

ship in the night. It takes a critical component to jolt the prospect out of his indifference

to make him notice your marketing, remember it, and take action.

Critical components are usually BIG, yet (simple) ideas. Said Charles Kettering, the
%o T f— Fet"fZ ‘—'"e <o"fe—_'"A 1 Sce "' 7Fed ™Ste oChfichlfa ™<Z7

components are not easy to come by. They require genius and midnight oil. A truly

great one can be continued for 20 years  Z<sF ‘—" t>t "f—..S "7 [f-Sf™f>5
(Ogilvy)

Thec'<—<...fZ ..'¢ 'efe— <o '—"F of"ef—co% %otec—e fotf <o "f.. -4
of my best, most profitable campaigns for myself and for my clients. In his 1941 cepiting
classic,0 ‘™ —* "«—f f ‘'t t iB-cefetero ...S™f "IAdveitisihg—' <o

%t feo —ST 0%t ftfte—. ¢paF " «—1" 7 fZZ —<ot "EiT<E™e ™SF_ St
TftZceted *° Sce —cotdread'that gteat Book’dand as | reviewed that list of top
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headlines | discovered that a whopping 91/100 were driven by a critical component.

Z-S'—%S —ST "tefcocoe% eceF ™IETE ot L ZEf"Z> fedt e [ LL7«¢-
included a single idea that bound the whole thing together. Here are the nine headlines from
Sce Zco— —Sfitdightysémploy the critic fZ ... ¢ ‘ete— —Sf— e —fZeco% f,' —— &
O <"t foe<Zc<f” ece 7S« Z%e ' ‘— fe— —* Ti” ‘et
O "3 ‘— Sitef sel—tee " 177F FSf_e_c'e80
OW|W ™ fse —* f foiem 5fh— fo  cof—coe% ‘e "7 ‘fee(
0 * ‘— * e 7 Stet Fe o [fUfesce% Sce%oo80
0 <8 »>'Fe 7 eTFeSK"eS "'’ Vi ‘— 86
0 ST <oefe I feec— %ofcoee— —7 —‘ef ... Se0
0 «<—=Z2% tfee Sf— Ft' te 70
0|} Ffertee S> — —Z7F f7f f<t t— =t ee™Fr __» f f fT™
0 "t1f ‘‘eTellsYoul2Secret‘~ T--—1" f ™Schvfdb) 6
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| > —i'ZZ...t8 17te —S*— %S —Stef ™ceoguistly@dhpredtothe Sf fei—
critical component framework & ff..S ..Z1f"Z> '‘<e—e —' ™-Afching themeboZta ‘"1~
‘Mt Zcet st —¢ eff f Sfet —7 0 _8% . E™MF j. Gowe— Stft2

instantly clear and engaging the critical component in each of them are:

(@2 (@ (@ (@ (@ (@ (@ (@2 (@2 (@2 (@2 (@2

St f..7f— " fece% F'ZF <ot ‘—0

« =St i " f S<Zt ""-S Hw -* ‘'—&6

“fe S' fe— - —<— e teftf>0

" '— TE" te®t—f— f f"->80

CTMOf o E ™ e TEs fYE f Zfce "2 tf—-<—1706
S' Zet fe—e f .7fFe —f" <Ho—"18&0

‘— fe [—%S f— ‘ef>" '"IcFdZ7'™ Sce «o'Zt Zfe6
Ste ‘...—""e ttZ ‘——%e¢ Sce <o Sf- Si> ‘06

‘™ oTTITET > fe'7> <o o THece%0

<o Tt =St "——et Sf-— e <ttie o —7" fZf"50
f™ ftt f '""——et ™M«-S f 1 °Z t1%fio0
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By employing and using the critical component in your advertisements, your marketing
o fe fc%ose fof >'—7 .. tee—ec.  f—c'e o_tivpmhss benefits-instartlyt « E >

1. The copy and the offer in your ads, marketing campaigns and communications

will be stronger and more compelling.

2. ‘—iZZ Sf~% f «—.. Screafing fttie rest Pf your ads, marketing
..f"f(%ooo f.T "".._.(---f—(‘°° f..l. —SiHZZ fZZ ":l: o‘"i :I:"

The hardest part of this process then, lies in finding the critical component. The idea

—~Sf— >'— ..'ef —' ™(_S ataa 0>'—" .bédaserfqcdsed.ifeitisfto—6 o —-
succeed. You must know your target prospects intimately or, you risk missing the connection
with them altogether. * ~*ZZ*™ St ft7¢..t —Sf— Te %< <*% >'— St fé

case. Not only when creating ads, marketing campaigns and communications for my own
,—ecefeeted | —— ™Sie je tce% —SI <Omg gdol idea,.clEarly anda

convincingly presented, is MUCH BETTER than a dozen so-so ideas strung together.

The framework of the Critical Component Makes the
<""t"fe...t& St ‘— ZZ'™ _3

Ste ofcta Oce fZoto— 7% . fet06 f, 718 St "Fie MSf—  offe—;

this framework, my work has been much, much stronger and (in turn), have generated much

larger profits for my customers and me. S+ ™1 <%0« (I guiess-out of laziness), they
were not as effective (or profitable) as they could (and shouldS f “t ,+f+4& Tlel— eet™ 7
any other marketing guru Who <sei— <o —'—fZ f%"tFete— ™S o ‘e —_Sced >

(openly) agree that the critical component is an extremely effective and powerful

framework.

| guess it was about 17 years ago, | was at an Inner Circle meeting in Columbus with

copywriting/marketing legend Dan Kennedy. He was reviewing my sales letter (with others

in the group) when he asked mgd S> f7f >'— " fece% —Sce %olApy&EMYy —7F <o
answerto Danwas,0 ‘— ee*™3 e o'— "Ff7Z7>5 o—Ske™E[E ffeu@sfet SfTie
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repeated!) To know Dan is to love Dan. Gruff, foreboding, sometimes seemingly-rt + a
et 1"-StZteed it of> —Sf— fZete— £71"> ‘et T —e ™S frE f_ St -

feof

cffe 0 6 - -8t —Sco%oe Stie —f—%S— —ed F —etire—t -

—' —" f%'e&d ST ™f. _St"t —* StZ' —. | i..meatkelderst Starting’> ™" -1
TM(_é S(o ”“ooé <—Te o> ":t___‘oo:t."‘f_(‘o _Sf_ P — (o~:to_ e fzz S(o ”

my mind.

from an email sent out by former Mary Elle

Here is an example of the critical component as applied to a short advertorial, taken
T sA Tfe— 0 Rigey

Subject Line: The Easiest Product to Sell Online

Dear Early to Riser,
Would you be interested in investing $175 to make $20,727?
Sf_fe $8f...—Z> ™MEFf_ 7> E—oe f.. .. ‘o1 7ceStte

See how he did it below ... and how easily you could do the same.
Mary Ellen Tribby ETR Publisher

Dear Friend,

Strtie of it — = ffect” = LU Ff-F et ZZA wZlfk WS A" THAS 2

instructional or how-to e-book. Why are e-books the perfect information proidio sell on the

Internet?

22

100% profit margin.

No printing costs.

No inventory to store.

Quick and easy to update.

No shipping costs or delays.

Higher perceived value than regular books.

Quick, simple, and inexpensive to produce.



My very first e-book has generated $ 20,727 in sales (so far). My total investment in

producing it: just $ 175. Now, | want to show you how to make huge profits creaimd)selling

simple e-books inmynewe-b‘'e 0 "<—<e%ee "7 —e o "'"¢—40

Normallymy e-,“‘ee o£Z7 "' fe>™St"t ""‘e H xeo —* H }ed fot-Zf—-F" ¢
Cee MUY e o 7N MCZZ o127 C H {eB CTMETEUA %etafedfO— it
ine-, ‘e '— Z<eS<e%a e 2i——<‘%o->“—‘-'gf"vi—é"’ﬁ—<”“%d—é "t te7Z5s H we -

a savings of $ 40 off the cover price!

For more information, ... or to order on a risk-free 90-day trial basis ... jlisk ©iere now.
Sincerely, Bob Bly P.S. But, | urge you to hurry. This special $ 40 discount ifirfored time

only.

And once it expires, it may never be repeated agdifribby, 2009)

Let me explain how the critical component operates here. In the lift letter (signed by
f’> ZZte 7¢,,> & >'— hatZmarketer..Bob-Bly starts off his email by asking
guestion which he then follows up with a (very) short story. The question (which is known
as an inverted promise) is a high-level persuasion method used by top copywriters and

marketers. The story a single-sentence story, no less validates that promise.

The sales letter Bob uses also supports the promise. His copy is masterfully-written
yet simple. The letter kicks off with a bold statement. The statement proclaims the critical
... 'e et edich suggests apromised St ffecfe— ™f5 —* ofed otefs ‘e _St o_:
markete-, ‘esdBob —Ste —ete ot t"f7 | — Zigper Hisatafement 6 —°

Wrapping his letter up, he validates his statement by talking about his personal
experience selling eBooks. The reader is already sold. Bob has made his presentation

irresistible through the use of a strong, one-timetsZ> ‘""1"&4 —ie «S'" —eifective S<% SZ>

and powerful. The critical component is not simply the creation of one big, centff Z <t fa —ie
a fully-formed framework that engages the prospect with five foundational elementslf we
—eF ‘i ofZte Zt——1F" feo fe t&8fe’Ztad ™IiZZ ottt —Sf— St fe’Z'>ea
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E

One big, yet simple idea:d0 St”tie o ""'t—. .. — ffect” = ."tfat ' etZ:
simple, straightforward instructional or how-toe-,*‘*a o

One core emotion:0 — <o e<e’'Z%& t— ...fe T' «—@&0
. One captivating story: ‘Z1 ,"<ZZ<fe—272> <o sy ™ "ted o ‘—771 >'— %
ce"te—ce% D sSyw —‘ efef D traytyé& Sf—ie t8f..-Z> ™MSf—- * .
One single, desirable benefitdo ‘*™4&a ™ fe— —* «S*™ ' __ S*™ _¢ ofef S
creating and selling simple e-i ‘e« a6
. One inevitable response: St ‘¢Z> ™ f> —* %f— —Sce ‘e "*" D s{ <o —* 0....
If you want to consistently create winning, profit-%c f e+ ” f —<e %o '"‘e‘—<‘eed >'—iZ27 S

understand the difference betweengood marketing and great marketing. _The critical

component is the driving force behind all great marketing. One of the key takeaways | want

you to learn from reading his copy is thathe more points you try to cover, the less effective

each point, and therefore your campaigns and/or promotions, will be.

Every advertisement, marketing campaign or communication that generates profit

for your business will have only one central focus. The central focus, however, can be
discussed™”*e —™* ** _ S ff "¢’ . —<"Fed ,—— e‘ef-StZteed -St"fie

focus. If your points are scattershot and going in multiple directions atonée —S1>i1Z2Z t+t —’

competing with each other. This will (unfortunately for you) pull your prospe... —ie f——fe—<c‘e

in a variety of directions.

Most small business owners fail to (effectively) employ this framework in their ads,

marketing campaigns and communications. If they were to stick to the principle of using

‘of «tIfA ‘ef te—"fZ "' —e <o =Stc” ™o _SEsit ofet f Z'— o'"F o
After reviewing thousands of ads, marketing campaigns and promotions and an endless
Tfret—s T tee—ec . f—<tee 8 «— flEifre —' of —S fmultipBcityioft ,fe— ‘e

features whichnotonly ¢’ f —fe« ... ‘e~ —ec‘ed | — heir profitipotehtial. The moron
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who came up with this (obviously inane) technique has led thousands of business owners

down the wrong path. Maybehe —S*— %0 S — &

0 > '"'t—..— ’tbzernstof benefits to my customeis| wonder which ones will

%otot”fot —SF ofZte "Te'teet o Z''eco% “"8 SA& je o'— e—"% of 1

use all of them in my promotiong S f— ™ f> <" ‘ef T feeim ™M "eg fo'_St” ‘e ™,

Ste ™fe f Zc——7Z1%1 o<t a ‘+1nds askedane if Tivaritéddo play a new
o f7T %ofetr ™Mc—S Stra ef¢td 0 —"t8& ™MSf—ie «— ... fZ7218&6 St
and then she proceeded to throw my entire deck of cards into the a@rs she ran out of my
room laughing, which was lame.The ineffective approach to copywriting and marketing |
just outlined above reminds me of that. Just throw all your benefits into your ads, marketing
W[ f<%oee feotf .. ‘ee—sthen fsee ‘whigh ones (if any) get picked up by your
'"te't ... —ea stafidard$etipe that the majority of small business owners employ, which

is great news for you!

foel <& "7'e et ™S et ™ed _Sf— e "f_F%> <o ‘of ° —SF Zife-
attracting your ideal prospects and converting them into lifetime customers. The short sales
letter/advertisement that Bob wrote worked like gangbusters because it used that
ece’Zc..<—>8 f'fie fZZ '0-¢ ' ww ffri-LfeSEZAfet fot Theveader«1Z2240
heard it. He got it. He believed it. So, the idea had to be strong. Yet, it also had to be teasy

understand. And_easy to believe.

That last part being easy to believe s key.

As a general rule, advertisements, marketing campaigns, and communications that
employ the critical component framework are stronger because they do not have the

emotional power dissipated by copy that goes in different directions.

-7+ "1 the Most important points:
Create your advertisements, marketing campaigns and communications with
one, and only one, critical component.
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Make sure that the idea creates an emotion, a single emotion, which will compel
your prospect to respond
Support that idea with one engaging story or compelling fact

Direct your prospect to one, and only one, action

What makes an advertisement, marketing campaign or communication profitable?

St ‘ote —Sf— %olot " foF —SF ete Mt S i JE%oco > L TEf—c

then employ the colossal concept, which we cover in detail in chapter three.

In short, a great idea for an advertisement, marketing campaign and/or

communication is:

Big (enough to stir interest)
Easy to understand
Immediately convincing

Clearly useful (to the prospect)

Every small business owner should understand and implement the core framework of
the critical c*+’ ‘et e—& ‘—iZ27Z .t fefoett f— S BhdesucceSiul— Youdbo 7

advertising, marketing campaigns and communications will be when you do.

The St. Louis Small Business Monthly (SBM) has done a masterful job creating (and |
co’ZFtefe—coe% —Sceo . te. f'—8 ett” THectFe— SBMkee?)-Id')caIZJ
business owners, executives and managers informed and in touch with the latest be
practices, business advice and inspirational trends that are helping businesses succe€dey |
also sponsor the St. Louis Business Expo & Business Growth Conference annually. This ev|
is well-worth attending as it assembles the brightest business leaders from the most dynamicI
companies throughout the St. Louis Metro region. Attendees receive amazing trainingI
insights and advice from this all-star lineup. You can learn more about the SBM and thei|

annual expo by visiting their website:http://www.sbmon.com |



http://www.sbmon.com/

CHAPTER FOUR: The Colossal ConceptHow to Instantly
Stand Above and Apart from Your

Competition
N it £t ™Mo St —Sfo >t L — 771 %ot— "e'f..—e —* Zcot f
your stuff ,f7'"f >*—i~f 17 Hbue gales presentation & > —i"t %o‘<e% —‘ Z'"F -

chapter. This is the scenario that all business owners dream of having, but few ever discover
and in order for you to accomplish this, | need first teach you how the Colossal Concept
Conversion Formula. This 3-tiered formula gives you the ability promote your business and

powerfully position yourself in a manner that will have your ideal prospects and customers

ready, willing and able to buy your« — — béforeyou make your pitch.

C ST s — Yot f T[T Tco—fZ7 " &M _ & a-fibtedpldtorm Teea i1
using concentric circles or rings. The innerefe...——e+ <&344 0-St .theto "1’7%
PROMISE. The promise is what you say about your products and servicesti"t fZZ ot
people (especially online) making outlandish (often dishonest) promises regarding their
stuff. As aresult,ifie <+’ *”—f «— pothifout (early on) the fact that your promise (in and

of itself), is never enough generate consistent sales.

Knowing that your promise (no matter how big) is going to help you sell more (on its
‘™Mo § ™I1ZZ ittt —f e—"""o (- ™S MY 7 thed ™ Sc..¢
e<ttZ% of..—dier nuibeditvio 6 *° ‘—tigred platform. Your ability to generate

consistent (and especially high-dollar sales) relies heavily on effective positioning (of you,

your brand or company) because it implicitly deals with> * —” <t $fZ *"‘e’t ... —ie fet ... —e—

mindset <af&aa o0«'1..< «..lfeleXe abbBtfyeu)bSidre they get to your promise.

PROMISE

Important Facts About Positioning
Tt —1T1 Ctec—<' ot tefféctivelytid the minds of
>t terf —e fet . —e_‘et”ed _—Sit>

consider) your promise faster and with greater

COLOSSAL
CONCEPT

believability.

27
Copyright 2016 All Rights Resernk&zh Newhouse & Co., LLC



https://www.kennewhouse.com/

On the flip side of the equation, your promise is more than likely going to fall flat if

> —T7F trefr f 7 E', ™—S . Inéffethve-positioting (of you, your
brand or your company) can literally kill your sales because it prevents your
pros’'f...—e ""'e %< <o% —St<” "—Z7 f——Ffe—<c'e fol ROCTEf-c"

matter how powerful it is. The methodology that prevents this from happening is
based on the colossal concept (which i §...<—<¢% & ™S<...§ ™M$iZ7 %of— —°

Butfirst, le—ie Z ‘e o "f . Z'etZ> f— —<F"e ‘of fof —™Mj

Tier #1: THE PROMISE

When | talk about thepromise, what exactly am | referring to? ie "1 f""<e% —' —St
iecet —8f— >t efef <o s —" [t i —coco%o fol of"et—co%o —' >'—" "t
buy your e+——""8 —Sif> ™ZZaTf..8<ZZE1HIE'> T 104 e ¢S _E > ' —i"]
prospects something like this,0 "‘e<ef —Sf— ™Sfe >'— 5 o5 e——_""§ >'—]

delighted ™ <~ <—o "$7 e fo  t fotfrt—"%otaf Faeadt <—46

Now the good news for you is that 99% of business owners and marketers focus almost
fZZ —St<¢” f——fo—c'e ‘o "ff—<o%o [ —ec"—F fot ""TME"_Z7 "iecef T

> —i7f effe 7 Stf” OSte SFIA f™ietet o5 "t —  — cedazinglyt” <.t <o
f™zte‘et fof o —St ‘eZ> ‘ot ™S or witatevelf ™MHe ‘et &0
second part of their mistake occurs when they open their dialogue with prospective
customers , feft ‘e —Stc” ""tecetd —ie f e'ef™Sf_ 71 singdhdt e—" f — 1 %
—Sf—ie ™Sy “"——f727>5 fZZ >'—" .t F—<—""e f"F —ece% <—4&

IMPORTANT: Coming up with an effective Colossal Concept is like hitting a hole
LQ RQH 'HOO PD\EH GQuRdeaig DWMNNKrislgaifg to require you

to invest some effort. To help you create a colossal concept that knocks it out of

the park, , o P iddgrto walk you through an exercise (in just a bit) that | created for
that purpose

While using your promise as the foundation for your presentation can be somewhat
7 F . —<"18 ™% ee'™ _Sf_ (—je —St Zffe— 1°"F.. —prospectVg —F %o> >°-
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o

customered ™ S s.gr8atmews for you. Whetherornot * —i”% ~—Z7Z7Z> ...« “<e...ft —S«ce .
news for you, e %o ‘< ffive-you a demonstration just prove my point. T %og4e teach

you a better, more effective strategy you can use instead. So, while your competitors all

focused on the (least-effective) promise; fe£1 f'' " f..S4&a > afindié-gffective)< %o
strategyd —Sf ‘§#f f,'—— = %o<"1 >'—A4&

This instantly givesyou ™ S«<...S >*—i” 1 f anunfairadvdntage over them. So,
where do we need to start in this process? Where does our thinking need to be as we begin
learning this more effective method? We should begin with something called the Colossal

Concept.

THE COLOSSAL CONCEPT

The Colossal Concept is the element-S f — > —" Ttel kL —Te f——Fe—<'e

presenting your promise in a new and (quite possibly) unique wayl want you to think of

the colossal ¢s...f'— fo =St “"—<ofZ oet-S*'t "7 ""Fetebleebboyt Wlat—S f—is <
your stuff offers your prospects and customers. This ninja strategy allows you to open the
T T =" e —Te ecet > —ece% f ece’' 714 e<o%Zt s le e f—cte !
taught this to a private client he asked me if this was hypnotism or anything like that. No,
nothing mysti ... fZ Sf"34& ,—— —Sce <o —SF e—"f—_1%> —Sf— ™cZ7Z ofet
Meett e ecotB fZe‘e— coe_fe_75a

By creating and using the colossal‘c ... 3’ — fe* is %o ‘<e% —‘ ¢S'™ >4 >'—iZ.

charge a premium for your services and products. You can also apply this to common,
Lresttemcett T t——e — 84 MBS <o L UZA > tco%o —Sfo > 727

uncommon, de-commoditized products in the minds of your prospects.s ...fe*% >'—i"%

wondering why proper implementation of this strategy is (absolutely) critical to your

o — teed 1272 -t727 >'—a

—ie f...F3O167f&T e srr’ .. ‘e e thitinesSgbrsumers have heard (just
about) every promise that has ever been madé‘” f "'t — ... —=Te oF" ... Fle "£" " "efoe |
also positive that somf M St”% fZ'e% —S+ ™f>a ™MFi"t fZ7Z ,tZ<t"Ft otetfted
be (massively) disappointed by the realization that they sold us a bill of goodsIf your
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prospects are humanfet Sf™f Z< tt ‘e "Zfet— $f"-S "7 f— Zife- "f"— *°
thereie feo t8...fttce%Z> %'t ...Sfe.. T -Sf—- -St>i"t Efttt ,» f2Z -

SFo effer ™MEQTE %o'o —' L F T<CTETEe—A  FITE %o —' YeUfet ‘o O
_‘o’i_(_‘"o _o"':t"o_foT _S(o fo"' _Si)]'"i —">¢ce% —-° o_foT e L ®

making bigger and bigger promises.

I had a guy at one of my events a few years back who ask me what | thought of his idea
" f %o—f"fe—ftt ™MSc...S ™Mfeld O F—ie %o—f"fe—11 Ueublethdir—..— ,>
money back, plus buy them a t*’ - «—""izmd&en our dime!o > ‘ajord response,
0 F ¢ '—eZ>806 & 'Zt Sce $71">-Sce% St ctftit ' eer™y

T —iTt efe— fes —cof f— FREPIAFEISES T tel—i"gf et -
seen examples of these over-the-top promises like | just described, right? Did they sway your
decision and take you over the edge so you bought? Or more likely, did it cause a reg fta
7 <o > —" ecot —Sf— ofcta 0 feThigpigves my polik= 8§ —singthis
strategy is utterl> ‘" ‘e<... 46 ZFIf"Z>4 <«—ie =St ZFffe— £ ""F...—<F f"f...S
clients. The better way to go about it is to focus on creating and using the colossal concept

framework.

o eFe—<tedt f TE™ "fo%te ,f.. 08 .. 'ece%o0lossal¥onedpt fs O™+ —Z

easy task. It takes time and unlike a phone call with your e <~ ‘7 S —e >fet t8ei—

™ fe_ —' " _eS cexirt SGme distiblihe and ruminate on this for awhiles* —iZZ Sf~t f
much better chance of coming up with a winner. 18— tei— %o t— <— <o f tf> 7 —T™M‘Z
e™1f— <—& —is ..'e'Zf—1Z> ' fZrmiinate; §row ahd.thén preducsoftuit

over —St . —Tef T f ™ife " e f of> f —TM

Cashing In: Finding The Most Powerful Colossal Concept You Can

Let me make this as clear as | can: If you can come up with a powerful colossal concept

> —1"F %o‘<o%o —' ofef o "f etets —Sf— > —iZ7Z ee'™ ™S f__(§tt ™Mc_§
eTM S f_E Mt “cet L "Ef_t ‘eté  f..f—ef e e—.. 8 f
deveZ '+t f o—"f—3%> —* S37Z" >*— t8 Ft«—f —Sce " . JguedtiongZ*™ ‘' —
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that will prompt you and help you get your creative juices flowing. « >‘—i"% f,'—— -*
fTee..'"17& 17f Zco—%t f "1™ restdted each of tiem-i 4 way that will force
T T L N A £ T - F P P

do this.

Promise-Creation Question #1:

Sf—co =SF ""reced Te Ghotco%o =t efet T TF— - ef"Tc ]

I” fiHow | Have Reframed That Question:

‘™M fe LT Ff—F fet —Ste T—Z7<ZZ o> 'Vieced <o f ofeet” —
fresh and different from what ideal prospects and customers in my market are

used to hearing?

You can see how powerful (yet simple) tis approach is. You can start with an
otherwise ordinary and mundane promise and then by reframing it (as | demonstrated
fo'"t &> —iZ2Z %<t >'—"e%2" =S¥ f,Zc—> - Bffotusingenthese-t [t

next questions and transforming them,>* —7iZZ efef —Sce *"* _fee £ fe o7 t°7f | —

As vourself these questions next:

What is the greatest desire my prospect has that my product/service can fulfill?
° TMS]E_ _.(u_i TMf) f. f-'--l-”i.. _éf_ Ti'(”:t o _éf_ _S‘

riveted on my product?

‘7 eter 7 5t _Sce £3f7 . <eF 0<% S— etfe f <— o—...S4& ,—— <—is
Tce— <o o> fte fet c—fe f Tct—e 5 —SF "f. .- —-Sf->>'—i"t "tft =S«
more stuff and make your business more profitable. You also know that doing these
exercises (while requiring a little extra effort on your part) is going to help you sell more and
CE et T~ f L 214 o 71 -Te Repyowsctdhéscieative wheels turningd , — " ¢ <« %o

'— , » fifiour mind (which will help you quickly move forward with this process), I~ f
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provided a few examples of colossal concepts below. These examplesarg e —Sf— i~ f ...'%
— ™S4 SFEZ'tT ..VEf—F fet 7 efte o> . ZcFe—e . tef — ™M_SE f.

Example #1: Snoring Spouses
Right out of the gate we begin by addressing the DESIRE of your IDEAL CUSTOMER. In

2014 | was holding one of the Mass Referral seminars | used to sponsor. One of the attendees

was a dentist from Paducah who had developed a product that cured snoring.
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likely already jaded. So, during the seminar | ran this exercise with him and probed a little
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line up in the proper anatomical position. When they do, your tongue is naturally positioned
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your top and bottom teeth so that your jaw muscles are balanced and your tongue rests

naturally on the floor of your mouth.
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the tongue which prevented snoring. The COLOSSAL CONCEPT that came out of this exercise
™fe 0 —"F Z%t'a6

THE COLOSSAL CONCEPT IS TYPICALLY A SHORT PHRASE THAT HAS ONE PURPOSE:
To open the door for a conversation with your prospects.
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on the idea that proper anatomical alignment of your teeth, jaw muscles and tongue enjoy
pure sleep and optimal rest.

The next step we need to take in this processis* “<et —S % & MSc...S o —
information that supports the Colossal Concept. The proposition is where you simply explain
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(maybe even you) that lived with a snorind%e «'‘—-efé ef% <ot —Sf— >'—i"F —fZe
'treted 727 —Sit> .. fe —fZe f, ——8-Sces [ ——8 T tfe [, —— o' —
<% S—ie ¢Z%1'4a Ste 5'— co—""t— . f —SFe —* o> the—ce— . Zcfe— f
SF f f " ,ZFfe& 71> et <o %ofoet—<...fZZ> "Ftcertett - %of— '—"% e
St —"tet 0 St tZ'eefZ te.  f'—8& <o —Sce ... fe: 0 —"%1 .
et} — of>8 0 Sf-8 Sf— f"f >'— —fZe<o% f, ——& ‘™MaG fee
Concept did its job by triggering their interest. This is where your proposition is going to
take over.
The Proposition is your statement that supports,
highlights and/or defends the Colossal Concepit.
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teeth, jaw muscles and tongue results in restful, pure sleep for humans. Car accidents,
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Going back to our imaginary conversation with the frazzled spouse where my client
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which is establishing positioning through educatiom. That was one way we came up with a
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Then we established the proposition. Rain forest natives rarely snore. They

enjoy pure sleep, nightly.
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That positioning step opens the door to us to able to make the promise. In this
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Now if we used the approach that 99% of small business owners (and likely all your
competitors) f"f —ece%d feot ™1 ™ie_ ' _Sf_ et~ fet ofct 0 "co%
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Example #3: Professional Driver Recruiting
Another example was a client who finds drivers for trucking and transportation
companies. Bartens media vfww.BartensMedia.con) is considered by many in their
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owned, operated and staffed 100% by females, which is cool. They have managed to carve

out a sizeable section of market share in this industrit. ™ S«<...S <o Trecef—F1 > efed
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every other driver recruiting agency in the industry saying the same thing.

—— 5.t SFt f v ,ZFea  tete,tra ™I L fei— ZifT ™c—S "rece:
%o ‘<e%o —' ef— —e f'f"-8 ‘—i"t %o'— - Sf"F f ,F--F" ™Mfra —"
“—Fe—clee f—— S'™ oSt t3ZE"tt —S«ce fot ™Sfapredictivet"te—4 S
analytics-based system (which is uniquely available from Bartens Media) that searches over
1.5 billion job related transactions on the web (in seconds) then predicts the number of
driver applicants we can provide for your company in any given geographical location in the
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The Colossal Concept that we (actually, Joyce and her team) came up with was,
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having that conversation with the H.R. Manager and/or the company owner. The H.R.
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and/or the Owner (which | know from ™ ‘"ece% ™(_S f”"_Fee of5e4 0 f¢c—84 ™S
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knob. The next step is to start pushing the door open. We do that with the proposition.

If the H.R. Manager arf ‘” ™et” <o of>¢e%a 0 Sf— <o "ftc...—<"Ft "1
fe—f,Z¢+S —St ' Wewill congistently (and quickly) find qualified drivers for your

company and keep your trucks on the road. £”fis S*™&06
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Example #3: Fat (Weight) Loss
T fie fe'—=S$” $&fe’ZF ""'e —ST ‘e crowdddHnarkétlidexistehce.
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of slowing down.
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what every other fithess program promises prospects, thousands of times per day. So, at the
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dumbbells. And by combing all those things the program is more effective and you
experience results faster.
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know who wants to lose (fat) weight fast, get ripped and have hard, well-defined muscles.
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concept combination encapsulates the primary benefits and difference of PX90 instantly.
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open a bit farther with the proposition. The proposition behind muscle confusion is that
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traditional workouts have limited results because your body gets used to them and stops
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body.
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creator of PX90 were to lead off his infomercials with nothing other than his promise, the
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then it turns the handle to open the door. Positioning opens the door, allowing you to walk
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Example #4: Marketing Automation for Small Businesses and Professional Practices

The last example is from one of my own business. For my professional services
business, the biggest desire of my ideal prospects and customers (locally-owned small
businesses and professional practices) is to automate their marketing and sales, generating

even greater levels of profit for their companies.

My promise is, 0 % ‘—” ef”""«...te fe1 gWti(adal) rBoteZHigh-quality leads,
increased saled «<proved customer retention and greater levels of profit with advanced
f——"f —<No@d would be nice (a luxury, in fact) if we were the only folks on the planet
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who ever made that promised ,—— ™ 11 There are dozens of companies and individuals
from Indiana to India who are making that promise. Small business owners have heard it
Lt—e—ZFee —cofed —SE>i"t "¢ttt <—& <—ie o1~ 1" pretyy pisted Off, —S e fof

which is totally legitimate.

Several years back | came to that realization, which in turn, forced me challenge my

team (and I) to answer this question:0 Sf— f,'—— ‘—" e>e—te o T "f"fe_g ™ f
(— <o ™5 _Sf_je —ec"tvag pletty dasydd Zoine up with a compelling answer

because ™S f—ie —ec*—3F fot t< i "fe— f,'—— —St epd-hdenmintpiét ..."ff-
contingency plans built in for prospects who do (and more importantly, whb)ei— "fe’ ‘et 3

at every leveldo Wei~t Ztf”«ft ~hand<&sperience that virtually all marketing
campaigns that are running today, the vast majority of "“e’ 1 ... —¢ f7feT— %o‘ce%0 —' —fe:

action that you want them to. As an example, we know that:

Most prospects who see your adsf ” 1 e@eing to click to find out more
information.
Most prospects who click to see more information about your stufff ” + «geing

to buy initially.

Those are the undisputable realities of small business marketing in 2016. We
understand and have prepared for this by building contingency plans into our automated
e>e—ted " Vtert i —e flei— [ Zc..ed ‘—" ese—_Fe ft'fe —_Scedq " Vet
t'te —Sced ™St "tfe ‘—Si” Our-systemidisd-sénds customized messages to
prospects based on their unique behavior. Our system treats each prospect uniquely based
on their specific actions and/or inactions. How did we encapsulate that into our colossal
C'e..d' =6 —ie . fZZIT 0 ""%o"Feec™t Tf —<"F tfe'teet:ad o fed —7
this case three):

Progressive Adaptive Response.

39
Copyright 2016 All Rights Resernk&zh Newhouse & Co., LLC




Notice how short this colossal concept is? <%0 S — S 1”11+ wahSyouito see how
T .. —<"F —Sce o1 —StZ'%> ...fe ,tyou cangéthyreat tesultss" Bt e —ie
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"<% S—& By tredit card. This is exactly what | need. Go ahead and charge my card a
Zt—ie t* —=Sce@0 Sf- THihe— ffot<t& & .S £ Flie puPgse éfthe colossal
concept is to simply unlock the doorte St "7*e’f ... —ie themt £¢F —St oo f ,<—8 Sf

all the colossal concept is designed to do.
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your website.
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rate and small business owners around the globe would be doing anythondpe¢come our
clients. But the reality of the situation, however, is that- T 'Ffeei— Sf''ted F ee'™ "7t

experience that the vast majority of the prospects who see your ads and makeampaigns
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Trei— —fet —St f..—<'eoe —Sth-As'arestiitf ¥ youBant to overcome this (which
will give you an immediate and distinct adf e—f %ot ‘"7 >'—" ..fe'F—<—<'e ' —iZZ S
multiple contingency plans in place (at every level) that automatigareengages each of these

prospects. 1”fie S'™ «— ™ "ee§ g

My colossal concept and the follow up scripting totally nailed it, which sets me up

(perfectly) to begin establishing positioning through education.

Using my colossal concept, —sZ*...« —SF 17 fet ——"+ —SiAdapti@ 0 "' %o" e
fe'teetdd O Sf-ic0-Ff+60-3 feett of —Sf— “—Fe—c'ed 1"Fie S'™3
positioning through education, which flows seamlessly into the promise. This, of course, is
increased leads, higher-quality (and more) new customers, higher retention of existing
customers fot <s...”"ffeft ofZfe fthtough burSysfemrzof behaviorally adaptive

marketing automation.

If | began the dialogue above with my "‘ecet& ™ —7% £ "f£” . $<"3t fo E—-
dude selling marketing automation. The same principle applies to you as well. Meaning that
if you start meetings ™M<—S >‘—" "ot . — > —1ZZ<ce% —Ste >'—" ""recetd >
"+ ... ¥ <" fjustf anaiher salesperson pitching their stuff, right? So, if you want to be

successful with this, you have to make your approach different.

By the way, $60 thousand. The colossal concept all me to take clients who had been

paying me an average of $15,000 for our mastermind group and (without losing a single

member) increased our fees by $45,0r8 't” "1 dnd@es-—Sfe str tfred o 5>'— . fe ot
(—fe ™S (e"te—co% —St —cot fet —SF ™ Ve ¢ %ot —Sce Tlet "c%o
—F...Sec...fZ4& Tt .. <fZZinvested timeedarnthg hdwite write persuasive copy

tothispoint. "~ >'— ™ fe— "fe—7Z_—e Zcot —Stetr 7 F——t” >'—i"f %o'— —°
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and advertising.

Finding Your Own Colossal Concept
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‘4 Z t4kiabeuf helping you find your colossal ¢e...f'—& 1% .."ff—ft f ™* "

where you can start writing your answers to these questions:

1. Sf-ie =St ,<%o%ote— tHec”t —Sf- >'—" Sf "t "7
selling?

2. What desired outcome are they expecting to receive from purchasing your
products/services?

3. éf—T' — St "Mrecet > —i"% sfeoce%oé éf—'l" Z(—i"fZZ) %0 ‘<*%0 —°

you to figure out.
4. How do you fulfill this promise? What is uniquely different and special about the way

>'—17 1 " ngheqfamise?
ee ™M 7 _S‘o:t Y te—cloe f."‘ _S:t. TM(_g(. > " "te''eete )‘_.I.zz
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or so. It took me three and half months to come up with Progressive Adaptive Response.
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worth the effort.
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Write the proposition that supports it by getting your prospectsto a2 da o S f —

T >'— et feé&0 "~ —Sohceptig asstfitdment that causes your prospects
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supports that statement.

Before closing this section | want to point out that one of the biggest mistakes | see
clients making when | do this exercise with them in person is that they often confuse the
colossal concept with the process of creating & 3 f T Z<e3 & —ie <o’'"—fe—sta®lf — >'— —

the difference between the two.
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headline. The colossal te...T'— ¢S‘'—Z7t ..‘e—fce f of& ‘'~ —™'3 of5 + —S"f
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encapsulates the promise. Taking your promise and transforming it into a thing is as close
— fZ..Ste> foes'— . fe %ot— "<%S— St"ta f"fie MSf_ effed fi”

and transforming it into a thing.

Ti7t —foece%o —St "reced T f . —"f " eetVce% —Sf— ZIfte
for the patient (and the exhausted spouse) and transforming it into a thing call

Pure Sleep.

Fi"f —fece% —SF '"recet T ™Mo Wetrfiiderabde, swgat b Sfta
—St —<oF fot Ttec— te ' —"ex7" fo f "fe—7— " t'co% <-4 —S
y—= 3" FTTR TR St ceda feot ™MIITE U feem Mece %o <~ <

Confusion.

Ti7F —fece% —ST '"lecef 7 <o "%feldsand refention‘viad o f
marketing automation and transforming it into a thing called Predictive

Adaptive Response.

T 1" fiterally performing alchemy here. The colossal concept gives you the power to
create money out of thin air, which is awesome! S f -wilat | want you to do here. Now that
>'— 0"t "Eft> =t —Sce > —"eFZ"4  ™Mfe_ ' ' fee™i” St ¢ __tfe_

almost like amind-T —+’& ™”c—co% T ™o for—Sco% fof T 3">-Sco% —Sf— "

Then write out your proposition. If you realize that you created an winning
M lec—<ted oFf «— feot ofTE fed T ef—d e ™ Tece% ‘e «—f L% f T f>
—C = Zf—1"a  <f 5> —" ecot f "fef—A co—fe —' e'et e—ec. 8 'Zf>
e%d %o' TV f T—e 7 f <ot "<ttd 7 7 5 '—i0"F —'— %S fe'—%S

secluded and go sit perfectly quietly and still.

fei— fUcee 7T FFA Trei— "EfT > —" —F8— efeefY%oted ——"e 77
subconscious mind start firing and go to work. This information W2 Z ...'¢3 —* >'—& fe <«—
™EE8 ‘—— 7 —Sce fc<'a —-—f22> ™Ste 5'—i"F o'~ —Sceece%o fo—-
Sf-ie =St tet '~ =St .Sf'=%1" ‘e =St ‘Z'eefZ ‘e, t’—-4 o —St o%t§
>'— TMSf— —f e f METTE et e E L FTéece i8S T

43

Copyright 2016 All Rights Resernk&zh Newhouse & Co., LLC




tefe, 78 —St .. ‘dhtepifsimply unlocks and starts the process of opening the

Tror co —8f et —ie ecotd f e—<Z7 SETE —c—F f <= 'Re™iVe _

going to be ready and willing to purchase your stuff.

Tha— ™ "¢ ™77 + t'ef —8" %S "“ec—c‘eco%d o —St et&— ..

how to use Instant Influence to position yourself in a way that causes your prospects to like

st fet ETHe o 7F <ot fe—Zs B —"<ho%et’e —SE trent - —v

JETTE S it of T >t ofZte fefe—f—cied

How To Find The Perfect Colossal Concept (Workflow)
Sf— ¢ ‘=7 "e'f —le ‘—<"f—<o% Fe<"té
What Is Your Promise To Fulfill That Desire?
How Do You Fulfill It? (The Mechanism)
What is Your Colossal Concept? (write it here)

What Is Your Proposition? (The statement that supports the Colossal Concept)

John Beidle of 1040 Wealth Designs, LLC (and found of the Saint Louis Small |
Business Meetup Group) has used this strategy to achieve massive success for his ta|
planning business that serves small businesses, real estate investors & retirees. |

Obviously, John has done a great job marketing his services but | would be remissI
| failed to mention that much of his success comes from retaining clients and from the|

referrals those delighted clients are sending him. You can learn more about John and h

service on LinkedIn and on his Meetup page by visitingrmww.meetup.com/SLSBMG/ |
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CHAPTER FIVE: ce—fe— o"Z—Fe td ——f<o
L.(_<:.<.%0 "> :I:...‘T(.%O L_H nt.a:t

Fundamental Value Systems

The Art and Science of Pre-Selling
When you've used the colossal concept and a pertinent marketing proposition to get
your prospect to unlock, open the door and give you access to their (mental) inner sanctum
of influence, it's time to focus on the art of pre-selling. An effective pre-selling strategy must
CE fe'ZFt et =t efece%o >'—" “<ofZ ofZte ""fetfevpyousseltataa 0-—

the best chance of making the sale.

it Zcot = "tco— '—— —Sf— <o E—e— f, ' —— F7F"> ef"ef— oc...St
Lot —co% <o —SE"tie f— Zife— ‘eof [Vfet —Sf— f71">'et offe.
positioned head and shoulders above the rest? Upon closer inspection of this brand you can
see that it enjoys a massive level of desire within the market, but you can clearly see (after
i f73°—22Z5 fefZrece 7 —Sce ["fet & —Sf- —Sce ["fet "IfZZ7> cosi-

thieece% & 0 e<e’Z> T ei— %t— <—4a60

Why do so many people go this training event instead of training event?
Why do so many people read her book and not his book?

Why do they drive this make of vehicle instead of this vehicle?

The answer to those (and other) 0™ S>ied "~ ‘Z Fe f" ' —et —S'ef ZifTco%o
level of INFLUENCE, which they have created and built through preeminent

positioning.

Preeminent positioning is without question (one of) the most important and powerful
elements of your marketing campaigns. The good news for you and | is that most of our
competitors never give it serious consideration, which in turn, presents you with
tremendous opportunity to use it in order to achieve total domination. This chapter teaches

you how to preeminently position yourself, your company or your brand by decoding (and
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"FTE7ed te%oceftcoe%o >'—" Uie’f . —fe "—etfefe_f7 F7¢t i s "7
laid out for you here, you will possess magic powers of instant influence and persuasion in

your market.

Preeminent Positioning = Instant Influence

‘a TMSf_-r. —é:l: I""t...— <<afaa (‘)_é:l: E', < >'— ™Z76 " "t

we use it in our marketing to our advantage?

The first objective preeminent positioning will accomplish for you is toeestablish you
as an authority in the marketplace . Preeminent positioning effectivly answers your
et L —Te <o MirpEtE@questions with certainty and powerd  ‘ — o+ ™Mguestidis

they ALWAYS ask themselves when considering your company as a potential solution.

Questions like:

Why should | listen to you?
Why should | give you my attention?

Why should | do what you say?

The second objective preeminent positioning accompligs for you is to create and
build trust. Bycreating and building trust ™ <¢—S >*—" ""te’f | —e ' effetthelyf f,.ZF —°
answer >‘—" '"‘e’t . —je “—feic'ee o— S foe
Why should | believe what you say and trust yoR
CTM fFt eet™ i "t _t77¢o% f —St —"—-S¢é

Why should | give you my hard-earned money?

A powerful example of preeminent positioning can be seen by examining real estate
professionals Diane Denny (Owner)and Bridget Forbes (Partner) of the Denny Tearfihe
Denny Team is Berkshire Hathaway HomeServices Select Properties' #1 Team and has been
recognized by St. Louis Business Journal as one of the agencies in the entire Midwest.
Diane (and Bridget) have built their business (and achieved preeminent positioning) by

delivering excellent results for their clients with superior customer service.

The third objective preeminent positioning accomplishes for you is that supports the
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colossal concept and the proposition. However, just because we (successfully) establish

the colossal concept and the proposition,™ 1 irigt done.

T e — %ot o d%oe — ... ... Tee”—7 <0 yourpidspects;"Hek®'s the colossal
C'e.nt’— fot St719e —St ""'tec—<ted ™ %, AVE must supdortthose A :
elements with preeminent positioning. The other job of preeminent positioning is to reduce
resistance to the promise. If you do a good job with colossal concept, the proposition and
preeminent positioning, you're going to have very little resistance when you roll out your
promise and try to close the sale. By following this stepy-step (yet subtle and powerful)
processofpre«fZZ<e%o ,£7 "% efZZcoe%od >'—iZZ —"foee e 5 —7 """ fee fof

greater number of prospects to customers.

Internal or External Positioning  Which is More Effective?
_.I.. ("‘”—f.— _( 1((._ l__ —éf—’”:l::t.(.:l:.—".(—(‘.(.%0 i”_f(.. .I._
TM(ZZ "n;. >l_” )11L.|¢“._'|'. (._:tn.fz -'-:t...(.(l. .f.(.%o 1))5...¢.. f. L1

decision making process. Let me explain:

The external decision making process is what most of your competitors try to
influence in their marketing campaigns. This process is based on external
factors such as someone convincing us of something. For example, if we say,
"People who like Hillary Clinton are bad. Jim likes Hillary Clinton so you
shouldn't hang out with him," that means someone has convinced us that Jim is

bad because he likes Hillary Clinton.

Can you cause someone to come to some sort of conclusion or decision externally by
saying, "Hey, Jim is bad. He likes Hfil’> Z<e—'¢& >‘— ¢S*—Ztei— Sfe% '‘—— ™(_S
L Ted st L fed Sf v Zte ™8 —Sf— o f—1%>4 S ™MIETA <o
demonstrated by the mainstream media and their (savage yet unsuccessful) attacks on

Donald Trump).

X An internal decision is one we make on our own. For example, "l saw Jim breaking a

car windshield during a protest march. Jim is bad."
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Tof— fe ot <o UEfece%o ofefiefie ™MceteSciZta >'— f'e5- of
you that Jim is bad. You decide for yourself. "l was right there. | saw Jim throw a brick thgbu
eteflefie ™ceteSctZtA 5 %o‘<e% —' f <t Sce "I% f”Inkinet ‘° ™S
Foococtoe fUE <otcoc—tZ> o"f F0FE <"t f— "Fe—ftco% O0—e0 ,f..|
opinions in and of ourselves. If we make aninternaléo et ” f -3t Tf..coc'ed ™MtiZZ T4
fot ™MIiZZ e—c...o ™Mc—S «— e'ef_cote f7Fe ™MSte ™F oo™ (_Go ™",

Have you ever been in an argument and you know you're wrong but you're not going
— %< F <o F. f—eTA 6 [ "% %SSSE —5e o> el < iVif Sfoefie—IN Ko
»'—"et 774 >'—iVZ2Z SfTF = of> 7 .'—"eF1& ,f.. f—e+Qurdgohlthent tZ«% S|
<o = Yot— ‘—7 'vie'f . —e ' efet fo <o—t"ef77> %oted"f—tT tI.. <o’

selling. That realization requires that we answer the following questions:

1. 0 '™ t° ™% %t— ‘—” "Mre't . —e —' ofet fgenérated decision-1"ef 27>
f,'—— —e fof TMéf_ ™17t et 77 ¢o%0 &

2. How can we preeminently position our brand so that we can (covertly and
successfully) influence their internally-generated decision making process while not

using overt external influence tactics? (Whew!)

The answer to both of those questions can be found in question #2. We achieve this
through the process of preeminent positioning. Great! So how do we create preeminent
"fec—<c'ece %o A Sf—ie f %" Tf— “—Foe—c'o& i %ZftT >'— feettda "fite

your company or your brand is accomplished by implementing three key elements.

1. Column #1 is Surface Positioning.
2. Column #2 is Psychographic and Demographic Positioning

3. Column #3 is Your Demonstration.

A common mistake that small business owners, marketers (and the majority of your
competitors) make occurs when they approach prospects (almost entirely) with
:l:.‘.._nf_(t. ll.(_(l.(.%o é f.T _ ¢ f Z:l:..:tn T:l:%oni:l:é _”Af...:t 15.(_(
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small business owners approaching their prospects psychographic and demographic
positioning strategies, which (for you) is fantastic news! Now before we go further | want

you to remember the golden rule of preeminent positioning:

We are instantly and perpetually drawn to people that we perceive to be just like us.

—5e¢ fo 'Zt fo =St e—"5 " fco fot 718 fet <— ™ZZ fZ™f>se "]
fZ™fse 3 —"—1F 7 S—efe of ——"F o' " ™ME[E eof— ™AV —et -S
law to help us versus trying to swim upstream and fight against it. If we know that we are
cf%et—<...fZZ> f=="f..—Ft = " Zee ™MS* f"t E—e— Zcot —ed —Ste ¥

marketing messages (as part of our efforts to achieve preeminent positioning) that would

force our prospects to (instantly) conclude:
6 1>8 S«<e %o—> <o E—eo— Z<cot &6

‘4 —8F “—Fe—c'e o™ f  teted O '™ _ fe ™I %otet”f—% —SFet o
(. viert o8 S% fee™irE % fo.... ‘o’ 7 qafhic osHionBd. — % S o> ... S

Psychographic Positioning
1. The first step of psychographic positioning is to decode (and reverse engineer) your
,”‘.’i...—ll.. '\_.Tf.:t._fz Nfz_i .)._:t..a C ,un.ai-“_'l-. Nfz_

principles that guide them in business and inZ <~ 1t & 6

2. The second step is to then identify how you can match those value systems in your
messaging. Your messaging includes your ad copy, marketing campaigns and the

language patterns you use when communicating with prospects and customers.

3. Thethln.l. ._:ti e .S‘TM )‘_n 1”‘.1:1:---_. _éf_ );_-I.n:l: _

Positioning and Demonstration.

The process | just described may sound a bit confusing to some of you and to others it

f> $THe o'—ef Zeof f ,—e. 8 7 MEf_1TETA o o E—byspete— 12
how to accomplish it. But first, | want to point out an important bit of adviceWe only want

to do this process with our ideal prospects in mind.
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Run through this process with the sole intention of targeting and obtaining your perfect

et —eB — frei— ™fer _ttt _&ce <o f ™Mfy —Sf— Ifiordlf ... -0 —eo"
0 fo—"f..— —=SF "F"°F..— Ui —8& >'— ™Mfe_ ' "t e ‘e _§f_
ferf— $ZFete— " —8Fc" ive'ef ™S 7t > Wé'bkgih'thidproeSE by S 7 ... <o 1
S —eco%o ‘e FTE" =G co%o foi—— >'—" TE" R = 7ot —e fig .. —e—te

the MOST important part of this process.

The first aspect/element of your prospect that | want you to focus on is his value
system. This step allows us to get a clear picture of how their mind works and their decisions

are made.

Your IDEAL 7"‘e’f ... —Te fz_;t se—te
~:t"> é_'fOTO ’"‘fz_:t o)o_io (key’éleménts. ~Av_m

Their DESIRES

Their FEARS

What they stand FOR
What they stand AGAINST

—ie “—c..et” fet ffect” of VZZ Tie'ee—"f—1 S*Pidedbprospettas ,> —ecs!

as an example:
In this example let's assume that I'm selling my professional services, which is where

™Y cee—f77 f——"of—fT of"eft—<e%o ..fo fcKose —eco% "'%o"tesc”
methodology | developed) for my small business owner clients. We design and buildeth
automated systems for them and then coach them on how to implement and use their
f——'ef—<'o <o —SF ete— £ °7f . —<"f ofeef” 'teec Zta V27 ,t%o<e —S <
0 Sf— t'Fe o> ™ fe—_860

I know that the BIGGEST DESIRE of my Ideal prospects and customers is to achieve
Lteece—Fe— of7ted —Te <o’ " —fe— —' "tecet 5'— SE"F —Sf—eie —fZec
fet —e—tef”ed e tie.."¢,<*% —St F3f..— —>'t ‘Sométhingels®¥ fe— —* ™

| know about my ideal prospects and customers is that they want to aggressively promote
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their business. Of equal (and related) importance to them is that their promotions deliver
“fZ—F -t —SFc<” vterf—e fef . —e_tef”e § ™S S fZ7'™e _Ste -

in their marketplace.

My Ideal prospects and customers also are intent on transforming their advertising
investment (first) into high-quality new customers and (then) into maximum profit for their
,—e<efeeted ‘M frei— %of— ef ™" e% & ~ —Sdwill AHow.théh'tof <1 -S* T
%ofet " f—F f "7 Tc— ™Mc-S'—— 7774 —Si$>5iZ2Z ,7<'—eZ> —fet <-4
e <'ZF . fe ,f e—eeft —' Zcof —S<ed 0 St> —etiTe—fet —Sf- -

profitable) method for generating new customers and growing your business is advertising.

& o™ _Sf_ ™Ii"F "7t t —St¢” tiec"fed Zi-ie ...'e—<e—1F —Sc
o> <TEfZ "ot . =i fot . Zcte—Te a Sf— f"% —=St> f 7f<t e S
One of their biggest fears is attached (at the hip) to one of their biggest desires, which can be

summed up in one sentence:

0 te3 Sce of’ef—<co% f——'of—c'e oe——"" o' _eote fTMEe'efd
B ETett ™8 _f 8 et Mt tf f77 _&ce on "R e
fri—et Zcod f oft ofe f= ™ "e f77Ff158 MSf— ¢~ t'e5_- Sf "t —<cetfé
the butt? What if | break it?"

These are all rational, normal fears. They're also afraid of:

6 TfSA ™fe— —' %o %o "Feec tZ> "Viei—t o5 —ecoefee ——  tlej-
%o ‘T ™MZZ <o o> of"et_4 Tie5— ™fe_ " ofed feo'betongof thfos®é T e¢i-—
losers that constantly bludgeon their prospects and customers with marketing messages and
« — — "Fiaadlly, they fear the loss of one of their sources of customers and revenue. They're
afraid it might go away. What if Facebook stops working? What if Google slaps me again?
What if the internet breaks? Or whatever. My ideal person will fear that. These are the value
exe—Fee ° _8F FEfZ "tetf..—e fet —e_tefTe Mfe_ _ Mime M _§

these are not the value systems of everybody in the marketplace.

51
Copyright 2016 All Rights Resernk&zh Newhouse & Co., LLC




RLL P Y (.””_f._ _éf_ > — 2(._ _é:l:o:t Nfz_:l: o)._:l:oo L N
™fe— fe ™MiZ778 St ef&— e—F’ <o —Sce FTEIT .ot o =" T<%o—"F ‘—-
"telf . —e fet —e—_"ef"What do tBese folks stand for? What do they emotionally

resonate with?... (As it relates to my type of stuff):

#1:. Well, to begin with, they are for advertising. These are the type of folks who enjoy (and

find value) using advertising case studies. They get excited when we talk about how to get a

better ROI on their ad spend. They love to strategize about how to get a higher customer

value and a lower acquisition cost. They're really into that. Those are the type of folks that

are my ideal prospects and... —e—‘e1”¢8 —St "‘Zese —Sf— e t§. . c—Ft - ™ e T

believe that there are people that are actually against advertising?

45 —Scoe <—fo e " " Feec o fZ8 T<"—>A fZe'e— ft7<ZA "ec.. f27
that is entirely based on how advertising is bad for business and how it's ruining
17 1">—Sce%a& ™MS«c..S “cot Soe—FTc. fZ JF..f—eF Te VF——> e—"f —

advertising slots on the pages!

#2: St>i"i T ffAEttefret—<e% A —ie fZe' <o’ —fe— —' of _Sf—_ o
and customers are in favor of providing marketing that actually delivers value and helps

their customers throughout the process.

| really want them to be big proponents (and take proud ownership) of their belief that
every piece of marketing should help the prospect move one step closer to achieving their
% 'fZed ™MSt-St” -St> ,—> 7 -4 Sf-5e MSf_  ™f._ _St.
determined who | want as my IDEAL PROSPECT (as should you).

You might say that I'm building my dream prospect. Are there any other attributes that
| want my IDEAL PROSPECTS to have? Of course; | want them to understand that they can
achieve their biggest goals and objectite t " f¢ —S*— %S <—i* %o‘<*% —' "t“—<"f —S
dedication and willingness to work hard. | want them to be proud of the fact that they have
busted their rear end to get where they are. | don't want them to deadbeat losers who expect
to get somethce %o """ o‘—Sc<e%o & ™fe— —Ste —' —fet ‘e —Sce .SfZZ%
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business into a money-makings f ...S<et8 ™S<«ZF —St>1"F ¢S*'——<e% O Tief”
%o'esf ofet <— SF U tedd M 5 i"F %ot —* f ™Mietircedh ™ME, ™
forallthes: —Sce%oeé ™fe_ —Ste —* t 0 O fZ7Z —Stet —Sce%oe ,I..

systems, services and products are simply not going to work for them.

e T f7eB " —Sf> TreB— M fe_ ' (eTfe— etef> co—t fPTE"_c
"poteefetfocies MU f 75 ™iio 1 _ S Be, oifther—... 5 S

long term, what are you going to do?

strategies f T

I'm going to build you an automated marketing machine that totally transforms your

ability to attract quality leads, convert them into paying customers and then move them up

—St ZfttE” 7 fe. feects MSt "t _St>iZ27 ,—obthéding productg &ndt e« A —
services. The advertising you invest in is the gas that runs that machine. Just like with your
1S ZF& > —T17F %o'— —Sf—of %oFeeT " > —i"f o= %o‘<o% fe>™Sit"ta

| want them to be into value-based marketing because all the campaigns that | build for
them are all built on value-based marketing. | want them to be for hard work because this is
hard work. Even if we build campaigns for them it's still hard. It's not like, "Okapere you
go. It's done. Push this button right here and the money will start pouring in." Unfortunately,
,—ecefee T fee5_ ™ 7e _Sf_ ™f,8 fof "Zifoet —etf e_foet —Sf— ™t
S'4 Zft—ie ...'e—coe—1F —Sce £3F" ... <ot > Tco.  TI"<e%d

What do | want my ideal prospects and customers to be AGAINST? What do | want
them to dislike so much that (if it occurred) it would OFFEND them?

x | want them to be against (even offended) by dishonest sales hype. | want them to be
““hfettt f— =St <tEF O fet ... —""fe F 7 —ece% tceStete—s «
business. | want them to abhor the use of unsubstantiated hype. | want them to hate

this and be utterly turned off by it.

x | also want them to be against typical digital/internet marketing strategies. This
includes any/all ads, campaigns or promotions which provide no value to the

prospects and customers that are being targeted. This is the lame stuff which can
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leave a bad taste inyourr* ——S | f ... f—ef <—ie foeft o ZF7Z> ‘o —">5¢o%0 —°

<8184 0-"><*%0 —' %of— e of—-Sce%o "7 ¢'—Sce% & ™fe— —Ste —

x | want them to also be against short term thinking. | want them to really understand

that short term thinking is ineffective and actually detrimental in many instances. If

2t Zf e oo B Ot SfTHelo MU _te %' fZe —Sf— ff THec%
pg—ecofee T Ftd St AL —"1Z
are pretty much guaranteed way to make significantly less money and enjoy
significantly less happiness in your life.

This is not simply my opinion, but factual data based on Harvard University professor
A T™MFTT fet<tZtie VT —et o—— 1> ‘e getlting (refemed fo ds "long <—>
time perspective.”) He determined that men and women who were the most successful in
life and the most likely to move up economically were those who took the future into
consideration with every decision they made in the present. He found that the longer the
period of time a person took into consideration while planning and acting, the more likely it

was that he would achieve greatly during his career. (Tracy)

| want them to be like me in the sense that they understand (and agree with) these

things and that these foundational beliefs are an integral part of their value system.

Take a look at the mini-... S f”"— i~t ..."% f—1 1 apove, paying dteehtion to the
= =M Z—eeed Sfie <ot —feo f f—— —Stef L Z—eeed 172724
Syemfee CTe ST N _e 0§27 F < ET ot L fh o st
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demonstration. This allows you to successful perform your demonstration of power during

your presentation.

é:l: "':to‘oo_”f_(‘o £n ”TM:l:” e Q(Q’Z) o> TMf) e of)(o%o _éf_é_ b)‘_
st—7 et 0§47 —Ste > f..——fZZ> StZ'<o% —-Stedd Sce 7. F
your pre-framing and positioning material. I'll give you an example. One of the articles I've

written, which is my most popular article to date, is how to transform advertising into high-
“_fz(—) .:tTM ---_._‘.:I:”.é. _é:t. " _éi. (._z ’nz"(_a . Af_é y

notice that the first thing that | say on my homepage:

"The Most Dependable Way To Consistently Grow Your Business and Make It
Profitable Is To... TRANSFORM ADVERTISING INTO NEW CUSTOMERS."

I'm speaking right there to one of their biggest desires. By knowing the biggest desire
of my ideal prospects and customers, | can more easily and effectively engineer my
messaging. So, knowing that person's desire is key to my success. If my ideal prospect wants

to build goodwill with his/her prospects, then guess what?

One of my other immensely popular articles is how to create great content that not only

efZ7e o7t em "% te f . teeco_ter fecel ,—— «— fZe' ,—<Zte f —"%et
>t of"ef—"Zf .. fa " >'— e——1> fe> Cklydisthver thadmy ceriténF is* — ¢
'R =2 of = SET ™S o5 «tFfZ et —Te thec"t =, —<Zt %o
o) O —Stef —Sce%oe f7F o <o’ " —foe_4&

Value Mapping: A Big Picture Overview
e F METTE Tl — PEedfr 84 otfe—ft 8% —cof fot teo.Td
6 6 fet o 68 $—..8 & —SFe Ve —cof =0 "ZZ =7 " «Z}1"%e

process called Value Mapping.

M S f_ METTE e ftd f Zce— T 7 et e TfZt ere_ted <—is
O™ed o F > —i"F L UEf—%t fe ‘——Zcot " > —" “fZ—te 5'—j77 ™Ff
et e ZcemB St T tet 0 e frce%e —St - (o ot _§fo >
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Lteste TFZfe st WBfTE ME 5 et _ed e BFeiiE st -
- T %oce —éi- feo >'— fee—ec  f—<'e ™S " Mltelf [ —e§
these shared values to the forefront of your prospect's mind by shinning a spotlight on,

6 1>8 St"t5¢ ™MSt "t ™F fUf ececZf"A 1"ISimilltBahies>— fet oSf"f

—-%" Ssad "if-*% <o— Sf- "F o ‘6

Ti7t %o‘<o% —' "t'ff— —St t&f..— " . fee _Sf— ™F _eft — .7}
L—e—tefVie TfZ—% Zco— 5> ™ c—co% T'™e _SF —Sce%oe —SFE>—i"F
>'— 77 éat beliefs and/or values do you hold in the highest regard... that you champion?
“StZ' >'— %ot— e—f"—Ft ™Mc—S —S«ce "f"— " St f8f”"..<etad 1272 —
‘A ™MSf— fe T"& e f S—%t fTT'..f-1 " <eallydodvifeedsthat fT "~ <o
(intelligent) advertising is the fastest way to generate quality new customers for your
y—ecefeed ™S S E—e— o Sf'Fee - f fef 7 St fe— ™fre

personally. | guess that makes me an advertising zealot, which is great.

After studying hundreds of super-successful business owners (many of which were my
clients) and reviewing the preponderance of data gathered from my own successful business
“fe——"te fet —Si7F SfTE ,tfe ofes & fe "—Z7Z i e—tftett fet —
fastest (most secure and most consistent) method that small business owners can use to

grow their businesses (and become wealthy) is by learning how to transform advertising

[ [ 2 3

<o — <—& ..'eece—te—_754
| readily admit that a 100% of my advertising ¢f ¢’ f <%oee f"fei— ™<ceef”eq —— feo'—
—Ste o— .. Tee " —Z77> %ofet"f—1F f tec—<"f fot e— e—foe—<fZ a

_‘oo(o_io_Z) ”:tf_ _S:t o' o of”oi_ fo"' fzz ”ifz :to_f_i %Of(“ —
fan of diversification so | think you should be playing in each of these arenas. So, | typically

take the money | earn by advertising my stuff and invest it these other vehicles.

The big takeaway, however, is to realize that advertising is one of the biggest keys to
o> o — ... wihtch Bnakes me a huge proponent. | think of it as the ultimate proving ground
in business. It knows no gender; race, handicap and no advantage. If you succeed in

advertising, then you succeed. It is the ultimate equalizer, which is awesome. Being an
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OVE ™St Zeco% " etem N [T H —coco%o offee —Sf— fertef tZet ™G ¢

f."' TMfo_o = _”f..’\‘”o _éi(” fTN:I:”—(.('%O (o~¢o_o:to_ e —" o:l:TM L. — ..
Co coo—fo—T7> %o'c<o%o — ,t TTF™e —* otd  Sisi"1 e fliketiis dude:Steet 71
T P27 —ette—fote o8 MG .. S <o .. ‘746

o fZe' f S— %ot ' tete— " Yotet"foco%o %o'‘T™MZZ o > —" of”

marketing campaign and communication should (in addition to promoting) deliver value to
your target prospected ™ S<...S fZ™ fre %oted”f—Fe %o'‘tT™cZZ <o —St of”ef

better than you found them, even if they don't buy. That's just my philosophy. You could also

f> =Sf— Ao f SETTLE TUUefe TSR MITed Tt §TE eet™e oy
you already know that one of the things that ticks me off (almost) instantly is when |
foe..'—e—%" "F'7ZF ™St fre5_ ™Mfe_ _t TMTe SE"FE ™MSt FE°F . — —' %o

It really bothers me. Maybe it's because I'm older now and grouchy about it. | have dgrea

admiration and respect for people who work hard.

Everything that we have here in our country is a blessing from God and built by our
grandparents and their parents' parents', through unbelievably hard (dedicated) work.
Without all their hard w *”ed ™1 ™' _7fei— Sf fei— <— ¢ %'‘t <o —Sce . ‘—.
—etfre—fet —8<eB  %o—fee —Sf— ofete of f S—Y%ot “fo " ST ™.

St f TEZZ°™ fe—"F"fet—"4 —Sfe >'— oo™ fo ™MEZ7 fo f' _S
WO"Zt ‘e ‘—" «S'—Z7Z137"e8 tf> <o fot Tf> ‘—-4a

Without entrepreneurs, the civilized world as we know it would cease to produce goods
and services which would send society crashing down in total chaos. We would revert to the
middle ages in a matter of years, if not months, if all the entrepreneurs stopped producing.

Sf-ie ™MSf- tZ<t"ta

The entrepreneurial spirit is found in only a special type of individual and any time |
L fe StEZ «— 7 —SE frete <«— "tectde <o ' "Z'_7ceSlOW Te "7

entrepreneur as family and | want to do everything | can to support that person because |

(N¢

believe we share the same mission.We are in it together to carry the rest of the world,

whether we want to or not. It's our job. We pay the taxes, we produce things, we inno@at
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we pay the salaries; we provide the jobs. Itis all us. That's what | feel, that's what I'm for.
‘™ cof%ocef e'eflef FZef ™St oSf te —Stef “fZ—Fe tfco.. ' Tf"e —Sf

SI>i"f %o‘<e% —* “F1Z —S h-befthrd tiey &verheaf my.sales presentation.

s FEfZ "tert e fo ...—-—‘-i’-’basfedimac‘métfr@. “Marketing that
%otot"f—fe [ 2o " fZi- (o %o"tf-8 ,—— sf"et—co% —Sf— o127 f 7
marketplace is even better. ¢ ~f .. < oot METE T —e f efVet_<co% ...fe'f
%otet " f—% f —‘o ©° onioa s—— < tite tHZET fZ—f,7%14 f..-
et B > e i"F o " feco%o > —" Tf7—F <o —8F of"ef—17f . %

So, when prospects hear me talk about how we need to leave prospects better than how

™1 "t et —Ste <A41A4 0 > SEZ'<e% —Ste %of— "fte—Z—9o <o f7"F ™H
it makes our job of selling a lot easier to do. When my prospects see that | routinely deliver

ac—<‘'of, 2t "fZ—1%t 17" f "> —t ef77 —Ste fe>—Sce% a-SF>5"F %o'<e?
t—1tt f272 f,'——& Fie f...——fZ2Z27> %0<"<2%0 oF e——"" -Sf- St ...'—Z"

Same with hard work, same with championing the entrepreneurial spirit. | found their
0"‘"eO fot o> 07'7e64 —Sto ef—...Stt —Ste — fet 7t f-%1 efeef
«f-..Sa ‘™M Zf—ie Z''e f— ™Sf— 5>'—i"ft f%ofcoe—a Ste ™t t S
column. We become magnetic to the people that we want by being repulsive to the people

—Sf— ™F frlef— ™™ fe

So, the more you push away the undesirable customer, the more magnetic you become

- -S% —Sf->'—i"f —">ce% - f-=-"f..-4& > ¢S f”ce%o
(which are identical to the) beliefs f e+ " fZ—1%e *~ >*—”" THfZ 7'e’f...—e fof —e_"
ot eef %oc<e %o ™77 Yotel”f—1% fo (O—i"sz "Te'leef (o >'—" ""ie’t  _Te §

Zcot —S<ed 6 S'f& —Sce T—1F <o 1< f"Fe—4 Zcot ™MSf_ Stie of>¢
like this dude."

ie f%o fcoe— =St ™MS'Zt %ot— "<...S “—«<...o ofe_fZc—a — t"<fe
T8 . eA —8te "f> —8f— > it %o'= f "<..8 "tZf—<"t ™M . {
other alternative is to be one of those jerks who holds up the lih f— @ ,f...f—e+t —St> ... f
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tf..«tf MSc...S Z'——%"> —c...of— —SF> ™Mfe_ _* 5 _Sce ™Mited <eof

efF feot ™ e —f %of— Tlef fet e e—— e <o Zcof > =St ofef Zitep” ™
‘o f——"Tf>ie —' ,—> f DBetalifé and get edt-oline already.

Tt ™M fe_ et TMifZ-é) T —— ’Zf<° "¢...S8 »— I
fot “F"f—<o% f "tfZ ,—ocefoed —— ™% t'e5_ 0% Ff— "<...S “—«c...o <t

for deadbeats and losers. Something for nothing | don't even need to go into it's so offensive.
fo e—"'¢%Z> f%ofcoe— —Sced

| think that a LOT of the bad that our country and our society experiences right now is
somewhat if not directly attributed to SO MANY people's sense of entitlefne —& —St> ,tZ<+~ %

that those of us who work are butts off to build a business owe them a higher standard of

Z< <o %0 & Stet f’t -St '$°Z% ™St f...——fZ7> ,¥Z<t"F -Sf- ™ty
fet —Stsi"t <-4 St> ,1Z«t "t -Sf— —Stsi"t Z'ef”e t..f—ef 7
'MiTFe—ce% —Ste ""'e otet_Sce%d SE> ™Mfe_ _Sf "V _—c—e " Zf,

e84t —8% ,ZtA «™Ef— fet —ff"e — ff"s <—A4 —ie =81 —>'<..fZ O«
—Sfie THe—"ce% of’<..fa

| think that this mindset is one of the things (among many) that is contributing to the

Tt...Zced 7 —" .'—e—"54 Sf-5¢ S'™ e« S fe fUhofcoe——Sf— oco
>'— A ,—— e fZe' [%fc<eand -BSfts0 f£é61ete—f 7 -haiie any respset for
people who believe that you can sit around, visualize and think about what you want (and
—Ste t' e —Sce% fZet —Sf— >"—5"% %o‘<o% —' %of— <—& —Scee 7 !
%ot— <—a& —i* %o'<o% —' , T Sidrksithe-hardesBand amhart¥s$ (and stays with

it) ultimately wins. Look at every success story out there.

When you have worked with and studied as many first-generation millionaires and
multi- e <ZZ <o f "o fo SETE fet ofo,d ot —iTE eo— Tkt o 0. Lte7

_Sfo > —ivt %o co%o —' ..tef [ Ties foe—tUy N f_tf ™ME orfe

S — S T —eco%o <o—foe—7> ‘e . tece%o o— ... ... fee"—78 ™MSte fZ77

‘" St .Z'ef— fot ofc<t@ O fZe <o—" =St Z<%S— <08 >'—iZ7Z <oo—fo—1
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“fet—e > ™fZeco%o <o—' —ST Z<%S—-6 fet —Ste ¢aaa Ste —-St o

created SnapChat. | don't think stories like that ever happen.

| think folks like Evan Spiegel, Bobby Murphy, and Reggie Brown work their buttsf ¢
%ot— ™MSf— —St>i"f f.. .. ‘e’Zc¢eStta fet —Si> e—<ZZ t'a Mty —
O™Sf— —St>i"F 770 "fZ—1% ese—Fee T o5 FIfZ "iert e fet —e-"
talk about their "against." 1 know tS+>5"% f% fcee— S>'t fet —St 0% f— "<...S *“-
"f' =Sf— of——"f—-F¢ =St <e—f"ef- —*tf>a fZe! ee'™ _Sf_ _Sit>!

etef_Sce%o "' ¢ —Sce% a0

S f eefZ7 ,—ecefes ‘™Mef” TMfe _Sf _5f 7 TfVete MG M fo f O
e'et—Sce%o "' o —Sco%oO ete—fZc—> fet —Ste —St> "tft —St ff%"f’
Oe‘ef—Sce%o ""'e o'—Sce% ste—fZc—> ,tce% ‘ef ‘7 —SI ece%ZF ,<%o%
efe—fZ4 o "fZ fot “cofe.<fZ TH.. Z<oF ° —" . ‘—<bedrawdtd >'— —S
ef€ o o> Zf—%1 efe—'"4 <o ‘Se —eff ' of>54 0 " ...'—"ete0 ot —
™St T ft —Sf— e<%S— o—*" fol fee —SteefZ7 e <o fZ7 ef"<'—eetoee
fZ2 f,'——4& fe>™f>66 e

Sf—ie £8f..—Z> ™MSf— ™fe_ _Ste _* T3 tTrei— $8'f...— —Ste
fot of>d 0 ¥27Z2 ...fe >'— 1f—- -Sf-¢& ‘— fZ«t"F ™MSf— 17t "F4 7
t1 ™Scoe teB T SEfUT fui—— > — fot ie "iftce%o > ZF7Te fot
ee'™ i st _8Zertt ™MSf— 5t — ofct «-edrhédmeney. $gontt even know
™MEF_ 5 "F et 7co% ted (E——e— ™fe_ _* 5 —46 Sfoie ‘= %

Ltete e 77¢o% —S" ' —%S —Sce %o—>ie tT''"A& o fZZ «ofirkhisse & —S'-
mind a bit. It will open the door for me to further that relationship and ultimately make that
"0(o¢é :l:o:to”:t"é ’":t:l:o(o:to_ "Tfeq¢—¢c‘ecoeYpe CE‘” e ' ofo:t _Sio Z:l:o

promise.
The Power of Mutual Values

e —8F Zfoe— "fr— " —Sce 1EET .o ™METTE %o'co%o — S %S %oS— -

with our prospects. Our mutual “fors" are advertising, goodwill, hard work, championing the
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:t'\‘":t %0 * fo) A_”_é:l:” TMf._ T ce— o‘oi_é(o%o e _éf_|o <

know that great marketing does more than simply attract highly qualified, high-quality
prospects, right? It simultaneously (and deliberately) repels time wasters, tire-kickers and

— e fZ< <kt U ZE > —feco% f SfUTZcot e—fe. . f fe tef v et v
et 20 LZE[ fu.mm —See VZZ 0HZZ — e T P %S - et

| am deliberately telling you to lose (low-— f Z<—> ...—e—‘et”e&d SE fije o t'—
double (if not triple) the number of new customers | get if (in this book, in my marketing
o fe fc<%oeed ™1 cof”e fot Z<Tf fTie—o f<ta 6 tfSa >fZ'=f+ t°
more customers by saying—-S f— ,—— —Sf—ie o' — &

St —"——S <o —Sf—5'— . fe T —Sce t7Fe —S'— %S «—ie Sf"ta
about two months ago and my jaw dropped when | heard one of the other (very well-known)
ef"et—<e% 15t —e of> —Sf—-84 0 ‘"f —Sfe fe>—Sce% fZeta ™t efZ77

<

<

S

Teteim of> fe>—Sce% —' Sced ,—— —St coee—fo— SEf"t —Sf— ...'eF ‘—.

S>é  f..f—ef . —Ztei— tcoef%"ft o"F ™c—S —Sce o0} Tte

blood, sweat and tears and massive success.

If you don't like the idea of working hard and you want something for nothing, then |
e — %o %ote— —Sf— >'— "'ZZ'™ —Stetr ‘—SI” %o—>d Sf—>f2LZ226 <+t

experts (who make their living by telling businessownt”¢& 0 ‘™ —*' ofef e‘eofs of et <o

5

V/

—Stc” | —ecetoeote ‘a7 (et db St> trei— f...——fZZ> SF t f "£tfZ2 ,—ec
—Sfe > —Ff...Sco% 't 'ZF S'™ _* eofef etefs ‘eZceta ™ _Ztei— .. f.

a—— (=T .. ——= """ -St o fikyou agk.me. *~ ..2'=S

Syt ™Mfe_ _t TMime M S o4 S ™METE"8 efettef ™Stje fie
fH g7 —cocotho comt "7 Tam DEfT <o fof Hff7 P —— ecot S{{{ & >'—i"f %
‘Y SfTT ™M Ped etet (Z''tA f Z'— T ™I f_& gprtbgenetate thelevelof " T

i TZis e’ P afSet™daet —Sf— o> ... ZdHan-+ feE">
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18t ... -t ZttZe T oe— .. feed ,—— < <= ™foeoj— =2t Ll

term selling hope (as opposed to results).

Sf— o—f—fefe— f,'—— 0327 2" 't& s™Ff— fot —1f"¢6 <o %o <*%o
guess what? My foundational beliefs about work and success are going to be infinitely more

attractive to the folks who are willing to work hard in exchange for levels of success few will

P77 "$fZ<et8 fet —Sf-5e ™St ™Mfe_ - Mir. MGy
HEED THISWARNING: ~ >‘— "—e >‘—" | —ecoefoe co o— S f ™Mf, _Sf_ ' _j
o f=F7 = FTEtet catad O TEfZ et —e feot =St T =i et TIfZ

going to lose the ones you want to keep most. If you try to please everybody you're going to

lose, you will be significantly affected, you will not lead, you will not convert; you will be an

also ran. You will be forgettable, you will be a footnote in the history of your marketplace,

o Tre5— 7> 7% fef FTEs T8 =i f TEFTZ> —"f —=Sf— —'" efe> eof

entrepreneurs fall into.

fotf f Sf TZcot o—fof fot o—fot "<e to i "f “f7 %o fof
like-minded people. If you try to please everybody, you will have a less powerful message.
It'll just be weak. You'll be like a politician just trying to say whatever needs to be said. By
pEco% "t —Ze<Tf — eted 5t — ™77 |+ tE-"f ef%oef—der. Fhe'=SI"e4

psychographic part of preeminent positioning demands that you find out how your ideal

"Miett =T f.T o—oe—'et"Te ecoeT M 7ee]

‘e e} TET M fe— "t f—f TfZ—1%e fot ,FZcE"e <o UHET —f efe 7
you want to find out where you genuinely match and then accentuate those matches. The
<, ZF of>e —=Sf—-84 0 %'t efed <o —* | F "fZ—Ft o"t —Sfe "<...Ste6

integrity is everything. If you approach this (or any aspect of your business) dishonestly, |

can guarantee your failure.

fr,F o'— <oeftcf—F7>4 ,—— >'— ™Z27 ¥ fe——f727> ,F tee. 71"
Stetta fef “"t7Aa —iTF %o'— —' fUVf..S > —" —eceFesd > —" 7
on truth and integrity.
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The Demographics of Preeminent Positioning
& ™Mf E—o— "<ocoSET "t <t ™coe% fot —fZe<o%o f,'—— >'—" <t1fz
e 8 %o [ 8. eA s A o™ 21 _Be _fZe foir _Stc" tie % f'Sc.. .4

help support surface level positioning. Surface level demographics include the following:

x Male or Female? ‘"”>& e f "f—-<"3t 'Srec..<fed St tie o' ‘=St
biological scale)

X How old?

X What kind of income do they hav@

X Where are they located?

o

X —..aa

‘™ ™S _S3” >'— —Scee —Sce <o “fc” 7 —e"fc"& =St "tfZc—>
Ni”)‘.i f_ Zif._ (.(_(fZZ) CE—T%O:t' f ”“0 f.T P — L (—e ”.“":I:"
side of that reality or the other, but to help prepare and equip you so that you can be

successful considering that it exists. So, your job is to ask yourself this question:

How do you need to package yourself so that your prospects will be open

to your presentation of values? (That's what surface level is about.)
Surface level positioning includes the following:

What do they need to see that'll even let you get past the door?
Your UNIFORM AND LANGUAGE.
What you say

‘M >t — of> <—& feta

What you look like.

‘TME ™S ZF —Sce <o "EfZ75.. 00 [T — o= T 5 et T
important for a variety of reasons, but one that comes to mind immediately is that few (if
any) of your competitors ever think about it, which is great news for you. They might trip
package themselvesacerfce ™ f> 7 —75 —* fff” fo o'ef_Sce% —Sf— —St>i”%
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ot o> .. S'Z %> ,1Scet —SF<” o—"f—_1%>8 Sce effee ™MSf_ ' ™} "]
how you speak are CRITICALLY IMPORTANT to the success of your messaging.

The Set, Setting and Symbols of Preeminent Positioning
If you're currently (or are going to be) selling your products and services online, this

section is going to prove to be incredibly important to your success. The first question that
>'— 127 oFft —* fee >'—"ef7" o3

Do you have symbols representing the desired outcome and values of your ideal

prospects and customers?

CBE7 (ZF—e—ff ™EETE e %o'co%o ™c—8 —Scod 21— ot %"t >
Rohn was arguably, one of the greatest success/motivation guys that ever lived. This many

™ fe f ”“Aj;..(‘.fZ','. ’””:l:--<‘-fZé ot fece%o _gf_ St ™ feo fZTMf)o
presenting his ideas in a very professional setting (like a seminar filled with thousands of

people like you and I).

Now that you have a pi..——"3 ‘= S*™ "4 ‘Se 0’ f..of% 110 SceetZ" <o "
you to imagine that you just watched a video of him as he stood on a street corner in the most
run-down part of (name the city) possible, smudged with dirt, dressed like a homeless
person and speaking with really bad grammak- dispensing new, but similar ideas, by the

TMf)a ‘a4 fA_:l:u TMf—---é<'%o _Sf_ N(Ti‘ A Y ‘SO e _gf_ 'i——<‘%0

®ould you give Mr. Rohn as much attention (and respect to his ideas) asgaid if you
were seeing him in person from the frontrowd®? ", f ,Z> *'—8 T fe <~ >'— eef™ (_ ™Ff
Rohn.

Tt — 0"t Zcot ote— "EUZE <o Z—Tco%o >t—" "Vielt —e fet . —e-
foi— < f—co%o s>e—Fe ™' 7% | o' —etce¥o —St fZf"e . f—oco% > — -
, fceBe of— f . F'—<o%o —Sce o Fef "<& —SE"fie [ ofIEtTexpeet.. ‘oot ... —
foo—... .. Tee"—78 ™MIfZ-S> eofe —* Z'e fof o' —ef Zceta effed < S:
St e—fetce%o ‘o —ST ..t7ef” MSE L L Uf e <o VU f 75 L fco%o oZTF <o
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and in those rat-s fe—> ...Z'—=Steé& St fie o— .S f <% Tce.. ‘eet...— —Sf—

'Mrecef —Sf— Stie efece% ™c—S Sce "TE"E o> Vfce o = T —efT ‘e

™S f— e etfce¥%o foT ™MSf— —Scee —Sce "fre's oS 7t "' "Fete—46
‘4 Z<ot  of<td ™MSE-SE" 5'— f%"tf ™c—S «— ‘7 e'-8 "1 7F E—

LT Era Sf-ie L f"—fcoZs o' — f %o''tT —Sc<e% & <=5¢ f...——[fZZ> scot ‘7

a moment: We KNOW that everyone (at least at first glance) will judge a book (and a person)

> =St LTErAa T ™R L ‘%oecoefe— T —Sce o Tce% TVVMFTTY MY

and we can PROACTIVELY design the cover of the book to improve our chances, right.

Affiliation and Association: Creating Instant Authority with Preeminent Positioning

When | talk about assocf —<‘e feo "f7"— ‘7 ""Ilecefo— "tec—ctece%oda e "I 177
f"F >*— offe ™Mc—_S _Sf— ™McZ7 %< F >'— <coe—fo— f——S*""c—> fot ..’
fr—<..—Zf" f——fe—<'e —* —Sce _te'tefe_ . f—eF <—ie f "IfZZ> ,<9
totScee f,'—— «— o™ &' 77 "FfZcoet S'™ S—%3F —Sce "FfZZ7> <o
FZ¢F "tftce% —Sce ted <—ie f of"F fee—e'—cte —_Sf— >'—i"F V' f,
about someone based on who they are associated with without ever knowing them. | know |
have.

— ™feei— fZ7Z —Sf— Z'*% f% ' ™Ste Sft —SF 'Zife—"1% """ <o
elite group of copywriters and marketers who had been invited to copywriting legend John
frZ—*'eie S*et -Uay yforkshop. The firsttime Stf”t f,'—— Sce tcte5—- Zcot

even though I'd never met him, never spoken to him, never seen him or seen any of his
materials and | had never read a word that he wrote. | decided | didn't like him because he
associated with somebody that | didn't like. | was like, "Well, he's friends with that guy, so

fo o' — %o'co% —' ,F ""c<fete ™Mc_S Sced & I .-pfibesckntbeyfinmiddiede Z<ot f
school. We all do it. This is important. Who you are seen with matters. Let me give you some

illustrations and examples.

I have had multiple different lives during my business lifetime. One era, known as the

guru era, | attracted a totally different psychographic customer. The prospects and
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customers who | was deliberately attracting at that time had different values than me. They

had different desires than | did and they also had a different demographic.

As a result, | wore a different uniform, back then and | looked different. | also had a
different setting. My videos were almost always filmed in one of my practices and/or one of
o> .Zcte—ied S>é 172724 —S% "e>...S'%"f'Sc... “fZ—fe T o5 . —o
professional, rarely-relaxed, super=+"<‘—e f°... =" —>"1e3 ™ et £§.Z—ec"1
fo fol te—coe—ea

Ultimately, back then, what | was into (to a degree) and what my customers were into

feo ™77 <o _gf_ ™ % fZZ ™ fe_ft —¢ ofet f Ji_ etefsd | —— fZ"'—
very important that we were recognized as the top professional in our fields. Certainly, | was
tot fZZ> ™S eofece% f Z'— ‘" otet>8 ,—— "IfZZ> ™Mfe—tt —* |F of

genius that all of the most successful doctors, dentists and chiropractors hired. | deliberately
attracted people with those values. Now, | also had different symbols. In my videos, there
were different symbols given to represent the desired demographic and psychographic

values of those ideal prospects and customers | had at that time.

> —f["%t— ef’ef— ™fe_tt ™IfZ-S fet ""fe—<%FId —-SE> ™fe-:
EXCZ—e<"f efecof"e&d Sfe% ‘——4a fot 0, etfed feo cot—e-"> ZtftF"ea
I've got is a video of me doing a keynote presentation during ADA annual meeting in Las
T % fea T—ie Z''e f— —'tfra Sf™t t< " f"te— "fZ—ted tfof—c<
deliberately attracting customers with different values. 100 percent, | engineered it that

way.

‘™M o> TfZ—3%e f"F o= FeY%ocett’itd -S> E—e— F7Z7FTA %' -
and became very involved in my faith as a Christian. My values have changed and as a
"fte—7-8 ..Sfe%ft —SI c<tcbstaners it . iset Lk, 1 f-1Z> —f " %of—<*2%
attracting. Now | attract customers with a different psychographic, they have dramatically
different psychographic values. They value hard work, they value advertising, they don't
care about (putting on an) appearance or having a stellar list of professional

accomplishments (that they can use to impress others) as much as they care about increasing

66



the productivity and profit of their business <s ‘"t 3" —* %ofef”f—-t ™Mt fZ-S& .."Ff-1
lifestyle and creating a legacy.

They also have different desires. They want long term, where back in the day it was
more short term thinking. It was more, "Hey, let's do a promotion. Let's make a bunch of
money and get more PR for ourselves within our respective communities so we can feel

better about who we are."

‘“tf> ie —'—fZ2Z> t<"F"te—a4 5o o'"F f ‘——4 6 $>4 ZF -5 ofef f
build something that will outlive us and impress our great-grandchildren.” Because of this,

—tf> ™MEFT f TR e —e7ted s > ' —TZZ <ot oidoWnt f <o %o f

«S<"-& Tot— Z'e f— —St ef— fet —ST ef——ce%o <o o> Tctite je o™
areas.

St «— —eft = L f <o f Tt =i T " f— f PV teecdtof 2
more relaxed (yet professional) executive environment like at a desk. If you look at the
symbols, instead of pulling up in an Audi R8, I'll show my wife's dually pickup-"—...«& 17 %
even shot videos withour 6-S*”e3 %o ‘etef ..o =" fcZF” ™S *—” S*7etej SEft

windows) pulling up in front of our ranch property. It's a different symbol of the outcome of
o> THe'%"f'Sc<...& =St <ttfz '"*e f..— f after.Thizis allfsurfateflevel5 «
positioning here.

Cie e U _fem —t fefe A " e f t ZH7ET tecmclece%o <o ™
_845727 —et —F ofet f eof E—1%otote— [, —— >'—a St>i27 fZe' -
O EET 7 etm 0 8 o8 e—f <o —8co M teed MBS L te_fcos
Z''e fot o' —et "<%S— fet >'—i"F o'— <o —SF "% S— ef— fet ef——ce%
<o ‘Sed > '—i"f ' — %o‘<e% —' ,t f,2F —-' —1ZZ-tnteiperspettve‘— " fZ—

versus short-term thinking.

You never even get to present your values to them and you never even get to illustrate
s ef— .. Sco% “fZ—%e —* —Ste —eZtee s'— "foe —Sf e f % 73"
_:t._ (n >1_511:t o' Y%o'co% —° ”:t f"Z:t o ---‘._(._:l:é. ot .f__:tu é‘TM 9
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surface level test is an albr-none function. ‘™M _Sf— > —i"t tref >'—7" StefM:
researched surface positioning demographics and built (for yourself) effective and powerful
preeminent surface level positioning strategies you can begin to focus on (and highlight)
yo—" oSf"ft "fZ—ted "'e —St"1a& >'—1272 “<ofZZ> %ofwhieh —St fet

is demonstration.

Demonstrating the Component of Preeminent Positioning Means That You

Demonstrate Your authority
Demonstrate Your expertise

Demonstrate Your credibility

So, the final phase of preeminent positioning is where you demonstrate your matching
“fZ—fe —S"' —%S ™Sf_ ™I [ fZZ «<ot'. ="cof—c'e of“—Fe _Fed
el —Fe . fed e ece’Z> —fZoeco%o [, ' —— —ST ~ciforesyol makeasalS f — —S 1>
presentation. A Classic example of this is would be pre-launch videos. You might also
demonstrate your understanding of their fears and desires in your pre-launch videos by
describing them to the prospect better than they can describe them to themselves. You

demonstrate this through your communication.

Now you may have tried to run advertising in the past and maybe it failed. Maybe you're
like me, and you had a little bit of money saved up. An advertising salesman came along and
offered to sell you some ads, and you spent it all, thinking, "Man, my phone is going to ring

off the hook," and, like me, nothing happened.

I might tell the true story about how | had worked my butt off for over a year to save up
$7,500. | had been saving it because | wanted to promote and grow mysimess. That little-
W= ‘T oetets ™Mfe f77 _Sf—  SfT fet —' ef& «— ™fe 71”5 _Sce% 4

| attended a marketing seminar with that money and the main speaker was so good that
| decided to pay him $3,500 for the rights to his infomercial and have it branded to metobk

the remaining $4,000 and paid Charter® for a series of overnight cable TV spots. The results
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™A E fe—'eceSco%@ < —eZ> fo—'eceSce%a ,t..f—et tetit — T

phone calls.

— "¢t <= =" efs —=Sf—  ™fe <o f e—f—-F 7 —— 1" S e fet t«
Weimann (my late fatherin-Z f ™ & of> Sf™f %o'ef ,tZ27Z> —'a Sf— ™fe tt >:
| knew anything about marketing. Because of this experience | might be able to describe the
TV f—cte o <FEfZ et~ fet —e—tet”e SfTF "t7-8 171 i-
might demonstrate my expertise and credibility by educating them and providing results in

advance. Of all the components of demonstratt 8 *"‘~“<t<e%o "Fe—Z7—¢ <o ft fe.. .t

for the sale is (by far) the most important.

If you can clearly and convincingly demonstrate that you can help your ideal prospects

o> fo——fZZ> StZ <e% —Ste <o f1 fe..f " —St «flstratidnpyt >'— "¢
establishing surface level positioning matches and establishing value matching,
Tie %" f’'Sc... fot "e5..8 %" "f 'Sc... "‘ec—c'oco% of—..Sted —-Sit>5"%
receptive to listening to your promise. So, when it comes time to make your presentation

fet >'—" "«—...S& > —iZZ t<e...'"1" «— Sf' fee Ffoct” fof "fo-t" -Sf

possible. This all dovetails together, perfectly.

To help you create powerful preeminent positioning components for yourself, your

Lot fes fet >t —" cbifisided, then answer these questions:
What uniform <d43&448 0 Scee 7 foefe ‘efSeeSeeSca —aatfings o
<4184 0 Scee 7 =St "Zf .. Fe  gyibols cHIHEA-O Sxbe T Sceo <o
The Walther PPK, P5 Compact, P99 and FBK and language do you need to
display?
What do you need towear? Sf— f''f"tZ t' >'— ottt <o “7FE” - 07«

expectations?)

What do you need to look like?

Where do you need to be in your pictures and your videos? = > —1i"F "*"="f ><* %o
success and wealth do you want to be shooting in a trailer park?)

What do you need to be talking about? S f—ies <o’ " —fe— —* 5'—7 ""re’f e
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What matching "for" values can you highlight?

How can you cause that person to say, "Man, this guy or this lady IS just like me:

| want to find out more about what they have to say"?

What matching "against" values can you highlight?

What can you take a hard stance against that's going to repel the ones you don't

want and make you hyper-magnetic to the ones you want? ... gteind people

™St ™fe_ e'ef—_Sce%o "7 o'—Sce%da "‘Zee —Sf— UL fZ™[f>e
%ofet —St eve—te — ofet e'efs8d —St>i"F o= <co—t Fe—Ft <o '
their customers)

What associations can be used for ultra-magnetism? (Who can you be seerhwit

—Sf— =" et e ™MI_ 7% f QM TMETH >

What can you associate your personal brand with to have them be even more

magnetic to you?

| hope you enjoyed this chapter on preeminent positioning strategies. When you get
these exercises done and put these strategies in place, you're going to really improve your
"te—Z—ed it fZe's— %o—f"fe—Ft -Sf—>'—i"t %o'«mBsyoUiSRHZZ fSEf"
attracting (and retaining) the attention (and interest) of your ideal prospects and customers

better than ever.

‘—i"F %o‘<o%o —' SfTf e—...S fo tfect” ®', " eFZZ<*% —Ste ,F..
and trust you and you don't have to scream loud promises. You can just subtly state matter-
of-fact promises and they'll be a lot more receptive because you've done the fun homework

to go ahead and lay the groundwork for you to do your selling.
it %o‘ef —S"'— %S fZZ ‘" — $hksdlared’ekerdises) becayisetl know that

5 TZZ 1 81 ™e fet 131725 808 —8F t e ey fot

you as never before.
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CHAPTER SIX: St "fete—_f—c'e ‘"e_7f4
The Proven Framework for Powerful

and Profitable Sales Presentations

$7 .00 —* 8% . Sf 1" ‘e 8% Z-<of—1 "tefe—f_<'e "e_7f4a
oo ot _8ce L Sf ot fet > —i"F %o'eof fZ7 -8t et c—e <— %oc”

x

If you want to immediately improve your meetings and sales presentati@usyou can

convert more prospects into paying customers.

x If you want your online marketing efforts like paid traffic like Facebook, AdWords,

landing pages and sales videos to attract more leads and generate more sales

x If you want your webinars (whether they're live or recorded) to generate more

sales.

x If you want your sales letter copy toconvert more prospects into paying customeirs

a way that makes your prospects happy when you 're delivering the presentation.

x If you want to overcome the feeling of nervousness or the tendency to freeze up

in your sales presentations _ (at the point asking for the sale)d ™ S+t-S$” > —i”f ~f ...

to-face, on the phone or doing a live webinar presentation.

x If you learn how toovercome procrastination t —1 —* ,” f < ewbéh' it.ceres time

to write your sales copy for web pages, direct mail or webinars.

The bottom line is that simple (yet powerful) framework can totally quickly and
completely revolutionize your confidence and (as a result), your sales presentations. The
yfef c—e 7 <e'Zfefe—co% —Sce "Ufef™iVeq ‘— 727 ,t..'eF f efe—
conversion ratio will skyrocket and the process of selling will become more enjoyable for

you and your prospects.

But before we begin, | want to share some exciting news with you. People love to buy
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e——""A —Te <e%"fcotT <o—* —St ‘" S—efee fot fo f "fte—7-8 't
they buy stuff. For many, many westerners, making a purchase is now seen as an
fo. .. ‘e’Z<eSete_4& f~Bympobiafhe right circumstance. ¢ f 'fVe‘efZ o'—Fa& trei-

buy into all this nonsense.

—— feo f ,—ecotee "™et"a  Zcot —St "f..— =Sf— et ZF f..-
efe— —'>e ™(eed 8 f— Ziffe— —-Sf-ie —St 'f”.. 1 Soeusetheti”e o',
psychologically-driven fact that people love to buy stuff to your benefit. Now comes the bad
news, which is that most of us have been brainwashed (usually at a young age) to believe

that selling is bad.

—ie f ..tee'e _Sce% —' efBDSFfZLIf=led" e =St .. eetetft of”e
e—"f—F%c<fte %< "t —Ste f..f—ef —SEsi”t f°Uf<t -=Sf- —St< ..—
~Sted —5¢ ‘ef>ad  %ot— <—8& ™Ii"t fZZ i f—<o%o ""'e —St ecotei— .

-St> Sf-1 —* , e sédlitysobthe situation is, however, that selling is actually a good
thing.

Tcoe% fo ‘"t ff"co%d "—T1A TcoeStefe— ofZFe "7 TteectefZ <o —S:
17" »'— Y%ot— 'fom fZ7 —3'ef oY% fcott “Ef"e ™MEithelFyOUS fT Sfoee
fo 8ct™ "mtefe foc'e fot ofZte ofe—t"> A& i7F ,"cefe —Sco Ui fes
sections.

Section #1: This section begins by preparing you mentally so that you can achieve top-gun
level thought processes during your presentation. This will help you sell more, more often

and for more money per sale.

Section #2: In this section I'm going to give you several closing scripts and actual sample
o' — .——"%e —Sf—>'—iZ27 ,t f,ZF = tE'Z> fet "= ""'e coeit(f

The first component of section #1 that | want to cover with you deals with preparing
efe—fZ27> "' —St .. Z'eta St tet f efe—%7 "Viete_t” ™MSH | fo
got to begin by getting your mind in the right place. You've got to understand that your mind
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is one of the biggest obstacles you can have to making a sale. The second component that |
want to cover with you is vital because it will show you how to deliver your presentations in
f ™f> —Sf— f ' cte ofece%o >'—" ""'e’F . —e fe%">a icdl tat.we ‘e’ Z<ceS -

always deliver value in our presentations BEFORE we try to sell anything to our prospects.

The third component in this process is where | show you how to know your prospects
objections before you start the selling process. By knowing theit, E+...—<c‘ee >*—iZZ7 1
imminently more prepared in your presentation and will greatly increase your conversion
rate. If we can get all three of these things done by the time it comes for you to make your
efZte ""tefe—f—<'e <A4tAA 0 St <«—..S6 & >'—" "ot . —ie ofZfe "t
st —" E', T et ZZ<o% ™<ZZ ,F ffect’a Sf— i f,—— FéetPFLZE > —
low-e—"fee ef_S't " efZZc¢e% —Sf— >'—iZ2Z «f" 1" "FfZ ™Mf "t f, ——

going to absolutely love it.

8 Zt—iie %ot— o—f"—fT ™c—3 o'ot FEfe 2% 0 STM Yot 5o

TEZ<7F" f o— ... fFee " —Z7 "iefe—f—c'e8 ‘of —-Sf— %otet"f—-te f Sf'">
After reviewing (a voluminous amount of) data, notes taken from my own experience and

Tte L teTiVef—<tee ™S S—et"tte 7 L Zcte—e fof et —ed (- ——
"ffete —Sf— "t ZF "f<Z =t L teTfE"— St et~ fet %ot— —-St ef
realize that this may come off as a little too blunt fon * —4& ,—— «—T¢ —="—14a tTeteli— ™7¢
—tefet >t — TFEZ F——%" f,—— e — e— tTttce%d ™7 —F «— - FU-

you can enjoy massive success.

Understand This: ~3">,'t> —Sf—ie S—efe ™" cte f ‘. t'co%o
something =S f— ™<ZZ efef —Stc” ""'e'f . —o oft T—"¢<o% —SF ""tete—f-
e'VefZ .te.t"e _Sf— fZZ7Z ofef 't'Z%t Sf"ta e ef> ™M, S -
~Ste - Sf"ta " ef>,fd etet—cof <o —St fe— > —i"f "$henfZ7Z> t§’

a salesperson was unkind to you.

it Lt —fceZ> t8 F <k FT —Sf-& ‘e ok E"fZ ‘... .. fecieoed ‘—
your prospect will say something bad about you if you do something to upset them in your

presentation. Heaven forbid that they say something negative about you on the internet
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(because that never happens), right? We all know that everyone online is kind, honest and

goes out of their way to say kind things about people, right? Wrong.

And then of course, you may worry about the possibility that your prospect may say
"NO" to your offer? I've seen so many small business owners and marketers (whether) in
print, in video, in webinars, actually destroy their promotion because they were afraid to
efet —St '«—...S& fZZ ,f..f—ef —St> ™Mt "t ™Mttt _Sf_ elefiet ™/

Admittedly, | am speechless when confronted with the fact that some folks would

rather stay in limbo and just keep following up versus getting their prospect to the point of

ef><e% O0>ted ‘7 00 —* =St ‘""fF"a " > '—i"F ‘ef 7 —Stef 'F'7%18 Z%-
Z2f .. F Zc<ot - . fZ728 0 fTfZ<—>e0 of "ffZc—> of>e —Sf— >'—i"f
‘C StfUce% 00 "ETFe—e >'— "7'e efpreséfitafion.t” " F ... —<”

‘@ Z%—5e "3 <E™ Ff .8 tef ° —Sfet —Fe—<fZ “kf"s fot —SFe i

et —Steda SF C<Pem CEf efe—ceft fL, T Mfed 0 Sfo ey
T—"¢e% —St '""Fefe—f—<'e86 ‘™ ™S Sfdareer as & recketsdientist arfd
efe—t" = —3'8fe [™Mece%o —etE” MU e L fe of> $°Sfc. f275 -

number one by using a little bit of common sense.

Yt fteo M fel 5t Miert e ¢ Yot— eft fo st it —"co% >
TP e " 77 "Zifet & O ‘e5- ,f f Ef"e ™MSfe «— . ‘efe —' «F77co% >"

rule number one, which is don't be a jerk, then they probably won't get mad.

St "f..— 7 =St ef——%" <ed " >'—5"f ""<fetZ>a figyodr..-"—2Z f
prospects before it's time for you ask for the sale you're probably not going to make anyone
Fodo">8 —io fZe'  of % 2= —Sfe —S4>i"t fZe" o' %o'cs%o —° o' $fo <
be controlled by fear.

If you're holding back during >* —" ""fefe—f—c'eed <« >'—i"f '—ZZ<¢o% > —"
not selling to the best of your ability (because you are afraid people will get mad at you for
trying to make a living) please read the next sentence and memorize it. When you hold back
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outoffearthf — —St> of> %of— of T f— >'—& >'—i"t «o..*""F ... —Z> "*..—ef

should be focused on serving your prospect.

‘4 <" >'—B5"F ™Mkt _Sf etet'ef5e %o'co%o —' o hfe <27 7 5t

going like you... or that someone may talk bad about you on Facebook and that causes you to

S'Zt ,f..o T—"<o% >'—" ""Fefe—f—<'e o5 %o—Fee <04 <o —Sf— >'—7
eec——tF —' tice% ™S f—ie e TV 5" "iert & fy,f > —i"t o
™S f— >'—1i"F 1 ZZce%interest attat niomént, or whatever. But if you are fully
Lfesc——tt = —8f” te— <o—t"fe— fof > —i"F e—<27 S Zt<e%0 ,f..°8
—' %' 0°—ZZ 730 T—"co% >'—" ""tefe—f—c'e <o L testes_Vf_1 ™
writing your prospect a check for the full amount of what your product sells for.
f>—* =St "tt” *"a 0> "'e't..—0 <o+ =St fe'—e— " f Dsrr &
ot —i"t Zi——<o% "Ff" S'Zt s'— f .. <=l fZe'e— ZcoF >'—i"F
“fe<Z>a Tt —i"E T—ZZ> teec——FT =t ei"Tce% > —" et t L —Te L Fe
' ZF te MSf_ > —i"t efZZ<s% A —Ste %' -sheam-aheat afid stop letting ‘e " —227
your family down in order to please people who will never buy from you anyway. (lealize
that was a run-‘e ete—Fe . f4 ,——  %of— Fe‘'—<'efZ f, —— —Sce o——""4
success.)

‘4 7% oo 1" ‘et "T%f tcoK%od-0FFEO—BBIT>A4 O ‘o5 1t 7
7t fet =8t U fL7> ™ a5 %ot— efTAG —Z% e—e f" —TM' f 0
cfTB0 <o — oce’Z> "FfZcoet —Sf-4 0 ‘of 'TZF et of——F” MSFf_ '
‘vt tetttAad T > — S ficedetiis ybE takedieart. You will.

‘—1ZZ ' —" >'—" SEf"— fet o' —Z <o—' StZ'<o% f "'e'F...—8 %o< 1
“rrE 7 f—"ef ™MSZt L tce% feo Bote—<ot fot STZ'T—Z7 fo Tteec 7
will get irrational and upset with you ‘"7 —St “f...— =Sf— >'—i"f —">¢e% —‘ ofe
helping them.

It doesn't matter how helpful and friendly you are to them. These are the folks that
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would get mad that you sent them a $100 bill in the mail (as part of your guarantee or
something) ,t..f—e+t <— ™ fee5_ Dtrra Ste > —i"F %‘— ‘—=SF”e ™S
cooco—f—co% —Sf— —St> eftttt Dsrra ‘of 't7Z% >'— E—eo— ... fe5-
dealing with those losers: Refer to rule number one above.

If you know that some people are going to get mad anyway, no matter what you do, you
might as well just keep on doing the best you can and not worry about them. The only thing
you can do to prevent prospects from getting mad at you is to not be lame to them. This
includes not being dishonest, disingenuous, crass, rude or that you discount what they want

in any way.

‘TM T he— 7 "telf—e "7'e Sceddeflbo ‘—1"F f
| mentioned above how not to be a jerk to your prospects when selling to (or at gn

other time with) them, but here are a few other methods that can prevent this from

e —""¢oe%d Ti"f fZZ Stf"t —-St ef>¢e%d 0 "tf..S<*% - -St ..S
<o oce’'7%A 0 oZ> ""Ff...S - =St ..S'<"a6 Sf- fafewsqpkdplepate Sce& ‘"
efZ7<e%& Sf—1 f1 1" —ceco%o fot —Scee —Sf— . f'«—fZceo <o fTa
No matter how much free stuff | give them or how much goodwill | try to generate
_tTMf”.l.. _éi. _gi Af..-_ Ceo _g(.a _S:t)-l'ni .:t'*:l:n %0‘(.%0 e 2(.:!: (9 f’i
-|-£ «n .f)é. Si).l-”i %0‘(.%0 e _S(.. _éf_ 5. _é:l: T™M ¢ o _ i:t”.l. i’“i
system, "Advertising, marketing and sales are bad. | hate advertising. Capitalism is bad."
— ft'fee5— ef_—F" ™MSf_ t'a ..fe ., —St ipthesepeoplee's +~ 1”4

«'"F —Sfe foeste: Sfe £717 StZ'tT —Ste fet —St>i"t e—<ZZ %o‘co%o —' S
system doesn't match up with mine. If | were to attempt to make a sales presentation to one
en _Sio:l: of.(f“_o TT o:l: of.(o%o f %o”fN:t o(o_fo:té

Based on that, you only want to deliver your sales presentations to people who are
predisposed to want to buy fromyou. ‘—ete Z<cof f %"t f— <tEtf fe8 o S'™ ft
'10ZF ™St frE Etcertert —f [ —>5 T7fe ot fet "1'37 St efecf..e8
glad you asked it. Step number one is that we accomplish this through strict targeting of our
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ads. This is where our ads and our ad copy are written in a way that appeals to our ideal
et —e8 <A41A4 0-S'ef Etcettett —f [ —> "7'e —e§ 4 ™MSZF - "%
~-St Sf-1"+6 &

We do this on the front end in our ads so that our prospects are able to see what we
believe and how we sell right up front. As an example, you know | sell products and services
that transforms advertising into new customers, which in turn is transformed into profit. So,
—~Sf-5+« ™MSf— je f ‘——4&-waStérsAndithe &etrichiquick folks out there will
—e—fZZ> <o "f'<t TfeScte L f—F% ‘"<t oFf feo ,fco%o [ EF"ed o'ef’
with.

S>&  f..f—et «—ie ffect” 7" —Ste - SfreS ‘e of Zcot -Sf- -S,
EFZ M. CSf je ofttET O 84> Mfes 0 % e fes" 74 t-5e
VE fe & 7 f fe—ce— >‘—i"% ZcetZsheréydU tokkyaut patfent, fet ™
0 " >'— ™fe_ _* %ot— STFZ-S> 'fco ""Eita <o TF >t —" "fZ StfZ-S¢é

eat right, quit smoking, work out consistently and with great effort.”

In most cases your patient will agree with you and act upon your recommendations
™—S'—— f S<—...Sa4 ‘™I 174 e o—"t —Sf— >'—i"t fZe" SfT f-<
were only looking for a quick fix who (to some degree or another) ended up hating on you
because it was actually easier than doing the work that is necessary to get the results that
>'—5"F —">ce% —' StZ' —Ste %ft—-a SI> of> SfTt .. fZZ%ttT >'— Oceote
<o «— """ St e'et>04 ' ™MSf-1"1"4

My best (and only) advice to you is to avoid these people. You can prevent these people
(most of the time) from even getting an appointment with you by implementing strategies

in your sales copy. There are ways you can do it in your targeting for your ads.

But these are people to be avoided. If you're only preaching to the choir
(metaph*"<... fZZ> o't foco% & fef >'—5"% ‘eZ>5 —"5¢o% —' ot727 —* "+ 71
ZE <o fU%o"Ttetoe— ™S > 7 ™f, " _Sceece%d —SFe > —i"t2F£"F7> %o
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"FUZF %ot——co%o —'ef— ™c—S >'— fee—ece% —Sf— >'—ebtjerk— f te

to them).

Personally, | only want to work with entrepreneurially-minded small business owners
who are committed to increasing their sales, improving their process and growing their
business. These folks understand that advertising (especially direct response) can rapidly
transform their business (when properly employed) and their cool with just about anything,
except for lies and insult. | also want my ideal prospects to be people who understand,

appreciate and utilize long term thinking, as opposed to short-term thinking, which is lame.

They're not the get-rich-quick, one-click-wonder type of people. They are true
entrepreneurs and they're fully committed to using advertising and automation to grow
their business. These guys are going to be pretty much cool wiS fe>—S<e% t' feo Z'*%0 f

not dishonest with them or as long as | don't insult them.

‘A ZFf— et foee st— f St fZ "—Fe—<'eB 0 ' >'— co—Fet - %
ot co—fet —f <ee—7— —SFe8 " ...'—7e%f ¢'—4 fihdatypurgalizde —7Z - <
that you can eliminate the fear that you might upset some people by doing your best to
completely avoid doing presentations for the wrong people. Do your presentations for
'£9ZF <o =St ..S'<” fet o ‘ef FZ7efd ‘¢ nextistep in this-process. — —

Step number two is that you want to be polarizing right from the start. Being polarizing
from the start means that | want your ad copy, your sales copy, your sales video copy and
everything you put out to polarize people immediately. This goes hand in hand with
attracting and repelling. Interestingly enough, polarizing and not being (kind of ) a jerk keh

of don't really go together. Why?

Because one of the aspects of being a polarizing personality is that you repel anyone
fel 727> ef ™St je of 5 7 «ttfZ '"'e’t .. —& Scee f,'—— “—Sce " f
TMfO— _— f——”f...— fo)‘o:t TMS‘T. o' (e fZ(%ooo:t._ TM<_S yi__m Nfz_:t
MZfrcoece% <Ataa 0" —Ze"H6 >'— fi ' temdremagneofieu>’— 15
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will become to the prospects that you do want. Now that makes a whole lotta sense, right?
o <o ‘Se —eft —' of> <o Sceo ""fefe_f_c'ee ™S S ™ME"E %"Ef— &

‘Zf'c<ecoe% Titeei— otfe —Sf— >'— «S‘—libWeydr, it's'tofdllyokfy-<‘+fZ4a
to become confrontational if you want to be. When you're polarizing, your ideal prospects
catda 0-SF 't ZFf ™St frf vitcertedt =t Zeod fot ,—> TUe st —
ot . f—et >'—5"1 «f>ce%ohfor.0' Novainttsexample | gave you earlier
(where | used the doctors and the patients), | could be polarizing in their advertising by

saying:

O Sce <o of— "7 rp 7t ™S Sf_f 1817, cetd Sce o $6__T} 17
couch eating cheese puffs and captain crunch all day. This is hadimreone who's looking for
an easy button. If you truly want to take control of your healthéyour fithess, you need to be
committed to doing whatever it takes to extend your life, have the most energy you can, so you

can take better care of your family and enjoy the quality of life that you deserve. Now ifrgou '

o' — —Sf— "F"e's —SFe —Sce coei— """ 5 4

Sf—ie f ece’ZF £8fe’Zt 7 S'™ ¢ [ Zf"cco %o fe > — <of %oc¢
sit on their couch most of the day eating cheese puffs and Captain Crunch are going to think
™Ste —Sts "tft —-Sf-€& Sit>i"t %o'co¥%o — Sf-F >'— f ——7eft 77
~Sf-4 SI>i"t %o'<o%o —' ,F —Sceece% O™ FTf'F s'— E—1%IF f
people who wantto sitonthe... —...S Ff—<e% ..Sttef '— "o feot . f'—fce ..."—
E—o— fo cootoec—c"F EL"e <o MSfF_ _SF5i"t %o'esf —Scee f ‘—— >'—8
<t3fzZ '7te't—e =Sf—>'—i"ft Z'e<co% —' f—="f..-& -St 2% ™S .

intht ...S'<’& ™MtZ7Z4 —St>i"% %o‘<e% —' Z<cof >'— 1t te o4 ™MSc .S «

By being polarizing in your ads and messaging (which makes you more magnetic to
st —" PR fZ et A —TZZ tETEZY f S<%St” ZF7EZ 7 fT T cec—> ]

presentation and your closing process will become almost effortless.

Yes, this chapter is about helping you create the ultimate presentation (which includes
—St . Z'eco% " ...Fee & ™Sc...S e f, —— =" —e"tcZa& £ Fie f 17
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polarization. A while back, | ran a survey to people who had registered for some training
online. There were about 1,500 who took it. In the survey, | said, "Would you like rtee
show you how to transform your advertising into new customers and more sales, as opposed
—* =St «of . <"t o= f—ft%octe —Sf— > —i"t ,fte —ece%EO

The numbers were simply impressive. Most people really wanted to learn how to create
fT 7 —coco%o <o—* ofZted o ete—ctett [FTUFA o> <tIfZ et
wants and is predisposed to use advertising to promote and grow their business. The ideal
prospect that | consider to be ultimately ideal is a small business owner who's into
advertising, they understand and appreciate the benefits of hard work and they're not

looking for an easy button. That's who | want to attract.

If I know that people who don't want to advertise, who aren't serious about their
business, who aren't entrepreneurially-minded, but they are into getting-rich-quick (and all
that stuff) are the type of '£’Zt —Sf— (E—e— T'e5— ™fe_ feo  —e_‘ef”e §
probably going to end up hating on me anyway because I'm telling them the opposite of what
they want to hear... | might as well repel them right up front. | might as well just try to push
them f™ fs> feo “—c..eZ> fo "teec 7ZF o —Sf— frei- ™fe_t o5 —cof 7
<o’ "—fe—7>8 f...f—et —Sf—-5¢ %o'<o% —' ,F “f"> ef%oet—<... —* —SF ‘o

When you polarize and you're deliberately repulsive to the ones who are most likely
going to say no anyway... the ones who are most likely going to talk bad about you anyway,
and the ones who are most likely to not like you no matter how cool you are... the ones that
you do want are going to be more magnetically attracted to your message, and they're going

to be more effectively prepared to say yes when you do your presentation.

Yes, this is ultimately about making a powerful presentation, so stay with meStep
number three, continuing down the path of, "What's going to happen when | get to point in
the presentation where | ask for the sale? Are they going to get mad at me for trying to sell
—Ste o5 o' Z——<'eB0 <o = T "——fZZ> RteFe— ™S 5" "Viert

‘TM je et —fZeco%o [,—— O0¢'— Z><*%O St "tA e —tZZco% >'— -
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—Ste %ot——<e%o ofT fol ‘" of><ce%o o' ef—-Sce% ,f1 f,'—— >'—& > —i"%

you start your presentation) that you're going to try to sell them something. While the

~S ' —%S— ‘7 —FZZcs% —-Ste —Sf— >'—i"ft %o‘<e%o —' —"> —' o177
Mlefe—f—cte of s "Vife st — ' f . f—ef > —i"F o' 77> ¢'ZF ‘o
will also make it a lot more comfortable for you (and for your prospect) when it comes time
to actually make your pitch.

co—Fed ™MSFE_SE” > —i"F tic<oe% f ™I, <of"4 [ %o ' dofaeg Zte '"ie
Miete—f—cte 7 5t 0"t "t "tco%o [ T<tdt ofZte Zt-——1%7 & ™St
%o <o%o <o —Sf—>'—i"%t %o‘<o% —' %o< "t —Ste —SE Vo —ec—> —f ceTFe—
not going to have that pressure of trying to make a perfect presentation and pitch.

f— ™fei— % "7'e @oLyicKy presenter who transforms into a Mr. Fearfully-
Attempting-To- £2Z t—tta ‘— ™Miej_ SfTF —Sf— TE"ctco%o . te.l i
iefe—f—c'e —Sf— >'—i"f f,—— —' eetfe <o f ofZFe '«—..S —Sf— %

TM:t”<.f"o f.T en Z(Ni _”f(o(o%oo '|'o ‘A_:I:o fooi'l' ¢ %O(N:I: :téf.’z:l:o en
worked for me. Here are a few that | frequently use today:

Stf” '£Z%t “—'—=F —-Sf— "F"eF "¢ —St «,Zf —-Sf- sfsea 1" —-
SF ™t —=Ste t' —e—' >'—5 fef ™MSZt tlej— ee'™ St i "Ht7 f
appreciate it when people are upfront with me regarding their intentions. As an example, if
you and | were working together, I'd want you to be upfront with me about your interibns.
Because of that, I'm going to be up front with you about mine. I'm going to show you X, Y, Z,
in this presentation [or video, webinar, letter or whatever], so when we're done, you'll really

know how to A, B, C. Now obviously, that's just results and topics.

I'm just giving you a variable there. At the end, I'm going to offer you my product. I'm
not going to be obnoxious or disrespectful about it, but I'm going to do the best | can to show
you how valuable it is so you'll try it. Now some people don't like that and that's okay. |
understand. If you're one of those people, then justgg ST f T fet —1ZZ oF o*™ 7 7 ¢
watching a VLS or on a webinar, or whatever, hang up, or leave this page right now) then be

sure to leave when | start talking about it" Here's what's interesting about that. The fact that
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| was totally upfront with them about my intentions and the fact that they have remained for
the presentation gives me total permission to sell as aggressively as | want to after I'm done
TM(_é _éi "(n._ ---”<_<---f2 ._:ta (~ _S:t _Z_(.f_:t ’”:t.j:._f_(‘. ~em g

genuine value before ever making your pitch.

s Sofe—cotZ> SEZ co%o EUZE <o > 7 fetefocte T<Mem & 5> —i”
ability to actually help them, which makes the closing aspect of your presentation a lot easier.
Now | know that some of you dt %o‘<*%0 —‘ of> —Sf— > —fZZ<e% '"'o’'f..—¢ =S|
try to sell to them at the end of your presentation that some of your prospects are going to

end up leaving the presentation early.

oF >f— et ™ ™MSF_4 5 _j"F "<% S—4a Matoal?SBeeause thkedpeopf <o —S
™S ZEfTE > =" Eete—focte Tf7Z> fT-F" > —i"F 21 —Sfe -Sf->"
the end) are the people who would not have (under any circumstances) purchased from you
anyway. No matter what you say or do, they're just not going to buifelling your prospects
CJETTE > = e f—cte —Sf— 5>'—i"Ft %o‘<o% —* '<—...S —Ste f—- —-St
Zfrcoef—cted  —TZZ tet —' "1'1ZZce% —St vte’f.—e —Sf—>'— t'e

ideal prospects are going to end up appreciating you that much more.

Why will they appreciate you even more you ask? Because you're one of the only people
(if not the only person) in your marketplace who was honest with them about your
intentions and actually cool to them diring your presentation, which virtually no one else
trted "5 '—i"F "ffT - —Sce "co— <o —St ‘‘ed —Ste e %o‘co%o —' feoo

beginner or a get-something-for-nothing parasite.

You know as well as | do that most buyers (including you and me) are jaded. We all feel
as though someone has taken advantage of us and/or mistreated us in the past. To some
tT3%"tta ™Mti"t fZ7 eef’'—<...fZ4

So, the more honest, upfront and genuinely looking out for their best interest we can be
—* —Sted —St %o"tf-1" —St<” ZF"EZ T —"—e— 7" —e <o %o'co% —' T4
it always comes backtoyou. "—f” >*—i"t "t ft —S”'— %aBdmy $&Fipts whiat if
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forfet 7 =St t7ffttt O f-3"°46 Stet f"F —St 'fZt ™St frf of
or who might say bad things about you. Apparently, there are haters on the internet. Who
eef™ _Sf_ _—Stef "Zee trei— Z<F —etf” —St "o fO %" 278 -

important that you understand a basic reality of business in 2016.

‘ei— L FZc¢ETE of&  "rce% ‘%o Z <hdanosDiloved figures in history and

>'—VZZ "ot o t7Fe 7 0t ZF ™MSE fUE efsce% ,fT —S<o%oe f,—— =S
they are. There are people out there saying they're terrible people. Understand that once

> — 07 L ScETEY FThe f ofta—e T oe— L Teed «<— ™ ej— of_—1" —S
most helpful, most integrity-s<e T3t "$7e'e <o >'—" of”et & —St"% "% %o'<o%o -

there that are going to say bad things about you.

‘M MG f e f e ' —f77 >'— ef> 7' Wout adit, Buth khew " Efe >
™MSf— e —fZeco% [, —— STF o "EfT ‘& Fefe,i” ™MSf-  efct8
—S e TFete —t " Cf L FA '™ e S — %S —SE>i"f L M™MfTTZy 2t

they can actually play a vital role in your success.

Sf—-& ‘™ie —Sf—-a fe8 [f-1"e ot >'—" ofed <" —Zf—<%
keep your business in the spotlight and expose you to new prospects who may have never
SEf"t 7 ot — ,F"ta —— ™rei— —Sf— S—"— o "1 valupswfie " > —
—Ste «—ie ZcotZ> —=Sf— >'—" «tIfZ "ot - fet —e—tef”e i %
Sts>i”f o= St —>'f - f——tof—<.. fZZ> FZ<t"f fof —"—e— ™MSf_ _
fet —=Si>i”t te't. . «fZZ> o'— %o'co¥%o —' o™MFZ7'™ ttgn phy—o...S 7

O T4 4 ‘o:t”4 f—i"4{8{7 TM(——i"é..."c’ié

Y TE e "o %0 = f ... 01 7ceS oot _Sco% "Tf27> ,<%d Sf-t
have to protect yourself against. The ones that you need to be wary of are the naysayers.

Your friends, co-workers and family member who mean well, but continually try to put the

e, oS te >t —" %o'fZed  Stet "'Zee f"F —St ‘efe ™St of54 0 ‘—i"F
‘—iTE fZ7Efts of tE f Z'= 7 efedsd ™SH Frei— >'— —fet «— ffe> 7
the folks who havt Z<e$Z7> %o< " fe —' ‘o —S$<” %o'fZe fot fo f "te—7-4
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else can be as dedicated, motivated and compelled to up their game another level. They may
fo.——fZ2Z> otfe ™MFZ7 fot ,t . AS&FHZ7 " $7£"4 gthaljout yobic s %o
online. If (and when) someone does say something negative about you onlineS " i« f

formula for dealing with it properly.

t7tie Sy

"e—§ ofef e—"f —Sf— fe> e Zfco— f, t—— >'— ‘eZcof f —— 5"
—Sf— >'—5"F etZZ<% [ %oFe—cotZ> %'t "'t— .- 7 ef""c..f& -S|
fo.'—— —Sc<e%oed fet >*—5"f o= fce% f E$"> & —Stemake&F <ot c—

eco—feta Striie o> fT7c.. 14

<3 <— <ooftof—FZ>8 7 eteftet Tte—e f L e'Zfcoe— ‘eZcet f t—— >
™Sc...S < %o'<o%o —' Sf'lFe f— otet <o .. f—eF >'—i"Ff S—efe S
give you. Fix it first, then own up to it online and then post how/when you fixed it. Tell the
e Zfceco% TETete <o 5" Tte_ 4 0 Sfees N7 Vce%oco%o <— fo'te> f——1
- <8 «—= """ >'—46 e ‘—i7F tfefa ‘™M " St Sf-1" <o Sf-
"t —teeted ™ Hefinitlygoing to happen at some point, then ignore it. Fussing over
(— <ooi— %o'co%o —' "Fe'Z"F <— fot <—ie o'— %o'co%o —‘ efef >'— fe> otei
Yt TMUei_ w77 5t e M Cfeecte fot EfZ > —iZ27 fof

—* S« ... S<Brytdtelatians on getting into Harvard, kids. Unfortunately, your Dad can't
"f> =St ——«<—<c'e F . f—eF St tctei— ofed Feo'—%S e'et>a t Sft f
because he was afraid that Mr_Online_Hater_919 might say bad things about him and his

business online he never put his full effort into selling."”

If you are letting this fear diminish your willingness to approach selling with passion
and zeal, then that's essentially what you're doing. You are deliberately making a choice not
to do business to the best of your ability because you have this fear of the inevitable people,
acting typically under the guise of anonymity, disagreeing with what you say ... AKA hating

on you on the internet.

It's inevitable that there will be haters who post hateful (and untrue) stuff about you
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online. Make sure they're not right. If they're right, fix it. That's it Simple, simple thing. If you

give into that fear, frankly, you deserve to lose.

If you give in to the fear of the haters and you deliberately pull your punches, you
deserve not to have the success. It is a self-inflicted wound. Success does not reward the
™t fed ‘ei— F ™IfeAd f e—"'e%da eft’e—fet —Sf—"t"ZF "% %o‘<e%
matter. As long as you're being confident and treate %0 '3 ‘'ZF ™<«¢—S "fe'f . -8 fet fo
>'—5"F —feco%o %'t ..f"F 7 't Zt <Aatdd 0> —i"f t'coe%o —St "<% S
not right about you being a jerk or whatever, move on. Proceed anyway. Let your success be

the best revenge.

Step #1 for Getting (More) Sales Easier and Faster : Eliminating Unjustified Fears
A few pages back | briefly talked about how a lot of folks are sabotaging their sales
iete—f—c'ee f..f—et —St5i"t f f<t =Sf- —St e tamalef> —fZ7

“EfT —Sf— ,—ecefee ‘™aefTe fof ofZfe " "feectefZe SfTIA ‘™ _ S
o'".fZé TMf._ "t .__‘o_(o_:t w > _:tZZ(.%O L _éf_ (—Te o' — a OT ”:1
to address a common misconception a lot of you have aboutthfe... — *~ ¢3Z7ZZ<*% & ~ i"f S

‘e .F 1TF SEf"T <= f —S'—efet —<oted 0 Sf—-f otZZ<o% ,f..f—<f
Last time | checked, rejection was part of the human condition. If fact, if you live on planet

earth, rejection is part of life.

St — i et — F8f"cte . co% "FTET...—c'e <o > —" 7 FA > —i"F F—
Z< <o% ‘e 'Zfet— tf"-Sa ‘4@ —S«ce o'—¢'e _Sf-4 0 Sf-F eftZZ<2% ,
Zf—%Sf,Zta Scee f,'—— <=8 S'™ «fe; 'trlilttim& thatthave-saidf — <o > —
0 S& Z'"t "tEt..—<'ed > Z< e of— e’ Zi—F 7 e o= fce% i
—">¢o%0 —" e<té& —0"F o'— ecttcoe%o oFh ,—— >'— of > [ ecTtce%o > —
all walks of life and is not reserved only for people who are trying to make a living by selgn
their stuff.

Sf-1 ,t<e% "fEt..—-tt1 fo o—...S fo>'— t'a ,—— i"f "ffta «—-
foZt —' 717 . fef ete— Qe'ie0 foet ——"e —Ste <o >teied oF <o St i
no<e—*' f >Fed "% ‘o8 tec——1ft1Zsa TFeteim o—f"— ‘—— —Qje ™Mf>r3
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2t —— . —=Zf"Aa —ett = "Uffet—— f— -8t ""ntfZs" Sif
8 f ec——focte Mfe _Sf ofs SfTF ,tvernSE<” ™M e ofZfeefed

My first (and only) sale was to my mom (God bless her). She and my dad proceeded to
introduce me to literally dozens of their friends and long-term customers who agreed to hear
o> '<—...S4 ™ fe of f77fct —* Stf” —St ™ "dveo wiall to Slfse thet ‘oi— —S.
fZ1& «'— ‘e . T4

| as supposed to then follow-up with them, but because | was so afraid that they would
say no | kept putting it off. If I did end up talking to them, it was only by chance that | ran
ce—* —Ste f— o> ’'fihessior whatever and | never asked them about buying the
eocTted > THfr L te=tZZ%t of fet i f—eF %of 1 <o —' —& e—..
It was almost like having the illusion of a prospect who hadn't yet said no felt better
than getting that no. | just would never go for the sale, because | was afraid of the no. For
some reason, it was more rewarding doing all that useless work that it was to just, "Hey, yes

or no? Do you want it or not? We've got stuff to do."

—Be o "efZ " 5'— Sf "t —Sf— "fflbe,cZ7c«aWUp o —" F ,<Z<—> —' Z<~
s'— ™fe_3d —St Z<TF ' — tied"TiAa T s'— '™ _Sf_ ete_ 't 7% [
> —i7F LF——%" "Efrita S fupSmarketthd -and ‘alibhiMtion is for. If most

people did not say no, you would have a fifty-one percent conversion rate or better, which is

basically unheard of in direct response. If you had that kind of conversion rate, you would

make the late David Ogilvy and Eugene Schwartz look like amateurs.

The legendary sales trainer Grant Cardone would beg you to show him your secrets.
it ,f Zcetd 0 > Fe& —Sce <o fe— frt'efad  —tiA >'—" "fe—Z-o
co ot L ER..—& FZZ oF ™MSf— —Fof oo WS rei—f It t-5+"1406

T Sfeei— ...fZZ%71 ot >t— ,t...f—eF St fet ,' =S —ett’e—fet —-S
‘eZcotA f ¢ E—eo— offoeed 6 ‘— ¢'™BF § 6 S'™ of e'ef_Sce% 1716 &

first” Sde f '"te'f..— ofs>e 0 ‘0 & <— T'feei— effed O t> T—1ia >'—7i”
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tryingtomake ali<e%o ,—— S‘™ T f"f >'— *""%” —* oF 77 oF e'ef_Sce%od >'—

to tell everyone on planet earth that you suck.

Who ever heard of a business owner having the nerve to try to sell somebody

e'ef—Sce% & 5e¢ o1 "f” %o‘<e%o —' ,—> f lfthS timdey a 10 40 your after jifst
o:l:fooé 6 :I:) ofoé_ TMf.oT_ ”:thZ) Ce _S:t %Of.:l: o:to_fZZ) (E—e— '™

watch the next episode of Seinfeld (right after | see if my boys want to head over to happy

S'—"&a Ve '———f —cef HAmBddter.”, f ... ™<—
‘A fT—t" f et —fZZe >t — 0006 >'— .fe f.. .. 1'— —Sf— Zco:

YL fZ L Ef— T ™e "re _Sf— ™Mo ekt ""=8 % ftt —1f..St" > — Sft

f.'——& —=St Zft> ™MS* Sf—tt Z<t f ant’'m&ad tEMemtafia $o AeCould 1

LE 0" =St %"<t6 & P& >'— .fe Z<"F <o =St Zfet " "tfZc—> fof oo

Don'tbe guy #1:6 ‘e ‘s feot f1& —ie Zfee S—ecZcf—<o% fof 'feo"—2
CSfTE et - —%Z27

™ fe ur stf"e ‘Zta ,—
, > but kobkoh thedAght <e 17> o1
cE> > —"e17

you é:t":t e _é(o o_”o(.%o é‘oi _éfo { — TMf. —_

Tyt— ece %

promised to pay for quality in-S*et ... f"t "
—Si —S‘—%oé— ‘o Sf~<°%o ®> A:tiZ(‘%o' S—"—
o(Tié _é(o o —"e¢e%, S‘oi Sf. %o”if_ ofoéi"‘ "_f_‘:toa

| know that's a little bit strong, but that's the reality of it. If you let your fear get in the

way, you are letting everybody down. Are you willing to let your parents, your spousad

>t —" ecte T ™e E—e— f..f—et >'—i"F f7Ufct T eteF—Sce% —Sf—ie o
—coF > — SEFT 7 etefiet Frce%o ‘7 L f<o%o Ff-te fZ<E i f—et
Realize that some of your prospects are goftdo —‘ ¢f> o' fet —Sf—ie & —e— | oc..
and move on.

Step #2 for Getting (More) Sales Easier and Faster : Deliver Value Then Close
Step number two for making the sale easier is to always deliver value to your prospect
before you go for the close. =5 f e—'%" ...**Z —S«<e% —* 1*' fot ,> ofece% e—"F

Fhotoofocedo —' > —? Pttt _8fo s fe $t7 —Ste& > f..——)
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the powerful approach.

The more real value you give people in advance of asking for the money, the more
receptive they're going to be to your offer, and ultimately, your close. Think about this from
—St et =< T f CfUEe—8 <o o> L fef T —eZ> e f fTaA i
son decides that he wants to be married. He wants to have kids and he (rightly) knows that

he must be married first.

‘M (" ey efe feett otd O fTA ™Sf—ie —SF te— ™f5 " ot ' %o
have somechZt"te&0 ~ St feedtt of —Sf-4 t' >'— —Scee —Sf— it ¢f>4
find a wife and the mother of your children, Son. First, you'll want to head down to the local
tavern, get some girl drunk, have sex with her and then there you go, she's going to be the
‘of —Sf— ™ZZ f >'—" ™MTA SFTE > —" ecte fot > —iZ2Z Z<7F Sf<

it "f-St" t<F —St T3-S —Sfe —FZZ o> o'¢ o' ef-Sce%o o SFce'—

O <o—Fe ‘o8 <o FTEY —f Tcet f ™iefe st [ fe of”">themdthesdfe ™S ™
>t —" L Sc<Zt ke fet i > —" Z<TFZ e% "ctet fot felfected > —1"1 %o
to invest some time. Finding the right woman is worth the investment of time, effort and

"fet—" . Fedd f— ot - T<x™ 717>  being wbrth thdtfmuch.effort; e f o

being worth the right relationship.

One of the ways you do this in business is by delivering value to your prospects before

s'— f——Fe'— —' L Z'¢f —St ofZFa " > —i"F co—t"Fe—fT <o VT — <o
custome”e >‘— ... ‘" 1t"—8 —Ste ofZ77¢e% o' "F —* —Ste Zf—-%" t*™e _St "f
to (metaphorically speaking) grab people by the lapels and say, "Buy my stuff right now or

—St ™7t ™MZZ fet feo st— o' ™ (3 fet >'—" 1'% Thinkthat”',f,Z>
my exampleisabitfar’t—...Stt fet "<tc...—Z'—e& ,—— —Ste f%fced i"f ot
Z<ot —Sf—a —ie o= ot . teef">a

One of the cool aspects of marketing your stuff online is that the ability to follow up can

be automated and effortless. Let me demonstrate my point to you by giving you hypothetical
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e(——f—c'e ™MSE"E ™I Y%o'coe%o —' —"> —' . Z'et f ,—ecefee ‘™Mef"y
ef feot 1Z2Z —ef o> "FfZ 7' fesctefZ ot <. te ,—ecofeedo St <ti;
sell marketing automation to is someone with a business, who wants to sell online. So, the

first thing that | want to do is first determine if this small business owner dude wants to use

the internet to sell more of his goods and services, because if he does there are all kinds of

things | can do to help him be successful with this.

R & "tTcE ™ TMgf_ f' e nen Sced TMf._ —C "ET¢x™ ™S §
to do in order to consistently sell his stuff online. For starters, he needs to get qualified traffic
cAtda 0Sce «tIfZ '"'e’t...—ed —* Sce ™% ec—tie ofZ%e "f%t « & £3§

—Stef "ot —e <Atd& 0Ztfte0 fet - T -Sf-a& StiZZ Sf~t - .7
prospects find compelling.

Nowin ‘" 1t3” ~*” ef —* f——"f...— —Sce eefZ7 ,—ecetes ‘™Met” (53144
o> ™1 ec—Fa& VZZ Sft —' efetr f e fZZ<e% ‘"7F" —Sf— ‘"Tf"e
designed to help him achieve his (aforementioned) goals noted above. In this exampléZ Z
run a Facebook ad that sends him to my content that shows him how to do these three things.

Next, | offer him a free report that goes into even more detail on these subjects which
convinces him to opt in. Once he opts in, he receives the free report and | give him a few
“17> StZ2'7—Z7 “<ttted 0 FUE5e S'™ —f %ot efef o7 _Vf""c 4

By the way, now that you've got some traffic, it's probably a good idea to send these
leads to an opt in page where you can capture their information versus sending them straight
to your sales page. Doing that will work much better for you in the long run. If you'igoing
to try to sell them something, here's a way to structure those offers so that they're

compelling.”

If I help him do all of this stuff, the next logical thing that he's going to need to do and
likely want to do is now start automating his sales and his fulfillment and follow-up. If I help
him by demonstrating how to set all of these steps up before | ask him to buy my automation
services, heis goingt ,> “<"——1 7 —SF Tfec—<TF TUTMFT efete_—o _Sf— i~
him), want this from me.  ¢<%S— fes Sced 0 >4 S'™ f"F >‘'—byksieplo ™<-S
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cee—_"— [ —('ee %o f "t >'— "7 %of——<e%o o "F —"f "<...86 T ¢<%S— of>
say, "You know what? You might be interested to know how to automate all that, so you can
efed $71">—S<e% f Z'— o'"F ..‘eece—_Fe_86 fit —Ste of>4 6 fea -S

”:l:o"ooj:é 6 cf)é_ > — TMfo_ o:t ¢ éiz’ > — T‘ (—eé 1: 'f)'é. 0 —"Ité.é

Now what | just reviewed with you was the whole pitch. It would be relatively simple

for you to do. Guess what? You can actually do all of this stuff. You should do all of this stuff.

ce—fed —St ,—><e% ...>...2ZF "7 S<%St” fet Iy takes some tfmel oF”"c...:
_o_‘o:I:”o T‘QT_ 0(0’2) S(_ y " onio ’f%o:té o:l::t >y " ‘AA:I:" fo"' _S:to
—TJe f T fee f.T _S:t ”_o(o:too ‘Mol "e TMS‘ f"i ™cooce% <%0 ™ (

who have figure out how to automate the process.

Pt o™ cefre MECE [ % if- —' <27 '— Tt ..—e& ,
L2t —F7s L2t Zco— Utelf—e ™S fref_ ee'™ of f e S eof
f——Fetdde fo it f 3t = f ™Mf e " S'e %" —' " f——Fetebdre ,—> <ot
Tiot f ™3 cof” 5'— eo'™ ™S F_ o _f7eco% f,'——8& o'o— ~ St f——1%
et 7 —St t7fe—4 —— —Sce <o ——fZ7>5 ¢'"efza St>iZ2Z ,—>8 ,—— "<

more value you give people in advance of the sale, the easier that sale is going to be.

The third step in this process is really, really important and that is to know your
ettt =T (LET...—cteed ,E7UE >'— efed >t —7 '«—.. 548 -extited "7 e f .~
"ETETFZ <o %o'co%o —' SfTE fe t,EL I fmcte T FTUGo  —Hec e —T[ra -
easier and a much more effective strategy to address and overcome objections before make
st 70t _Ste <— <o fr=F" >'—" "ot = ["<o%oe <— —’ ™Ste > —j"F
address them before you make your offer and before the close, all they're going to be thinking

about while you're selling is the objections.

You could be showing them the coolest things ever and they could be unbelievable, and
their entire mind is going to be focused on, "Yeah, but what about this? What about that?"
So, when is the most effective time to address and overcome your prospects objections? Do
it during that part of your presentation where you're delivering valuable information and
help to your prospect. On occasion,' —iZZ fZe' ettt —* ftt"tee —Ste ™MScZ1f >'—
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Formulas in a following chapter, which is great.

By the way, if | were trying to sell you a course on how to close things, | just did it to
you. | just brought up your objections: "What if they get mad at me? What if they say bad
things about me on the internet? What if they say, 'No'?" Those are the three biggest
objections when it comes to sales. This entire chunk here could be modeled and turned into
a pre-pitch value delivery, which is 100% overcoming the objections. The name of this is to
really understand what their objections are and overcome those objections before you make

the pitch, otherwise, they're going to be worried about the objections.

The Blueprint | Followed To Get My Results :

Rule #1: Dominate Your Emotions and ThoughtsThe number one reason you don't
close it is because you're afraid, "What if they get mad? What if they say something bad about
me on Facebook? What if they say no?" | demonize these objections, by the way. Pulling your
punches because you're afraid people will get mad at you for trying to make a living is like
sitting down and writing them a check You're stealing money from your family when you do
this.

Rule #2: There Are Lame People We All Deal With. Next thing you're afraid of is people

saying bad things about you. Unless you're completely invisible and totally unknown, people
are going to say bad things about you at some point or another. The more successful you
become, the greater the chances are that this is going to happen. Don't be the guy that has to
end up telling your daughter, "Congratulations on getting into Stanford, sweetheart. Daddy
can't pay the tuition, because he was afraid Mr_Online_Hater_919 might call him names on

Facebook."

I'm demonizing that objection. I'm also genuinely helping you overcome it. Hopefully,
this helps you not worry about haters as much. Same with fear of no. If they didn't say no,
you'd have a 51% conversion rate or better. That makes that objection a lot easier. You're
like, "Oh gosh. Maybe everybody else has the same problem | do. It's not so b&f.tourse,

it's not so bad. No one gets a 51% conversion rate or better. That's crazy. I'm helping you
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overcome those objections before making the pitch. Now | assure you, there is no pitch in

this presentation, but I really set you up for one. That's how you do that.

Architecting A Dominant Closing Formula

Now let's talk about the formula for engineering a close that | learned from one of my
first copywriting mentors John Carlton. He taught me this strategy at a $15,000 copywriting
seminar of his | attended in Reno back in 2001. | brought one of the sales letters that | had
been struggling with to the event and asked for his help getting it wrapped up. He was like,
"Dude, it's the easiest formula: Here's what I've got; Here's what it will do for you; Hege'
what | want you to do next" It was a little more complex than that, but | really boiled it down

to those basics, and it works:

X Here's what I've got.
X Here's what it will do for you.

X Here's what | want you to do next.

After that, | started expanding on that formula, mainly because he was like, "You know

what? You left out some stuff. This eventually evolved into the formula that | use today (the

‘ot e fLt—— =" %o< "t >fa-fafaSce%xh> TTME" 7 [ Z'ece%o "'Ve—

of the credit to John.

Here's the formula:

X Here's what I've got.

X Here's what it will do for you.

X Here's how it works.

X Here's what | want you to do next.

X Here's why you should do it now.

X Here's why it's safe and smart. (This is where you would do a guarantee or an anti-
guarantee.)

X (Optional) Add bonuses or boosters such as price reduction.

X (Optional) Add scarcity.
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x Finally, recap what you just said.

Analyzing The Formula  Critical Success Points
T—5¢ %' ‘"f” e—F’ <o —St "' tee SE"ta SF 0 1735 ™MSf- 57f ¢
introduce your offer. If | was selling an in-home hair restoration system, | would sayldday
| want to tell you about an exciting new way to regrow rows and rows of your own hair."
Sc...S Ztfte of t<"t...=Z> <o—'4 0 £"f5e¢ ™MSf— 5% % ‘'—46 6 —5¢ f o
If you want more hair without using creams, potions, pills or surgery, this is for you." I'm
literally now stating the name of the product. Here's what I've got, a new machine called

InstaRegrow.

St 13— 'Sfet St"F <e4 0 $"15e ™MSf_ «—5727Z t* """ >*—&6 6 Sf-
is you just hold it where you want the hair follicles to start growing again and it does
everything for, and it causes your hair to regrow faster than it would grow naturally on &
own." All we're doing here in this section is just stating benefits. "This lets you regrow your
natural hair faster than you could with pills, potions or surgery without having to do any
manual labor. In fact, it's so easy to use, you could have your spouse or your roommate help
>'— fot —=SE>it fo.——fZZ> te@E'> —eco% <—&

Next thing we want to do is we want to focus in and expand on how these benefits are

attained. It's no longer (effective) enough to simply state, "Here are all the benefits you're

%o‘<o% —' "Ff..t<"F ™Ste 5t— 5 e e——""6 & ,t..Weneedth'Zt t'eF
T:l:o‘oo_”f_:l: S‘TM " ’"‘o’:l:”__o f"i %0 ‘<* %o —° f__f(o _é:toi ”:toi’\(_oé
»'— of>a ,—— -St> ™77 t7Z<t"% T""éf—)‘— eS'™ _Stej o — S«

simple laser that uses infrared light technology and robotic engineering to stimulate hair
regrowth while you relax and chill out.” "You simply place the unit on your head and direct
the beam where you want to stimulate the follicles to start growing and then press the

orange button.

.._f i%ou;TM.I.. 2(_§<_. "f__:l:n> l‘TM:t”. _S:t —e¢—5e (.Aufui.r Zf':
that works down at the root level to stimulate rapid and substantial hair regrowth." The

average hair regrowth from using the InstaRegrow is seven times faster using creams, pills

93
Copyright 2016 All Rights Resernk&zh Newhouse & Co., LLC




fot '"—ctoe fof f ™S ce% U —cofe "fo—F" —Sfe e—"%1F"> 'Z—e <—Js

Z—ed >'— ™iej_ SfTf ¢ M, f i te f" " feece% o f"e " SfTco%0
Sf<” "fZZe '—— [T—1" e—"%o<...fZ <veAficsifiple thidt no-eiie (not BVENE ... —<
>'—" et _ef M(77 oo™ _Sf_ 5 i"f —ece% <— —eZFfee ' — 7t St

What | did there is | just explained how the benefits are going to be fulfilled. It's not

enough to say InstaRegrow regrows your natural hair without pills, potions, solutions or

«—"%t">& f——"'ef—<..f272>4 5°% %o'— —' —1727 —Ste S'™ (- ™ive,
At e fet U f —"fceco%o . '—"et —Sfo Sfe e—TF 7% o t—Z%ed >’
modules you get, and thisis how eache $ <¢ %o‘<*% —‘ ,fef «— >'—a6 Sf-F"3" -§:

that your product or service delivers to your prospects, you want to paint a vivid mental
'¢...m—"t —Sf— StZ'e —Ste ottt <Af&A Of..——fZ2Z> <of%<otO —Stes
it.

The next phase is of the Ultimate Presentation Formula is, "Here's what | want you to
do next." This is where we literally tell them to buy our stuff. "If you want a more youthful

appearance by having fuller, thicker (real) hair on your head (like when you were in your

trie & ™ fe— —* eiet 5 fo eerf $%™ ™M _tf>a 8% "cie <o E—
e S o %ol <%oS— ,FZ'™ —Sce "ctf'a>'— 5 ettt f ,———‘e —Sf— of
Sf<"& of——"f2Z>85 Zc..» <= feot —1Z&aRégronS IWhen-you've tone—"

that, tell me how you'd like to pay for it, and I'll rush it to you right away." I'm liteally telling

the buyer exactly what to do.

First ... "l want to send you an InstaRegrow today." That is a friendlier way of saying, "
™fe— >'— —* —> —Sced0 SI>5"F ‘=S e—«Z7Z ti'Fette— e —SF —" .
The price is $497 and that includes shipping and here's where we're telling them specifically
what to do. "Right below this video, you 'll see a buttonthatsaya 7 ¢4 ™ fe— "—7Z7Z1"4 —
Sf<"@ of ——"fZ2ZZ2>45 Zc..o «— fot —fZZ o3 ™St "f - efet > —" ee_f

When you've done that, tell me how you'd like to pay for it, and I'll rush it to you right
f™Mf>86 ™ (—je co’*"_fe_ —* "I f7callthenBwhat td do*(without bEing-

~

—Ste fo <o fe—c"t - Ot <= ™G & > —i"F %o‘<o%o —* Z'et f Z'= ‘"
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human nature of procrastination will win. We are always subject to momentum. In this case,
momentum is human nature. When it comes to finishing projects, getting things done,
0'—"...Sfece% —Sco%os —St> ™Mfe— fof otttd fStee & -St "F"™SH

will procrastinate.

When it comes to purchasing your stuff, why do they procrastinate? The number one

reason they have for not being able to click the buy button is due to their own self-doubt.

Foedo £7 '™ _tZt st f CE™ f%te foe —Sfo > —if %o'e —' ee
T(Of"o y " ’”‘.’:t.“_.l.. ‘”E:I:”._(‘.. ,,:tA"’:t _éi) .f.:t —Si‘é _:I:.. ™
_8t ofet —Sco%o <o —Sco L felA  —if %oim —' ee'™ FSTFT 0 <ot

the most part) going to want to procrastinate, so to overcome this and get them to buy now

we say, "Here's why you should do it now."”

There are a variety of reasons we can use as triggers to get the prospect to buy now.
One of the most used triggers being used today (online or off) is price. If we're using price as
a buy now trigger, we would say, "This is part of a special promotion. This price is going to
go up in XX days." Now if you're going to use any sort of deadline based trigger, you need to
make sure that the deadline is real, actual deadline. You don't want to have a fake deadline,
™Sc...S <o Zfetd <ot iTF ofct -S" —%S‘—— —S«ce ,fed Tlei- Zct
Zfef ™fs — " f— "10Z% fet Zc<fe fol tTH. F< e fZ™fsre Z'ef <o —

o —SF” ,—> '™ " %o%oft” —Sf— ™t . fe —ef —Sf-ie —e—f77>5"
timer that you put on your page. The countdown timer shows how much time remains for
—St et fZ et ctefZ YT Yt e f L fee - —St —Sce% >'—i"F
(— "FttE e st et —e ' f "f%F —Sf— ef>ed 0 ‘""" —t1a& ‘—
fe &< ftoa *” ™MSf_ft"1"a

There are several applications available for countdown timers at your disposal.
Sf—1"1" —>'F 7 e f7. <= >'—i"F —ece%od S ™I"E"A <=5 %o'— —' ,
probably violating some regulations, and you're going to lose credibility with your audience.
So, deadlines work but you always want to make them real. One thing is going to be price.

Another thing might be supply. This doesn't involve a deadline. It does, however, need to be
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real. You would say, "We only have a limited number of InstaRegrows in stock. They take
"% SZ> "< f ete—_Se it F f.f—eFt —St>5"F —<Z- > "f-<"%

If you delay, you might not be able to get this opportunity again for another five months
and your opportunity to impress the girl, get the promotion or regain your confidence and
Vi—fZ<—> of> 1 "% > —Ste40

In this case, we're giving them an implied time constraint based on supply. If it's logical
and it's true ... it's got to be true, obviously ... if it's logical and true, use it. Yoleddo use
everything you can. In this case, we're using supply as a reason they should order right now.
We could combine these two deadline-driven buy now triggers. You could use the expiring
discount combined with a limited supply opportunity. Wha—ies "+ fZZ> ..."*Z f,'—— ..'®,<
—Sted —TM v Gty efTM T % %t e (e _gf_ (— T foeei— oce’7> T

literally compounds it by multiples, which is awesome!

Another exciting and effective buy now trigger is to appealtoyourpre’ ... —ie $% ‘a4 -5+
say we're selling a training program that will help small business owners attract (convert
and retain) more high-*—f Z<—> ... —e—‘ef”e co—' —Stc¢” —ecoefeed 0 £"t5¢ ™S
today to prove to yourself and your family you're not a talker or a dreamer, but a doer."
Another great buy now trigger is to sell against frustration. You can say, "Sure you can put
this off but what's that going to get you? More shame, more embarrassment? More regret

and less confidence?" You get the idea. We sell against the thing that they don't want to do.

The next phase in the Ultimate Presentation Formula (after we've said, "Here's why you
should do it now") is to reassure the buyer that it's a good idea to buy it now. So, this phase
<o MSH"E ™It _t77¢o% —Sted 6 1715¢ ™S5 «—5e of "f fet eefr— —
can do it is we could say, "Plus InstaRegrow offers you an Unconditional hair regrowth

guarantee.

Simply follow the directions and use it to regrow any section of lost and/or thinning
hair on your head and, if you can bear to part with it, send it back for a full refundle’ll even

cover the shipping." That's a classic money back guarantee. Notice that we're not saying,
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product will deliver for them in the guarantee. Instead of saying: "Your satisfaction is
%o—f"fe—FFTE&6 Te of><e% & 6 «F «— Host &ve/or tNinrfing heir on-yolus
head and, if you can bear to part with it, send it back for a full refund. We'll even @mthe
shipping.™

Every time you create a guarantee for one of your offerings, invest a lot of thought into
making it irresistib Z+& ,F——f" —Sfe "teec 75 -S'—%S— >'— . —Zt t7f" o
method for creating a killer guarantee every time. To use it, you simply put yourself in the

shoes of your prospect and ask yourself:

x What will it take to make me feel at ease to pur.. Sfet —Sce "'t — ... —& Fefe,:
> —T"f feeco%o —Sted “—Fe—ctee fo —S' %S >'— f"f —St Vet .
X How is this product going to make me happy?

x  What will make me feel safe and confident enough to order this product?

For selling something like the hair regrow—S e>e—1e <4184 0 ST eo—f 1% " ™0
can tell by the copy (which is of course is for demonstration purposes), it was designed to
sell typically to a man in the age range of say 3&¢w ™ S* of> | f ece%ZFf ‘" of”"c¢tta ,
suffering from a lack of confidence due to his hair loss. These guys are already lacking in
self-confidence so anything we can do (like offering to pay for shipping) that will remove any

possible reason they could use to talk themselves out of the purchase is worth using.

Theyve ST "1t ur tf> %o—f"fe—tte 1714 $5"f ofece%o <«— o' "F —
regrow any section of lost and/or thinning hair on your head and, if you can bear to part with
it, send it back for a full refund. We'll even cover the shipping.” Always do your best when

you're writing the copy.

Now what if you don't want to offer a guarantee with your product or service? What if

>'—" o= f—F%> <o —' |t "F'—Zec"f - —SF 17t —-Sf— >'— tlei— ™f.

trying to be magnetic to the actual ideal prospects that you do want? In some industries,

St fF 't ZF -Sf— ,—> e=—"" ee'™Mce% —Sf— —St>i"F %o'<o%o —' "
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it anyway, because they like it and want to either check it out, copy it or seeSvf — <—ie f,‘'——

so they can satisfy their curiosity before moving on to the next product purchase.

ef 7 —S% ec..Ste ‘e St <o—F ef— —Sf- >'—iZZ ottt —Sco "t —
0% F— "¢...S “—«<..e6 ""'FT—..—¢ <A1A4 Oc...fee0 < >'— foeo otf &4 o -5
buy things, read them and never do anything, get a refund so they can continue to buy the
*fS— ‘et d Tt —i"E f Tfett” efZZco%o >'—" E—es <o —Sce o¢... St for
Z'et7e "7te [ —5ce% fot "t——"ece% >'—" '"'T—epulsiveaspossibeo— - I

the customers that you don't want (the buy/return folks). With this approach, you might use

something called the anti-guarantee.

Wording it for the InstaRegrow Buyers:

"InstaRegrow is only for men who are serious and committed to regrowing their hair.
If you're a dabbler or just tossing the idea of a fuller, thicker head of hair around, who's not
fully committed to regrowing your hair without pills, potions, solutions or surgery, then it

would make sense to ask about a refund policy.

We don't offer one, because the only reason you wouldn't want to keep it is because
>'— E—e— t<te5— —et -8 " 5>'—5"f o'~ %o'co%o — —eoF <—& 'Zffet *
about regaining his hair, his confidence and his charisma have one instead; they sure would
appreciate it and so would we." You'll notice there, we're being repulsive to people who
[7te5— %o'co% —' —et —SF of . Scefd o for T—tf ™S eet™e _Sf_ S
regrowing his locks will be like, "I don't need that. My confidence is just fine, with or withd
my hair." It's almost like the appeal to ego right there. Those are your main steps of this

Ultimate Presentation Formula Closing Strategies.

Believe it or not, we can actually implement additional strategies that will make our
LZteco%o Pt Fee £TFe f——F"& V't — . co% F fe Sc<%SE” ..teTf"ec'e
starters, we can employ bonuses and boosters. A bonus is obviously a bonus. A booster is
another type of buy now trigger. It's usually going to be like a price cut or something. It

boosts response, thus the name booster. We could say something like, "But if you order
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today, | have great news. As part of the special promotion, we're taking $50 off the already

discounted price and letting you have an InstaRegrow for just $447."

That's a booster. | have dropped the price to boost the response. It's not a bonus. It's a
booster. I've done something to boost that response. Now we could also combine it. We
could say, "Plus, when you take us up on this generous offer, you'll get a second InstaRegrow
for free.” Now I've added a bonus. I've cut the price and added a valuable bonus after making

the close, which was preceded by goodwill and genuinely helping someone.

~ )‘_TZZ o "’ f.T _é(oo f”‘__ _g(o ~en f o‘oio_ Te ___‘o’\('l':to_ _E
_Si.:t ._”f_:l:%o(i. “.L.:l: _‘%Oi_éi” e .f.:t yt__m 'izz<°%o ,”‘...i.. f
my friend, means MORE MONEY for you, right.

Another strategy we can employ to increase the effectiveness of our closing strategy is
by adding and/or using scarcity (as long as you can do it legitimately). Please don't make it
up. If you're going to take the offer away, you have to really take it away. You can achieve a
high-level of sophistication (which makes your sales process more effective) using
automated implementation of deadline timers and other cool stuff, and putting redirects on

your pages and smart links and all that kind of stuff.

Scarcity works. That's the bottom line. It works. That's why everybody uses it. You just
don't want to abuse it. Use it properly like you would want someone to use it on you. But
™fc—& fo -St (.N._J;"__<f2 T—1t of>e & ™I . fe te'7' ‘ot ftta=c

closing strategy).

t—ie %' ,f..o =" =St "'ce— ™MSH"F ™F E—e— ""iefe_ft ‘—7 e
presented the available bonuses and boosters. Now we say, "Hey, but there's a catch. This

discount and the extra InstaRegrow for free is only available for X days, minutes, weeks, etc."

Now for me personally, | always do my deadlines for four days. | have no rational reason
for doing it for four days. I've always just randomly chosen four days and as it just so

happens, it's always worked well for me. | never tested it against anything else of course,
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but it's always worked so well that | never bothered to test. So, continuing with the hair
regrowth system If we were to use the fourt f> T3 ftZ<e3 <atdad 0-St ""'e't..—« Sf
—f L, —> " ecee ‘(0 ™Bytthere'd d catfh.a

This discount and the extra (FREE) InstaRegrow is only available for four days." Or
>'— . fe Zcoc— =St “—fe—<—> > ef>¢2%da 0 Sce ‘"7E" <o Zcoc—ft ¢
because we don't have enough inventory to match the demand for more.” You could also
combine those and say, "This is limited to four days or the next 31 customers only, whichever

Liefe Tc7e—80

St e—"f—F%<te -Sf— i"t E—eo— Zfct ‘—= """ 5'— SE"f f"F f-
formula for closing strategies. Now that we've broken it down into a little process, and you
know how every step works, and you've seen the scripting for each step, there's really no
reason why you just can't simply restructure an offer following this formula to get more sales
totfrd ‘—iZZ Sf™f fe't...«fZZ> %o''T "fe—Z—9 ™Mc_S _Sce "o _7f f

X You go into this offer not being afraid of the people are going to say no, and not

worrying about not making people mad.

X You precede making this offer by really helping the customer in advance of trying to

sell them something.

NOTE: "% ,ffe —ece% —St eo—f $% "™ ‘"7f” feo fo t§fe'Z2F ' ¢

Z—<of—1% T"tete—f—<te Ve—7f fot Z'ecoe% —"f—-F%<ted " ,> ..Sf
called the InstaRegrow, it's purely coincidental. In my example with the InstaRegrow hair
restoration system, had | preceded making this pitch with a series of articles or videos or

even a webinar presentation about ...

X How to catch and prevent hair loss early
X What types of men are prone to premature hair loss and what you canalprevent
and/or stop the process in its tracks

x Tips on specific nutrients that can retard or prevent hair loss
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x Tips on when to consider hair regrowth methodologies

And then made this pitch, of course my conversion would be a lot better, because |

would've whetted their appetite for more (thicker and fuller) hair and increased confidence.

I'd have gotten them really engaged in the concept of restoring their youth, vitality and
virality with a thicker and fuller head of hair and | would've demonstrated authority and

capability and trustworthiness by genuinely helping them.

This Ultimate Presentation Formula by itself is great. In combination with being of
genuine value prior to asking for the sale, it's unstoppable. | hope you enjoyed this chapter.

| look forward to hearing your results from it soon.

SELLING IS A PREREQUISITE FOR BUSINESS SUCCESS I

Selling impacts every person on this planet. Yourtbdity or inability to sell, persuade, negotiate, :
and convince others will affect every area of youbusiness and personal life and will determine the |
“—fZ<—> " Z2<F —=Sf— >'— FeE DA S fPLF TG e >l MeF o of ]
you serve and no matter howwells e ™e " —eee ™o (" "fot co —‘tofx@ .>.‘i—‘4$ll
of something in order for your business to becomeral remain profitable. |

Official Sandler Training Center (Stark & Associates, | nc.) Suzie Andrews (CEO) has several |

that can help make your business profitable againMy wife Lisa is the Marketing Manager for a large |

programs available for small business owners, exetives, managers (and especially sales professiongls

engineering firm in St. Louis and after recently &nding a series of trainings with Suzie and her &n |

St —'Zt -Sf— —Sce ™Mfe —St e S BLIHPfBFAE" S :

She said that the trainings were packed with dozeraf businesses (team members and ownership) |

from a wide array of industries and that everyone in attendnce seemed rally excited about what they |
™17t Zifrece%od  tramsferiiyordrabliity-to sell more and become moreprofitable you might :
™ foe_ —' Tcoc— —f"— = e | «fwihastarkassieiaf¥sisandlerdcofi- |
I
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CHAPTER SEVEN Downright Dangerous Conversion
—" f — 1 %oBlaelkaBelt Closing

Formulas for Sales Champions

Welcome to the chapter on increasing the effectiveness of your sales presentation. If
)‘—.I.”:t ”if-’.) _té

X Improve your ability to convert more prospects into paying customers by increasing
the effectiveness G >‘—" efZte ""Fete—f—c'oed feot " >'—4
X Want to sell more of your products and services, more often and for more money than
>'— 37" S —%S— teec,Zt8 fot >'—i"t "Ff154
X 18 tete—«fZZ> <o tfer —SF ™ML T £7E"s ofZte eteef %ot >

‘—i"t fLe'Z——3F7Z> %o'<o%o = Z'"F —S<e ..Sf'—1"& %o—f"fe—1% <
to demonstrate to you why the information in this chapter is so important to you, but first |
want to review with you one of the most powerful sales conversion formulas ever
Teo ' "F7ETa  —ie 17> ececZ fr-uséd, mostt TFt. ek T e —Zfe iTF FTE" e
>t— «—ie t7te o7t M7 f vabaetsate’sfonkinds TBe #dSsersion of this

formula goes something like this:

X 17fie ™MSf— je etZZce%0

X ftie MSf— «—VZZ t* "7 5t —

X T7fie S'™M (_ TMiv.,

X Friie MSf_ ™Mfe_ 5 ¢ ef§-

X E7Fie ™S> <—je of F fet eefro "t st _t 5 (-

The new (and imminently more effective) version of this formula is built by simply

fticed [ 5™ e t"s (A1H4 071 'e—eted & f ..'—e—f e (et
“ 086 T MS. S ™Y e ™ o _8F 0o f7. <56 e RFH LA " >
O S:l: z_(of_i "io:l:o_f_('o ‘”O_Zféé _é:t. )n_-l-":t Af.<z(f" TM<_S _

brings to the table. Delivering a powerful sales presentation is critical to your ability to sell
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> Pt —e fet "< Fe fol e Sfs =t "E - —Sf— efes T 5t — f
job during your presentation.

‘TMETEY4 f.."'ee =St L Cf"ta Viltbaly all of these frésentations are

Toetcoe%o ™Mc—S'—— f "tec—<"F ‘——..'ef "' ' todace Fdsedadtions—ie <o " f
webinars, live-seminars or sales calls done on the telephone, the single biggest sales-killing
mistake | see small business owf”e o fece%o <o —Sf— —St>i"F o'— . Z'ece% —St o
a wonderful sales presentation they somehow believe that their job is over. This has proven

to be a huge, incredibly-expensive, profit-eliminating mistake. You can have the greatest
salesskiZZe ‘o =St 'Zfet—-a4 ,—— < >'— . fei— ..'ee—eef_t St _"feef
>'— "% %o'<e% —' ZF1f"t Fe'—> Sfetitd f%f<-a

This chapter is going to cover (as Grant Cardone calls it) that critical survival exchange
co— . fZZFTA O Z'e<o% —ST FTfZA6 — %o'te ,EI>'et 'Fre—ftcoe%oda
the deal is the transfer point where you quit selling and get the prospect to exchange

something they have for something you have.

The close, unlike selling, is that specific moment where the individual is seeking to
acquire an agreement, with all parties taking action and/or actions and things of value are
f..——fZZ> £8..Sfe% tta " Sttt <o o $3...Sfe%ta —Ste —St i
closure, then no real value has been exchanged. This single step is where you finally become
of substantial value and benefit to your prospect or customer. Until the close takes place,

there is no real value to any help, direction or solution that preceded it.

St "fcoe— e efece% .. '— 7 Tto,workinge ofit’ 1Until you start getting into
eSf't <A4184 071 ... F< <e% —ST ,Fet c—e T ™M Vece% ‘——0 & —ST f..—-
that you had to do to get where you wanted to go, the exchange. Ask yourself this question,
0 " >'— o= ™M Tece% ‘—— E7"E 5t — "ffZcet fo> 7 —St "fe—7_-e8
Zfo—<o%o "fZ—F "o st —" £77"_e8 0

Tot—="etAa > —iZ27 F fLZF = %of— eted ecece . —ZF [ fefc—e "V'
,—— —SI>i"t e'— —ST tT"<"<e% 7.1 ,iScet ifMiB>firstplack tight?—* — ST %
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o—<7 >'— o—f"— Z'eco% ™1c%S—8& ‘" <o "<o% ,—<ZF<o%o o—e...7ZF —°

attained.

Therefore, you never really received any value in exchange for your workouts. You quit
before the close and this is basically what most small business owners do in their
iefe—f—c'esd Sit> “—c—1F ,F7"F St <o feo> "IfZ t85..Sfe% A& [
for the demise of their profitability. This failure to close the deal is the number one reason

goals are not reached and dreams are not attained.

The number one, most-feared part of the selling process (by survey) as | mentioned to

>'— <o —SE ""FiTct—e L Sf'—f" <o —Sf— "f'— —Sf— o7 7 fe L Z'eceY
—Vfeef..—<'e0 A ‘—i"F .0 Zf—FT f e—FZZf” efZfe "Hefe—f—c'e fo
Mie't - = _fo:t efef otV _ 7 f---_("é <—fe —<¢ceot "7 oy _é:t oofzz "

the transaction.

This make/break point is where small business owners transition from a confident
presentation into a shaking, quivering mass of confusion and fear. Eloquent presentations
transform into tongue-—<t 1t %o<,,f"<sS8& —St<” "fZee t%oce —' ohiMkif-4 —-St
clearly somehow vanishes and they no longer know what to say to the prospect. Due to all
these reactions, the presenter starts to doubt himself and his mission. These unpleasant
reactions are nothing more than symptoms of not knowing how to close your sales

presentation with power.

It is imperative (to your financial success) that you reach the place where you can
transition from the sales presentation into and through the close without experiencing a
meltdown. Putting it bluntly, this means that you need to train, drill and rehearse each and
Tt L feTEecte TV e 7 f <ATAA O...Z'<2%0 "'"e—ZfO0 —Sf— ie f, ——
fe "— . i Tfet—eZxostfiite e 0at

Even the most-successful, highest-paid baseball players still take batting practice and
ground balls. You and | are no different. The word professional has a meaning, so if youtwan
e ”:l:fzz),,i i.ié ._fu_ f...—<’%0 f'T 1u:t’fn<.%0 Z(.:t <_a :t'\;n:l: ,,i%
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>'— f ec<e’ZT “—1Fe—<'ethat pou BANgo frem being a person who enjoys talking to
'f 7218 ™S ZTte —fZeco%o [, —— >'—" ""'t—..—e fef ef” ... ted ™S
fot eF” " <o%o ‘—St7e¢8 foet —Sfe o—tTtteZ>8 —et8'Zfcef,Z2>8 Sf-%0...72

your prospect?

How can you do a stellar presentation and then fail to ask the prospect to buy your

e——""80 «—=S'—— f t'—,—& «— ..'efe T ™e —* _Sced 0 ‘—i"F o= "7
“f—Z-806 ‘— effd cfZZ<o% feot ..Z'eco%o [TF —™' of ff—% fet fco
T ffefee "—i"F ‘= "eTI"_—<e% ”'ePdying-Custonrers

FfT —S" —%S —Stet —' okt " feos 7 fZZ 7 —Ste 7> —f >'—
bE o f—eF Te %o'<o% —' %o<"F >'— —SF —Ze - “—c.eZ> fet tfecl>
following. Beh'ete— ™«—S >'—"e3Z7" fo >'— %' —S"' —%S —Steta ‘— .. f

to convert leads and prospects into high-value customers by denying or avoiding the facts.

1. You have bought into the notion that pressure and insistence with the prospect to

purchase is bad and must be avoided at all costs. This thought process is ingrained

o —e "7te ™MEte ™ME[TE ected "fete,t” ™Ste TM'_7% fes f
cef—Sce%  Mfe—fTA 'eZ> = f "EUcefetiT > o> frie—ea ™,
cAO  Te ettxofpUo fhefom ™S _Sfo frte—co% ecmc'ed ,—— —¢

™Mt e T fTece%o —' Lf..e 77 " etetief ofse 0 6 A O ‘= "%
CScee [ =6 A T O NTE %otm =t —fZe <= T MG e o et

As a small business owner,4+ie “<—fZ —* >'—" e— . .. fee —Sf—>'— Zff"e =+
LCET . —cfee <o FE" —f %ot— —SF efZtad Sce .fe fol oS —ZTF 1 t'e
fot Stete—a V27 %' —S"' — %S ef 1" "fZ o..."C —¢ <o f <= ™MEc... S ™,
™M e —fZeco%o f,——B T e ™MA  Mfe_ 5 0 "0 of ‘e _Sces

2. The unwillingness to deal with the emotional discomfort of handling objections.
T Sftei— effe —Sce "L —" troetee T —cofe E77F 0 M _Ztei-
invest a lot of time, money and effort to get a qualified lead into a presentation and
~Sted [ —f" f %o"Ff— ""tete—f—c'e ™S otefe——0e _f775 .t
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ece’7Z> fet —St viefe—f—_c'e ™S __ feece% 7 St of7Z%
milquetoast script thatisaron-... 2«18 fZZ ,f...f—ef *° =St Fe'—c'efZ tco

experience just thinking that the prospect may pose an objection or two.

3. Alack of belief in your purpose or product & ~ >'—71"F e‘— o' o' ZF ‘e 5" Uit
ef""¢..t =S f—- >'—it ,—pvprespectsWilliféel! it> “Fhink about the last time
you bought a new car. In addition to buying the car, the dealer tries to get you to

purchase an extended warranty.

The finance professionals that have purchased these extended warranties for their own
Nj:é(...Zi' fZTMf). .:I:ZZ .:ui s “._._t.in. —Sf. _é:t A(.f.---i 1u:A:t.‘
"t _SteefZ7Fed T ' —i"F eFZZ7¢o% f V' t—.— T eF"T L F <o > —"  —

own, your presentations will continue to fall flat.

4. Incorrectly handling objections will definitely prevent the transaction from closing.
Not having a stable of alternate closing formulas that you can use without hesitation
and without thought is the primary reason this occurs. Many times, the prospect will
throw up an objection that is little more than a stall tactic because they lack the ability

to make a decision.

4" cof «Zam> —' tet — f tt..cocte Tiheeim ot . teef"<Z> offe —
e——""A  —ie ece’Z> —SEc” ™f5 T fTict o tho YOfi Shold be ceriplibtefy ... St«<...
e T S fm > em " e TME Ffe fe— TUM it it e fet

they get it that you treat objections as another opportunity to close the deal. Not being
R ET <o =St i fere t (E T nghandled prbpéry., I <

5. Treating complaints as objections. In #4 above | said that many of you are failing to
Lot v feef —ctee | f—et > —i"t o' "EfUETA Lt f—eF >

mastered a variety of closing formulas.

e =St "Z< ectf 0 —Sce fr'—f-<'ed > '—i"F %'~ 'FZF ™St
“re 7 fe fot —815i"t —eco% —Ste <o .75 ‘e Zfco—e f
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example, every member of a recent Mastermind group | held told me (during the
close) that $6rarrr ™ fe 1S'feec™fa > "e'teete Ted <—Te S feed
business owner that has signed up to be part of this has said the same thing. You

«S'— 7t ., —-Sfee"—Z7 —Sf— >'—i"t SfTt fe'—%S o— ... .. oo <o -
joining an elite group of successful business men and women like this. | need your

0 6 St”"t fet SE"ta t-ie t' —Sc<e fet —St> fZZ t<teé &

Rules for Closing Success

As with any game that we play, the way to deliver winning presentations (that end up

with a prospect buying wha— >‘—i”% e1ZZ¢e% <o —* ~*272*'™ _St "_7tesd 7

them that you must follow if you want to convert more of your prospects into paying
—e—'ef"ed Stef " —Zie oS — 7% f - if-%T fo f "<"e *Zc..> =Sf-
any condition.

1.

2.

Ste > —i1"F HO0"ff..Ht VFete—f—ceed fZ™fse f eff-11T ™St
applies to you and your prospect.

Always present your proposal in writing. People believe what they see. That which
is seen is more credible that than which is spokerAlways use a legal pad so that you

can write out questions and responses.

ZEf7Zs [rmci—Zf—% > =" e fZa teim Seo SE™MOfri_at s
Be bold, be friendly, and smile when you speak. If you stumble or become unsure

here, your prospects will pick up on immediately. | suggest that you record yourself

in your presentations and then go back and watch how you do. This will help you to

TR = > =" "Vfefe—f—_<'ed tmitliontddlar pe” year athletes

" f..—<...T T f<Z>ang diffesént(iihless you want to continue to struggle)

Know how to use humor to relieve pressure. This is an absolute art known and used
> _S:t .f._:tn.é .:t S_.;n (e o_""y '\;u.f_ s 111:2(:::'*:1: ’”:l:.._nié
others or try to be funny. Fundamental human nature allows us to make decisions

more easily and quickly when we are less serious as opposed to being too serious.
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5. Always ask one more time. If you attempt to close the transaction and you hit an
‘CEL...—<'e8 =" fe'=St” [V f..S& F717 %<t — fT-%" -St 7
0¢'0& o ™Mc—S St ‘—St” e—"f_ft%<ted "' f..S —Sce ™Mc_S f o
—Sf— 00 tideei— et . feef"<Z> offe 0 Treim ™Mfe ™MSfF_ ' i
Tet —Sce ""Fete_f_<'ead zlisalés presentatibm afe-completed after the
w—=S 0 6 ""'e —St "ot .. -4 ‘eT— %o<"t —'& e—f> <o+ =St %ofei

success than you could have imagined possible.
6. f"f e—Z—-<Z7%F .. Z'«f ""e—Zfe otecomft fot ofe—%t"ftt VZZ %o

7. Always treat your prospect as though she is going to buy. The moment you convince

y'—"et7” —Sf— —St> tIfZ <o Z'e—8 >'— ™St_Sit” "ffZcoet «-
— M Fe >f—7 et [ — <o f efeet” _gf_ ™ (77 o<77 <" <—je e-
T —ettd e—f> Ttec—<"t& fot fZTMf>.é fZTMf).é fZTMf>. fee—-et
buyer!

8. Always maintain a positive demeanor no matter what your prospect does or says. If

—St> %ot— —'ef—& foe%o"> ‘" SEZZ f— >'—8& eff’ eecZco%¥e fol "feof
_‘ .i”N:l: _éi ____._‘.i” f.T )‘_'I.Ni %o‘_ _‘ .f(._f(. )‘_” ,”‘A:I:..(
jo o'— ef>¢e% —Sf— >'— oS*—7t Zt—- St et - tZ«—-7% >
people (especially when making a decision to buy something very expensive) can get
emotional. D'ei— Zf— —Sce —S"'™ "7 i EF...—<"F4

— 0 o L tem ZA S — fUE TEUfTETA o™ oft 8% Tfefefoc'e f

fot >'—iZ7 ...'ef ‘—— ™S f 11Z<¢%S—F1 ...—e—ef” fot f <%o%t” ,
2014)

In the following pages, lie %o‘<*% —' "1 1fZ ... Z'¢co% o—"f—F1%o<te —Sf— >
Mete—f—cles ot <<t —fZZ> " <o te. f"— <ATAA O..'s,<oce% —Sted
™Ste (—fe —cof —' —"feec—cte Ve oFZ7¢o%o >'—" "ot L~ ' [ Z'eceY
themto>'—a ™ fe— — "("e— Zco— o}TEVfZ METT 7 0 =0 "7 SfetZ<

many of the objections you face are attempts to stall. Some of objections that your prospects

raise are legitimate, while others are simply attempts to avoid making a decision. These
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et —e TR T ™M (%S~ tfeY%oti—e <o f %'t ™Mf> f..f—et —St>
CATAA 0-S1>127 eofed >'— o—""e% 1”4 o "f ..'e ctte— fot ,f——%" f,

___o_‘oi”oé

Stet o7’ —e fPE - f —ett fT-%" > —17F Lt ZF-%1 >'—" ofZF
f——tfe —ce%o —' ...'e'ZFt—F —St ...‘e"F"ec's atdA O0..7'F -St tIfZ06 &
St '*—et ‘ee 0 —f770 Z'+f Ss
Buyer: 0 ftt —' —fZe =" o> o' —eF 40
You: O Sfo " > 7 e et ofre §e 806
NOTE: There are only two answers te-S«<e “—te—c‘ed 0 Sf— <" >'—" o’'—of o

& T oSt ™eij_& ‘" A0 F ™M'ej—  —>40

t—ie SfetZt 0 6 "<"e-a

You: O Sfe <" > " e et fes ofse ) ‘86
Prospect: O F ™ ei— of> Q0e'd Fed oo'™ Sceids
You: 0 & —-Ste efFt >'—7 0 06 Sttt fet St"ta F-ie t' —Scedo
NOTE: éf_ ™ (77 éf”;t. ot _Sf. >'— —S<ceed 0O ted o> é_o”fo'l' |

— efH40 O "if-4 —SFe kit >'—" 0 6 SE"F fot S$$7146

T—ie SfetZt 0 6 «*™3

You: 0 Sf— <" >'—" ¢’'—ef ‘ee ofre ‘86

Prospect: 0 "~ SF ef>e 00 —Ste ™Mf ™iej_ 546

NOTE: Tyt et~ efye —Sf—4 —Sfe >'— ™fe_ ¢ fee —Sco “—
0o 6 —* =81 t— .= " —8% e'et>86 " -8t e'f..— ef>ed
—St e'et>d >'— ™' 7% —Ste feed 0 Sf— f, —— =St e'ei>
payment & -St «'e_S7> "frefe-4 ™S f— o

¢ T™ o:ti’ e o(o'l' _éf_ _éi o"_oi TMS‘ (oo]'_ _éi”i Sf.oT_
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the product so the objection is really that of your prospect. By knowing this,

>'—i"f L t——%" f,Zf —* SfetZt —Sit *, Capitulatingeandi”e—e o<
cf>¢o% A O 8 %o' S‘'ef fef foee st—" o' —_0et0
TSt vterf . — ef>ed 0 Fie %o'<o%o —* of> 00 - =St "t—..-6
>'— o —%o%ofe— —Ste80 Ze'e— fZ™fre —Sce o, "= ™MZ7 "7 —0S ‘——
thatthe pros’ ... — <o S—e% —’ ‘8 %< <*%o >'— —SF """ —ec—> —* "(§ «—
St ''—ef ‘ee 0 —f7706 Z'+t St
Buyer: 0 ftt —' —fZe =" o> o' —eF 40
You: 0 f%"1Tf —Sf—>'— ¢S —Zt —fZe = >'—" o’ —eFd —— " "
mine, she nevertellset oe*™ ™S te 7" f e'ef_Sce% fotf ef"F” —f
when she loves something. | need your approval here, here and here. Let me
%ot— —Sce "Eft> "7 > —4a0
NOTE This must be used with confidence, strength and a smile. No hesitation. In
rare instanceed >‘—" '"‘e’'f .. — e<%S— of>4 0 tZZ T™ceS ™ f.
TM<"¢ ”:t___f_o:t TMS:I:. °> TM(A:t of)o (‘)o‘éé og:t o:tfoo C)o‘ac’)
.(.12) ui’*’iu_ e '—”f—i%o> SS f,,‘~:t f.T f..é c‘) :_ZT .é:
it — .= 7 =St efefsr806 —me.s¢riptforabess stallfith slight
modifications.
St ''—ef ‘ee 0 —f7706 Z'+t Su
Buyer: 0 offt —' —fZe —" o> o' —eF 40
You: O T ™Mc—S >'— oc” fot —'—fZ7> —ett’e—fetd —— Z1- ot
ask for forgiveness than for permission. ‘4 Zf—ie %of— >'— %o‘'<*%o " <%0 S —
NOTE As bold and audacious as this may seem, it works most of the time. However,
T et ele” P Fe—8 Trel— —et <-4
St ''—ef ‘ee 0 —f7706 Z'+t Sv
Buyer: O otFt —' —fZe —' o> ¢’ —etao
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You:

Buyer:

You:

O <"& < >'—i"Ft fe>—Sco% ZcoF oF fot —Scee —_Sf—>'— f"i
wife/boss about everything.

0 £fS fed ™if —fZe f, —— F7F">-S<e%4ao

O “tA —Ste o8F fZ7Fft> oo ™e —Sf— > —i"F SF"F fot —Sf—
at this. | never leave the house™ «—S‘—— S$”7 ee'™ce% ™St "t e %o'<
fZ™fse —fZe —* o5 o'' _of f7'"% T fe>—Scoe%od o Z''e& o
VTt frco%o —Sced  — 7t >'— f%"ETEC

O FfS fe& ™Miti“f —fZett f, —— <—46

fe> —cote ™MSte _Sce ' Ef..—c'e <o ["—%S— — <=l ece’7>
e 77 —f.—c B SET>iTt [ZUHft> —fZeft - -8t ot
0Sfe =" —fZe =" —=SFc” o' —et oo f ot £7F"5-Sce%06 Sfe f

coming to the presentation.

Think about for a moment. If you were to, ¥ “f ...<*% 0 e<ftt —* —fZe —-S
TM(—é > ”‘..éé )‘—.I'T .(.’2) .f)é o “.é )‘—" ”‘.. ..‘TM. )‘—
cet™a 5 iTE T ece% fo —Sce TF— L et ¢ 1A Sf ee M4
et fte fo"' S:t ee ‘! TM o _é(o e ”(%OS— R L ___‘.’f.)é I—Te
The cl'ece% ~“"e—Z fe o of™ f « ¢ g vt M & 5 frf f o7

.‘.:t o~ _S:t e‘e_ ,ATM:I:”’\_Z ...Z‘.(.%O '\‘u._zlc. ce ! T™ t"a S:t “(Me— ¢
*%S— —Sceed 0 S& trei— oo™ fea  Stet U Vi-—>lthedda el

.~

"ao

Co'— LFZ<ETE —Sf- <—ie f e Z——%Z> foeefo—<fZ - %of— >'—" ""'F

(e ‘

> —_—

—e—tet"ed —Ste 5 —i77 <ot =8t 5'— SfF te'— %S . —"f

and implement these. Here we go.

Agreement Close #1 (Can be money, terms, guarantee, whatever)

Buyer:

You:

O fted >'—" o1" <. .t <o "FfZZ> F8 feec 10
0 <"& f%"tF —Sf— —Sce co f Z'= " etedrA i fT T —" 0
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NOTE: ‘™M MSf_ E—e— SfltettEé ‘— f%'IIta ,—— >'— Tctei- "
handling f ...« Zfce—& o'— fo " EF..—c'od St "e’f. . — eef™
—* =St "tete—f—_<te —Sf— ™MSf_ > —i"f eFZZ¢2%0 ..'e—¢ f
first rules of selling and it must be used as one of the first rules in negotiating

<cATA4 0...2'*<s% 0 &

Agreement Close #2

Buyer: O F¢4 —Sce 0 0 > '—i"Ff efZZ<ce%0 <o f Z'— " o'ef50

You: 0 <"& >'—i"f "<%S—84 — <o f Z'— ‘" etetra ,—— 18 f.. - ¢
CETTE L tece%o =t —SF frrice—ete— —ftfra '™  efit >'—" 0

NOTE: Almost all of your prospects will complain before buying your prospect. This

is 100% normal, so agree with it then close. Truth be told, | was shocked the
first time | tried this close over 20 years ago. | was even more shocked when
(— ™ et td "Zf™ZFeeZ>&  %o"Ft ™c—S .. ‘e'Zfce—ead —Site

0’ =0 —eF —Sco f%ofced

Agreement Close #3

Buyer: O fed —S«ce 0 6 >'—i"t ot ZZco%0 <o f Z'= '~ o'et>0

You: 0 [%"ttad o "f..—& 1t 1">'et —Sf— Sfe 7" ecYoott —' "
me has said the EXACT the same thing. Now | need your approval here and
St’tao

NOTE: ‘—i"f Zt——<o%o —Ste eet™ _Sf_ FTEYs fef 7 5 7 Zcte—o
fet o—<Z2Z7 ,'—%S— —ST "'t — .. -8 Sco "Ve—Zf tco.t—o—
as an objection and handles it as a complaint which does not prevent the sale
Trte f Ll —""co%od ‘A f..ee ™MZFt%otd [Ho"TE fet [T ™S
> teoet—e— <= f <= > fee—ece% —Sf— <—ie ef"t7Z> f

TMf)é Sf.o]'_ ._"’:tT f.)'o:t iz.:t “7te (E‘cece % ”_)(o%o (e —" -

Proactive Formulas for Closing the Sale Almost Every Time
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Formula #1: The Pros and Cons

‘e __7f e—e k" ‘et <o ™MSF_ (o ee'™s fo _St 9 "e fot ‘eed of_§
been referred to as the Ben Franklin formula, which | think is a bit cheeseball. While the
e —co%o "' —Sce TtTe—Zf <o scot T " —eesd  tteiprmialy.fore et >t —

someone who has little to no sales training or experience.

St e fef"<" %o'fe o' ef_Sce% Zcot —Sce ™MSte > 7 " of7F
know Mr. Samardich, one of the smartest people in the history of our country was a dude
namedBfe "feeZced e o—"% 5'—i1"F SEf"T 7 Sced "<%S—-€& Stef"i” it

with an important decision, he used a specific process that always helped him choose the

best option.

He would get out of piece of paper and draw a line smack dab downth «<ttZ14&
separating the paper into equal halves. On the left side, he would write all the benefits of
—fece% f ..t"—fce ti..<oc'ed fet —Ste ‘e —St "<%S— ettt Stit ™«
e — ofece% —Sf— Tt..c<ec'ed Iby-sid& dompgarispnesottie could visualize all
the information he wrote down, which allowed him to make the best decision. How about
you and | do that right now? Then the business owner/sales person pulls out the paper and

starts writing.

Using that formula is a bit fef—%—"<eS feo efe_c‘ettd ,—= >'— .. ‘'—7%
co..Zcoft —ef —Sf— ef_S‘t —* e’ Zf—F —SF . teTf"ec'e "' _fee foe
f%of(oo_ — e ce %, _é(o A‘"Q_Zf f. 2‘0%0 fo )‘_T”i T‘(.%o (— (e f ™

prospective customer and straightforward. If done properly and honestly this method can

work well in a similar manner as using a damaging admission in your sales copy.

:t":l:T. f. iéf.,z:t ‘ S‘TM > — 0(%0S— —OZl: <—a :t—]'o f.o_o:t _Sf_

stellar presentation, stated your guarantee and attempted to close the sale and get the

™ (e T™ (o ":th_('ooé(’ o_f"_:l:'l' y— — )‘_TNjZ é(— f "f%Oé. S:t ’”‘o’¢____
time to implement this formula. ¢ —S«<e f3fe’Zf Zt—ie of> —Sf— sendi”f o377
se”"«...ta ‘— <% S— ef>ad 0 '™ Zce—te 8 < >'—i"F '~ +—_"f _§S

TH.oococe fot %ot— e—f "%t —1f> ™Mc=S —Sce —*tfra "FfZZ> ™fe-
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JEof—et fo % "ff— fo ‘—" " <. F o8 —etive—fob. +BAlly <—ie o'
TMf._ yh— ":l: o_”:t _é(o e ”(%Oé— cemoy e TMéi. > — (o~¢o_ e _é

example above, | included a somewhat high-level tool called a presupposition.

> of>ce%d 04 ™Ste >'— <oTte— <o —Sce e} F ™S —e5 e’
actually going to invest in our service. This is a nice (yet powerful) NLP tactic that can help
someone get over the hump and complete their purchase. ‘™ Tleize fo.——fZ2Z> oo
NLP, nor do | think you can use it to convince someone to dost —S<e %o f %o f <oe— —SFtc¢” ™
but it can certainly provide that much-needed nudge your prospects may need to make that

win/win purchase from you.

"fr—co%o fel —e<o% f %o Ff— '"Hefe—f—oc'e U f %"if- 'Ut—.
delivered in a compellingd "+’ f...—="—Z ™f> <o %o‘co% —' "'t—. % f" ¢ "F e—
"t fZ27> MSf— —Sce "e—7f <o fZZ [, ——& "fe—""'ec—<'e <o fo I 7
ef>co%d O™ fo— >'— —* | F e—"f —Sce <o "%S— """ >'—40 >'—1i"F %o<”
0—Sce <o "<%S— "' >'—4& ™Ste > — oTfe— <o —Sce " F ™S —
ef T f ™S —ef <o fZe' f VEe—""tec—<'e]

‘4 Zt—ie t<% f Z<——27%1 tit't” fet t&fecet S ™ _8t "vie fot
TiTt fZ7tft> efcta 0&fe %o"ff— feo ‘—7 oF"7c.. % <e@& —etfTe—fo-
everyone. | really want you to be sure this is right for you when you invest in this service

™S —e40

o ™I te—ce—F > <o'Zfete—<o% —St 'V'e fof ltee TtVe__7f ™H .
we shouldtasf f sce——F fot E—eo— %o’ —=S" — %S —8f ""‘e fof .. fee ~ ™
_‘%oi—é¢”aé . —S(o foié_ ™ Fy7 -'#‘Zrz‘¢%5<f-!¢<éf%oi¥’ff>”§t<-%o—é“-<-%o

they prospect is actually going to be investing in the service.
The next stepin—Sce "7 . fee co ""f——> ece’7ZF F..f—et ™Ei"F %o <o %o

f."' ...‘00 £ —Si 0¢”~(...¢é |22 %o(~¢ > H— f. f__fz :l:éf.’Zi Ay g

you can see how it can be used in real situations. This example was taken from a recent
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presentation | did where | did a webinar presentation for an upcoming training class | was
%o<“<e%od Sce Ve —Zf ™ ettt F§..f'—<'efZZ> MEZZ fet St Fie t&5f

0 6a
X —ie [ " "te ¢3-St 'Z %>
X 117 fFe "F7e'efZZ> T'co% —Sexe "7 f Z'e%o —co
X | have a ton of experience with this
X ee!T™ TMSf_ TM "es fof ee'™ TMSE_ ffoeej_
X ‘— tlei— ittt —Sf— ofe> ofZte —* %otet”"f—% f %'t "I te—1 <
selling a high-ticket service)
X ‘o <e'Ztefe— —Sced >'— trei— ofFt f —te T Vf T i f—eF >

stuff.
X o f "fte—Z-a > — t'ei— ottt —Sf— efes . —e—tet”e F7VF (— f>
X ‘— trei— ofFt f <% Zco— fof >'— tiei— offt —' [ f feo fefoece%o
the way the sales process works.
X ot >'— "t fZ2Z7> ™" ejto $6litiard if ydu follow the steps like | just showed
you.
—ie =< fZ2Z2> <o’ "—fe— —* "fete " _Sf—  fforfblas'te- —ef fo

Llee—eef_F  ATAA O0..Z'ft0 —St «fZybdr prospect-with qualitik T

information that helps them.

Tt —iTF ™ett ™S of TV f ™MSZt fZ7Efts > — et ™ _Sf_ _C
T'Zf-ta " o>'— SfTiei— fZ7Eft> ™Mot ™c—S o184 —SteDntEe oS —7-
rules is that | refuse to present an offer without first establishing a relationship with my

o't .. —ed St ‘eZ> —cof —Scee —Sf— <= ‘efy T 5t T 7Zf—F —
etet—Sce%o —Sf—iie <oef8 teec"t8 of> —ett” Dsrra

This could be a book, report, or an inexpensive system of some sort where the

Mlett = Th.cecie cooi— Y%o'<o% —' ,F fZZ -Sf—- ,<%& ‘e -St ‘-St

—Sf—ie %o‘co%o —' "F U —<"E >t—" "Vt L — —f efed fo fe'_c'ef7 TH . coct

>'— 0"t etZZco%o <o $E Feec"tA >'— oS'—Zt fZ™f>e Sebilltthepie f...Sc<
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™ f._é T ofo(o%o PR— ‘AA:t”a ° _S(o oié_ iéf.iz(:bf‘"\ f|'~¢’”‘é
already demonstrated that | can help them by actually helping them. So, when you read this,

"fete F"A >'— .. fe —ef —Sce tEfe’ZF <o > —" [ Z'et8 foee—eco%o > —i
bit.

0 '— Trei— otft — otZZ Sf"ta —ie "IfZZ> %o‘<e% —* STZ >'—"

fol "fede £78& >'—i"F fZe' %o'<o%o —' %ot— f Z'— ‘" 't e‘efz Stz "7
mentioned) was another pro for taking the class with me. One additional benefit | noted was,
O Ste >'— —fef —Sce L Zfee 5'—i"F %o‘co%r ettt ™t 0w . T — S ZMedti
fZZ ,f ™ eco% —‘'%f—St” feo ‘et <% "FZZ'™eSc’a6 ‘™ ™MScZ% i
taking my class, | wan- —* 3 “f<” fet o—f—1% te'Sf—<..fZZ> —Sf—-c—Ts o'~ «
candy.

T fie o0t —Sce%o FZet —Zt —Sted O <o—Fe8 —Sce <o o — 77 o—
=i f %"t f— .Zfee ,—— <—ie o' = "F"F A0 fZe' IMFFeiS e Le%oS—
— ,f .SEf'a 0 Sce ...Zfee <o t& oo™t fot <—ie %o'co% —' —feF f '
your time. Completing this class can yield amazing results for your business, but make no
eco—fefd > '—i"f %o'<o% —' Sft —' ™ete t&ke the elass! -So, 1 fvankto be
W ZYfT fet =127 >'— —Sf—>'— ettt - T—ZZ7Z> ..teec— —SF —cet fot ]
o' — %o'<o%o —' "IfZ<et fZZ —SteF ,tet"<—e4b

Of course, we also have to address the question that always comes up, whickd 0 S f —
(= tTiteej— ™. "7 ot E( > fee™H” o "7 e—  § fZTMf). —St .
"VfeeZy <— <%S— e'—A T >'—i"F e'— ™Z7¢o% —' <o fe— —ST —<cof@ :
> '— " et M ZZ7¢o%o —' <o te— <o fTTE —cocoe%od < > '—i"F e'— ™77 co%
L M Z T % — e —8" %8 _8% ot «—f, 2% ..Sf27te%oted 7o
fet >'— oS '—Ztei— oc%e — 40

St —1Z27 f> fo—Fe—<c'e = MSf_ E—e— Tt > —iZZteally<... T —Sf
big benefits of working with me and then listed all the most common objections. This next
point that | want to make is significant and important that you understand. Quite frequently,
—St ‘LET..—ctee ™I SEFT "ie Pttt e fUASHEST T fAENZS, E tel Zfcload
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© fe ¥8f'Z1a 0 fe8 —Sce <o F8Fee"Fa6  —0"F f,'Z—-%2Z> ..""%
"te—<"t f Z'— '7 o> —<e1A06  IWKeny6t Book A%l torkodiak Island to bow

S—e— "7 7t™Me ffVe fet —St %o—<tF of>e4 0 Sf-iZ2Z ,f Duwarrré &
e " <o 8 heec"16 AAA "% eco'Z> ofeco¥o —8F Tcom —Sfo <—fe $28
CZfet NN TMe EFUed "% e's %e'ceYo = of> ‘7 fo Zife— totei
(= e TMA (Lo EE FeeEG B —eZFee st e’ Zs L feim R -4

o flte—c'ofZ o =% it Zcoef — ofef co —Sf— o> Zco— " 7'e (o 0o |
—ie Zf<t '—= —Sf— ™fs F . f—eF —SI"t L Z<—1"fZ2Z> ofe> o'"F
there are Cons. After reviewing the Pros and Cons with the prospect | simply restated my
‘TR a sf<ta& 0 $2Z2Z "*Zesd <" f %" Z''eco%o f— fZZ —Scs ™S of f

— ' —& —Ste ' — "FfZ7Z> oFFT = %ot fSEfT fet te" 27 <oetSt —"fco
—Sf— >'—i"f %of——<o% fZ22 —Sf ,e—efe oS ™MEF 5 fe te'f (fZ
%o'<o%o —' T8¢t <2BA& T—...40 Sf— ™fe f Tt"> e— .. feet—7 tet '"fo

"e—Z7f Std 0 Sf— ie tfZZ> FTf’'<o% <46
CeTfTecte TtVe 7 f e—e F7 Mt fe f "5 £77F L —<TF fet <=
<s’Ztete—3a e P =7 tete—focted > —iTt tFZ<TEET TfZ—18—f-
complete your conversion sequence. When the prospect throws up an objection you simply
ef>& 0 Sf— ie "ffZZ> SEf"<*% <*80

Sce <o —St ZfeU%o—f%F >'—iZZ —ef —* ‘"f7. . ‘et fo ‘' EF..—<
o'tV fe— —* "tefe " _Sf— —Sce "Te—7f <o <o'ZFoete—tt fT-F" >'—i"
offer to the prospect and they in turn have thrown up an objection. You simply restate their
CET . —c'e <o =St Te T f f_te_c'e fot —Ste s'— Vi fed fet "fe—

ie "YfZ7> SEf'¢%L 286 of> —Sf—>'—i"t otZZ<e% f f..%t,''s f7et—<
fol >'—” ""Zc...> <2& 0 ZZ ofZ%e f"F "<efZ& F t'ei— *""%1” "t —ete ™
‘M fT_ T 5 " Mfefe_foc'e ATAA OO —i"F oftd >'—" "f"6 7

et — ef>ed O 127 ,—> <— ‘e fef L tetc—c'ed > NIV Kok ofl" fN<ES 4f0
| want to redirect your attention for a moment back to the beginning of this chapter. Do you

recall me giving you a heads up regarding the use of extreme examples (no crass or foul
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Zfe%o—f% 1t —S'—%S "' —Sf '—"'tete 7 (ZZ—es-—tfdoxthagrighttf—-¢& f..
o TM 5 ™ fe_ ' fZe' "fecoet >'— —Sf— e o'— —F77¢2% >'— —' —ef —C
—Sce t&fe’Zta o "fUE ‘... foeciosd of> —ef o "< —co% Z<ot —Sce  —

purposes only.

So, continuing with our example of the Facebook Marketing Training where the

et - ef>ed 0 ™ fe— f efeds f.e %o—f"fe—FFAO ‘— TEe''eT 5 o
—cot —' —<ot 't 7% —FZ7 ot —=Sf—-8 1 1ZZ s<%oe — "' > —" —"fcoco%ol
of...*€80 Sce <o ™MSE"E 5 — %o °—”f<%o§— ce—" H'—" o [ "¢'— fot of>4
Zcot 17375 —Scoe%o iTF efde <o st —" "% fe ,—— e of— e—"F fe t!

o fei— e—"fee S'TM (ot _fe_ (— <o —Sf—>'— —fef St EF.. <
it into somethcs %o $Ze% ,> ef><e%a 0 Sf— ie "ffZZ> Stf <o% <2806 » —
o't - '—— =St "fete fe St —"feef . —c'e f..f—et St ™Mfe_tt f
[ "<ofZ6 " %o"fe fol >'— <o ——"e ece’Z5 of5a4 0 SeverythingtfZZ> S
fof——= >'—" """%"fe ,—— e o'— e—"F __feo t' —Scedio

‘™M _Sf—ie e'ef—Sce¥%o ™% . fe SfetZt <o f —'—fZZ> t< i "ie— ™,
a choice. You can either rail on the prospect and tell them (emphatically) that you never offer
refuste 3. f—ef >'—i"F —<"Ft 7 %of——co% "< TET 7 > EZE ™S —f
s fe FEET . cof oot Meetie S3714 fSEe 8 o " fec% —SE L E
light.

‘4 SE"tie S'T™M >t — e (%S— "Fe'tet = =St t—tF f,"F ™St of>e St

offer a money back guarantee:

0 <o—fe L& ' —ZT e<— SE"f fet —3ZZ7 »5—="f%Zf~FP %S -
Tfe> <—ie %o'co% —' ,F " >'—8 —— =St "ffZMFZ1-SEte —ffocS
e—'1",8 =St ..Zfee <o %o'<o% —' "I“—<"1 ftogetitdone. iTHis'Is-ane > ' —"
advanced Facebook Marketing Training that was created specifically foogle who are
serious about their success. —is o= ~'7 [ f%oceet”ed oSt e 7 rtirzE ™S 7474
frieiz ™McZZco% —' ,f..o —SiFd %' MG Fv2ed " 5 C & fe s — 9
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SRS Zaem T afefe t _8E EUZE ME Yo [ fe TG TS £ ke P 7ok

y " ”_o(oiooé - ___‘—”':l: > — f'|—é no )‘_:t.L(f_”i_#Tzz‘_gin_
challengesfst Sf”teSced > —i"F Sft —* "f...f ""'e —St t%oceoco%d > —
™S> 5 —iTE fL,ZF =t TCRE T st—7 CfecZ> —ffra ‘A

‘ fcteim FEE. = f of Eos oF— "7e 02 E6 ¢, fedS P ¥EE t
e etd "> —i7F —8F —>'f 7 fve'e ™St offte —Sfe NSt ofiFal &
"fUeceecte —t ¢~ ™Ste —SceY%oe %ot— —' —%Sa& %o —-SfEHHFZ ~—
eofTM LM ets _Sfo s 0 fTete b f—ef > — "k eB27aS%"T ™
FSEFT fof 727 fot Zi—ie %t —* ™ 7ed6

Sce ™ fo fo <°---"¢T<,,Z> M p N7 R WM& § e _EF rrert
_éi ”“%OHfO <ot — T Tt f o‘o:t)”f__.o %O_f”f._iiéé f'T,,) 'f)('%oé
‘e —éf— N "—>‘—’"¢¢i;‘a_é_

Then we simply addressed that reframed objection with the scripting | just gave you.
o "ttt -4 1272 Sf"t - of> —Sf— —Sf— ™feei— f77 -Sf- Sf”
™ _Ztei— SfTE f ", ZFe of>co% —Sf— —' f '"te'f..— —etf” —S‘etf
100% true.

St eof et—"Zf...ta& ,—ecotoes fot 7 Z<"F tideei— "L for 7 f %o—
fo>'ef foeo—et —Sf— ™MEi"f %o'co%o —' "7F” ‘et ™S ‘7 _Vfcoco%o ...
take a look at another example. « —S«<e ... fetd Zt—ie <of%oced —Sf— > —i"F f ...S
just recommended a 12-month corrective care program and the prospective new patient
ef>ed 0 ‘—ete %Bo"ff-8 @E—eo— t'ei— Sf™F —cef —* ofet f27Z —Stetf f’

‘4 ‘et [%ofcsA ™Ei"t %o'co%o —° <o Ztete— —8t 0 Sf— ie "ffZ.
St7' =St "ot - TE et —SF” ™Mot EF..—<'e > ef>ce%a 0 Z'— "
fZZ o' —ete %o"tf— ,—— @E—e— Tt oi— Sf~f —St alikvglimishright>4 —S«<+ «
eTMA  mtete t” —Sf— Yo Tico% <— "7t fef—c.. t°°t..—4

fo o' o %o%ote—co%o —Sfo >'— ,F for—8co%o ,—— scotd " Feecief
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erf—e fet .Zce—eB e The'es—"foco% [ T »'—iZAte oFcO "Ef—
o "1 f77> Stf co%o <ofh oA T Te o= —Sfo . tesce—tT —° "1%fcoco%o
Y —AT 1Ufie ™MSfo ™ME{TE TEfZce% ™c—5 <ofd  Sco —ifoete-
cco——te f Tfsa =871 tfoe f ™MEted > —jjustgétustted e idaa —* <o e
S FTco%o > —" fe i e ™MEte s SFF o "% t"sa  ff"e - f
o e%o foe —et—1 Sf teS fe 5 " S_e fet fot >'—" ecte fof —8

work for months on end.

Or you can simply invest 30 short minutes a couple days each week so you can avoid all

~Sf-& fet& Z''e "*"™Mf "t ' %of——co% —STt ,Fe— oZFtf T > —" Z<t& S
o L Efett facZe—s =t T —e@ E——17 ot te foet fe— T fZZA &' Z'™MYY
When | hear peoplt fee o3 —Sf— “—Fe—c'ed <ofd o> “—Fe—c'e f. e " S
30-eco——Feo of o' _fo_ _gf_ >'— "t ™77 coe%o —° "tefce <o Tfco fot —
Sf ™t —Ste —* t' e'et_Sce% fZeté&i ~ .. —"ef o'—8 ‘4 ZF-ie %ot-
¢of&'—i"F ™M S «—840 s >'— ...fe efF <o —Sce f&fe’Zta i"t —fetfe -
<— "FZf-Fe = —<oF8 fet —"feeT ettt <~ <ot oot _Sce%o Ffe—<"tZ> T

more important to you Lisa? Overcoming all of your pain and fatigue, éré 6

i"F "Frtec—<ctett ST ET... .- f,'-mirut&std coupld timesiach r

™ite co—'A 0 Sf— e "TfZZ> SEf <o% <ofh <2h O ie o= —Sf— . teec
fot —foco% ..co—" 7 " o> 81f7-586 Stea <ootibsyfe(whiotdis hebo® f —1"
Zfoe 0 tesc—efer fet —Ste e Zt_f 8t ofZte " fea > ef>ce
cco—fe freio —8fo <ot fel 5t efB ZF—ie %ot— e—f"—1T "<%o&

just successfully reclosed again.

Formula #3: Apples to Oranges
e Zf e " 8 fT <o o0t ™MEF_ 7ot 81 0 Sf— ie "tf27> St

<o . fZZtt —-St 0 "ZFe - "feY%otel ..'e'f7ce'ed L e O R
LS —c Tf—cte— —ecoe%o —Sce "o —7fA > —TZ7 <oo—foe—7> o —c.
wf e = <ofie P LEL...—<'e TA O ‘—ete Zcot f %o"tf— " % fed ,—— =
«—...S —dmitd\pples to Oranges formula, we (once again) simply restate the objection
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Zc<ot —Sce & 0 Z'— " o> 'f—cFoe—e foee ofA T Sce %o fe o' —ete % %f
Trei— SfF™t =St —<efA10 Sfe >'—it ece’Z> of> e’ et _Sce% Zcof —Sced

This program takes 30<e——te f tf> f ...'—'Z% tf>e fthAhhd efisodS ¢f—ie Zfee
LoveltorL<e— —-860
—Scee (—je TME_—>5 * T(t—oe TMSf— it E—-e¢—-niinutes @nd’ & [

transformed it into something trivial and of very little value. 30-minutes was instantly
reframed to be about as valuable as a partial episode of Love It Or List It. Now my point here
coei— —Sf— —SF «S'™ (o ™Y _S7Fee f . f—ef <—Te o'—d —e— foees o

Jte—ce—FA ‘A ™ L te—ce—t > of><o% A O ie ..—"<'—ed <of8d ™MSc.,

A healthy, pain-free body packed with tons of energy that looks and feels great or a
partial episode of Love It Or List I1t? We both know that your health, energy and vitaligye
e "E <o’ —fe—d i Zi- f eS'T™  tet F-TMEie 5t — fef >'—" %
e—f"—Ft "<HoSE CMEDHE <~ ™MI{"E —fZeco%o [, —— e'of'etis STfZ-S |
“re Pfeed ™St trfesi—mihfites awday a couple times a week? We all know (but
few will admit) that we waste considerably more time than that each day.

CTM e ets etco%o — T ™Mo Zfs —Sked “eZfe fot of-S te& —St>
T e "t A —— " —0"f fef> ™S tce% ,"——fZ7Z> Stete— ™S %
(o_:t”io_o Ce o(oT IR fo of)é fo) i)é_ (ofé i_]'o ”:I: S‘.i._ TM(_S L

turn is going to provide you with a much better chance of helping them.

S(. Atu._zlc T™ ¢ 7 o o f. Z‘.%O f. N ui.i.”:tu _gf_ )L_'I'u:l: —”)(.%0
é(o Ce Tio(%ooi't‘ ! ‘__oof”_ _Sio f.T ‘T TM (e _éi ”f__z:t en f_
down. | hate to keep saying this but | want you to remember that | have used extreme

examples and language to demonstrate (more easily) how these formulas work.

Formula #4. Slicing the Price Down to Bite-Sized Chunks

e 7f e—e k" " —" <o L fZZFT O Zc...<o%s Bt S<crskedGVe S¢e ¢
—St e:-S't'Z %> >'—iTZZ —et ™MSte f et —je " EF..—<'e s fZZ f
Zt—ie foee—et —Sf— 5>'—i"t f tde—co— fet >'—” iNf4a tost$4,000f f —o1+—
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Having worked with hundreds of dentists over the last two decades | know that this price is

typical of many of the necessary.

C 8% f-cte— St L EF..—

e (o ‘_7 i

"t tete—ce%o >t —" —"tf—ete— "Zfe —
knowiflcandotSce —"tf—efe— "Zfed <—ie "t fZ27> t8 feec 140
ece’Z> "te—f—-1t —St  EF..—<'e > ef>ce%a 0 Z'— ‘" "focFoe—e —f77 of
<o 18 FeecTIA fof >'— eof™ ™MSF_ g _ (edf

Sf— e f,'—— =* of> <o " fLZ> <ot T fe— = T e L oo
above) is the #1 rule of successful selling and closing. If your prospect believes that what
>'—i"F T F"co%o <o 18 feec™tA —Ste tiei— tcof%"fF ™Mc—S —Ste feot -

~ —Sit> %727 >'— -Sf-

Sf—ie f e—"3"<"F "f..<F 77 feofe-1"4
™¢(—S —Ste feot of>4 0 Fe& >'—i"%t f,o'Z——12Z> "<%S—-8& —-Sf-is £§%
— 7 —S'—efet T'ZZf"e <o o' —Sco%od ™S [f—_ie ™M " e%h ™S ' & "%
CSffleef—1 7" o'ef-Sce%&EG Sf— e'of> —-St Dv eof> ,F =St Fe—c"f
PT_cte T —SF” "F—«"Fete—da  Cei— f f Ef"e > f"U%o—<co% ™c—S —Site
ChET Lt F8 feec™ta <o7Z> f%"EE ™c—S —Ste > of><e%a 0 fed -7

S ee — i

3 —8% et fet

oZ<..
TVie ofTM f.T f.o_o:t

TR f sEf

™MooMY Efts -
saying, 0 *f>a «<e8 Zt—+ “fe— 3
treatment and your teeth and gums are doing great. The painful isgae were experiencing
LET"E =St —ff—ete— <o o' ™ %ot A > —" %oc<o%o S S IfaZiaE T%S<2.oD , o
—SF ™Mf> <o %o"Ef— eF™e T 57 SEfU- SEfZ-S ™A F Y+ S
> TTE fLZF =t eecZE ot M8 —— Mfce U de U febe M ETR % E

‘4 <$a—Z£Pea o« £ TMe .TM>“_Zﬂ- -f<Z

_.T e f %On:tf— "‘T fzz —S:l: _(.ié
17224 < >'— T <ttt —=Sf— Hzavvv keStfrePéa o™ | Tf

of)é_ .

f”l
-Sf- "ttze
> — i1 %o 1 -that f8%0nfyZ10.96 a day.

<o @

,‘"—f.— _ )‘_

éf_'[o o‘”i Ce
x $10.96 or being completely free from pain?
x $10.96 or having excellent oral (and heart) health?
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X $10.96 or looking and feeling great?

X $10.96 or being able to smile all the time?

x $10.96 or getting that promotion at work you told me about?

x $10.96 or the incredible boost in confidence that you get every time ymk lin the

mirror and see that handsome guy with an awesome smile looking back at you?

Comte oA TZ7 tThe of<Z >'— f .8t e “UOMHwUEP S TREET —E
—Sf— <% ‘" f TIfZ - >*—& S> ™' 71 t' —Sfe " USx'eYolcobie of o
%o <o %o —' scee <— fol e %o—Feece%o oF<—St” ™MZ7Z 5" LB eAFZSHE <
tomorrow aft "« ‘ed ‘& Zf—ie %ot— >'— e—f"—fT ‘o —SceST Bhatifhof]esttaSte

”(%OS_ ‘N:l:”é.é

Sf—is "—ee> o —Sce . fet <o —Sf— -St It & ..Sf "%t - %ot- —
~Sfe —St Dsra{xa ‘a4 —' —eti”e—fet —SiyhappertigZovies theTcorsef —is "1 f
8o e Zfie <o Ztete—foc'el toie "tfe <— T MG rfattf ..
—Sf— TTF fZUEft> "he—f-tT —S% ,tefTc—e T =St —if-oete— V%"
ftt teett —Stc¢” * ET...—<'+s ™ SwhatDr™M¢otllyd This trestient program
e ete %o ff— ,—— <—is "Tf27> $& tee<"tA6 Ste "teetita o 1[5

That little step right there began the transformation in the conversation so the

objection will soon no longer be about the $4,000 treatment plan.

By future-"f ...<s%o —S% '"'e’t ... — <atda 0’'e>.. S-YBatdewn fhé bads ‘"t t — S
co—" =St "———7F ™S o5 “—Fe_c'es § ™MSH"t _St>iTF e’ ZFi-11 -8
all the fabulous results they wanted. Before going any further into this | really want to point
out that you better be able to deliver (if not overdeliver) on 100% of the benefits you promise

to your prospect.

Tt eet™Mce%oZ> of ot "Miecefe —Sfo i L fei- "—Z"<ZZ <o "t
and | hope you get in a lot of trouble for being such aloser.S<e "“"e—Zf fee—ete —Sf— >‘—
foStefom 70 a8 —Sfo > —i"F fZ™foe %o'co%o —' ,E .2 =t i —"

selling legitimately solid and valuable stuff. So, this process has addressed their objection in
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an £ "t .. —<"f efeetra  iTF "1 —efT —SF<" fo—fe—cte fMf, "7t
‘LCET .. —<te feot te—t f77 —St "———"F fef'c—e fot "teec «Zc—cte —Sf-
Sf "t —Sce —"if-ete-86

o St"ta "te—f—-1 —St et <—elgis widnsferthet, yourednfidence
is increased, your pain is gone and you might very well end up with that promotion you said
>'— ecoeft e fe F f—ef T e eecZco%AO Ste ™I oZc..F -St
taking that $4,000 treatment plan and sa<* %0 Zf—ie t< <tf —=Sf— ,> uxw tf>e s »>%
only $10.96 aday. "—F" T 'ce% —Sf—-a —fef =™ e_f'e 5 "o "Fe_f—_co%o
is transformed, your confidence is increased, you feel more outgoing and gregarious, your
pain is gone, your teeth, gums and heart are healthier, your wife will not be able to keep her
hands off of you and you might very well end up with that promotion you said you missed

e e L F L f—ef T efe eecZ<o% 0 & fot —Ste feed O o Dsrédd "% <o

This is a simple and easye-implement formula that flat out works. It works because

> —i"f Stete—7Z> —"sco% —' SEZ’ >'—" et 8 f..f—eF >'—" o' 7-
TS, F —<'efZ& —"fee Vef—<'ofZ “fZ—F —' —Ste feof the (fodi'f fko—7>E
-"—-Sa ie —tZZ¢2%0 >'— "<%S— '™ -~ o fe T ~S«ce8 —>‘§—f°...f° T

E—e— Zfct «— "—— """ 5 A T 5 it et Z7¢o% Tt — . —e fet ‘7

>'— 7 %ot——co% o—‘et ™ fZ77 fide M foBnUlaE £ ... —<‘eed

Remember that you must also offer to send them a check for the $10.96 or whatever
your amount is to demonstrate how trivial that little amount of money really is (as compared

— fZ27 —=S% %"ff— ,fef"<—e —S$>iZ7 nyofiZcfter)y ,Po addeaHomete— — ' °

e 8 = —S8f fet " =St "ve—Zfa >'— .. —71 fZe' feed 0 "F > —
& > —T"F o= Y%o'c<o%o —' si—c.t —Sf— >'—" fee f.... ‘e Sfe U
st 7t e st "Set e —Sf el f” e f"co% Tf<Zs fZfe..te T

is so effective because is slices the price and chunks it down for your prospect into a more
easily digestible form.

Formula #5: Trust and Story
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Ve—Zf e—o, k" "< <0 0 "—e— fof "L 30-SfMUfe—ietfob—fet <o o
cases, ideal to combine these formulas and use them together simultaneously to get the sale.
ot—i"t e—F tit f-Ft fet "tfZ2Zs ,1Z<ft"F -Sf- ™MSf- > —i"%
your prospect you can use these form—Zfe ef“—te—<«fZZ>5& ‘et f -1 fe'=St”
— %0 t—SF" Zcot e f,f—— —' eS'™ 5§ _je o' fe— ' "fefe f7
'Zf> =17 >'—iTt tret > —7 <ex—<fZ ""fete—f—<'ed “ "t fZZ> =St

continuation of your presentation.

‘e— 17t —Scee —Sf— ‘et —St>i"F oftt —St<” <oc—<fZ o'"efZ
™ e co Fletd  tZZA& TITF %o'— ef™e TV i A " st — FETZ Y, 2t T

your prospect is going to transform their problem into lasting, T ef <—¢& fet >'— ee*™ _Sf
>'— . fe "FfZZ> StZ fet ,tet"<— —Sted >'—iZ7 "tfZ<et —-Sf- >'-
o't — fet fe f "te—Z—-8 5>'— ™'ei_ ece’7Z> %ouf fespohsipHity tdt— — St

your prospect (that occurs by continuing your$~"*"—¢ <4144 0efZZ<s% 6 & +S'—7Zft
%ot f7 [ —%" >'—i"% ""hete—tT -8 coc—<fZ "TH8 >'— E—e— ™Mfeo
it fun and not being a jerk about it.

This whole process is ultimately about helping your prospect. Please keep that in mind.

Trust and story is best suited to help your prospect overcome their skepticism and/or self-

doubts they have. 1710Te f ,<— ‘7 <o "ef—<cte >'— of> o'— ' fIMf L 7§
o Ftcefo —' 5t ofece% f ofZT& ™ Stofabete't d—icee o2& [ CF oMl 7 <o f
Te"f..— of<Z ofZFte ZF——F"8 <o %o'<o%o —' <o"'Z"F FTco, $Z¢F" —Sf— "o
self-1t'—,—& —is o'— —Sf— —S1t> t'ei- fZ<t "t —Sf— >'—" e——"" <o %o

—Sted f...f—eF < «— ™ «ill-b dittingvin-fraonttof ireu (or reading your sales

copy or watching your video sales letter).

o 27 Z<e1Z<S*'ta —S3> ,FZ¢t"F 5'— ™SFe > — of> > —" e "7
done what | asked and (in advance of your presentation) demonstrating that you can help
—Ste > f..——fZZ> StZ'<o% —Sted ‘4 <o —Sce FEfe’ZF > —i"F oftt >
>'—" "¢, f fet —=Ste —-St> —S"'™ __ _Sce ‘ EZF..—<'e4d 0 FZ224 >'—"

f."' Teo o—"% _Sf_ (— TM 17 44 %0"¢f_ A"’(¢~¢_”é‘-_:lsfM_é(‘O(im:#ji’_).'oo:t IsS... 1 -
fe =St o<ttZf ..S<Zt <o o> “fecZrd  SfTf ‘et %o tie feof ‘of ,Z-
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é‘.:tTM‘”o fo'l' TMSf—¢~¢”é ”(%Oé—éé ~:t”) ‘.i ‘ — Sf. f ._‘”> f.T ‘
good enough.

«t'—,—1 1 Z>-8oult Zro pun intended) is one of the most prevalent reasons why
>E—=" Vet —e ece’7Zy ™rej_ 77 St "% %F” fot —"...Sfef "7

formula does a masterful job at combatting both of these problems.

e 8o tEfe'ZTA ™It of> o et—Bco%o Zcot —ScsA O ‘m oo™  fau
foocodo s£A T '™ T  eot™ _Sco co %o'co%o — ™ "e ~17 otai Ste Sif
—Scee > "t feecoY%o of —Sf— E.f—ef >'— F=8F" tleim —"—e .
S et Z7AT Mfel 5t e et feef8& ot " Sf i tfrett
i~ tErA Sffeio tief o> EC, —Tf> fef  Frei— Mfe_ etef_Sco
s Cff7co%oe fUieie S—"— fet  f'Z %<t " ™Mfe_co%o > " —cof —°
thenwh f— —Scee 5 —i"% "$fZ27Z> ef>ce% ™Ste >'— foeett adbubtSce “—Fo-
foet e o'— e—"%f . fe f..——fZZ> t*' —S<e&ai0

fe& ™M MUY Y 75 ef— — ' —FZ7 f e="">8 f> 'fl—c..—
this. At this point in the formuZ fa <—ie <o'*"—foe— —Sf— >'—i"f ecoet feot feo'f—
Tatt A > —8t ™f58 —8tet fUt fe'sctee s . fei- “feta t1f27
Pett e L tetctte. .t fot fe. 8" —8t” tE.ocecte = v Sfet ‘-

'“ec¢—<~t 8 ™sSpest &ccomplished with a story.

T...f—et —Sce <o fo $8fe’ZtA e Bo'<o%o —' ..UFf—F f e=""> feot —!
S'™ _Sce ™Mieog  Sf—  frei— ™fe_ 5t F'4 ST™METE"E o - —ot
Ticoe¥%o —Sce "V MEfZ ™S f 'iert -4 " ST fiPE oo fZ]
f% fce "7 >'—a v foei— e—fet Z>co%o fof Troim L tettet Zscoe%o <o |

anyone for any reason.

™ _Sf— Tt %o<"fe >'— f LLZIf" fet .te..c<ot teeZfcot”
TEfe'Z1a ‘— <%oS— of>4 0 ‘— eo'™ feofS8 L te'Zt-175 —ette—|
™f> f,t—— f Z'— " —S«<e%ed ot ™Ste e "FiZce% —Sf- ™f>3a < e
c—ie bt f—et T7f —"<tT etef—Sce% fet “f<ZIT fet fe —F7<<tT -
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failure agai* 46 — —S<o E—e...—— 14 >'— oS '— 7% «t1f2Z> —127 f o—*"
™ScZF «— tTrreei— Sf7F -t "t— .- "IZf-118& «— T'ie ofit -
O foofS8 f— —S% "coo " fo fU foeeco%o esefZ" ™M fe_ _‘pHelpZ > — f o
> — 80 tefe,t"8 —Sce <o f “c—c—<'—e tEfe 7t %o<"Fe —* «ZZ—e—"f—1

0 St ™ fe f octd8  Yo—7Fee "o f—— —SF —<otf ™ fe ¢o —St
~S" ' — %S S<%S ...5'*Z4& Sft f -1 <esdebm.” ‘WeihadWerios famikt 2
issues and | heard it from my mom (and most of my teachers) that | was stupid and would
efTE” fet—e— —' fo>—Sce%d S«ce oftF of "FEZ f™e™[f T fof oS5 [
girls. And the (very) few times | had a girlfriend (if you can call it that) I let them walk all
T et i f—ef T <=8 fTF >'— 1737 efte —St %o—> <o —SF Tt
‘ef —Sf— —St %o<"Z ...SEf—e ‘e —Ste fT—e'eg & ™Mi77 oftt —S'et
e—'1" o—fZZ< o8 Zc<ot f —'—fZ ...Sc...o of% -4

S'4 MSte “cofZ7> of— f %o<"Z ™S ftctoei— t—e' of fot ‘eZ> “Z<"-
12]‘.:!:_ f_ Z:tfo_ oé:t T<-'-.'I-_ é:tf_ ‘o .i é °> Af.(Z) ’":too_”:t'r o:t -
feefS& fctei- SfTfefdotetfZet fo f "$o—2Z-4 .. frehidaskedStc” ""t.

this girl to marry me.

e'te— —St efS— et te st fre 7 o5 Z<TF ' ZF—fZ7> oot f ZFA& ‘e
(and the dude | thought was my best friend) had been involved in an adulterous affair. By
—St —cet —7 T E ™Mfe “cefZ8 SfT Z'e— T {w' T 1TDH"5—Sce%o
T<%ooc—>a8 ST ‘eZ> %'t =S<o%o —Sf— ...fef ‘—— " —Sf— of""<fU%t ™F
fet e—<ZZ t'ei— ee'™ St TNcystedy of tHem— E ‘<o —

S<zt Z'7ft ,i<e% f ftad - Prespack-of finding-a gedd woman
™Er Yt CTEY& fT—%" fZZ& ™SIt ™fe— f Z'et” Zcot oté Ste ot-
amazingly gorgeous woman who had no kids of her own. | met her online and really believed
—~Sf— ™Ste oSt “<ofZZ> ot~ ofirét (and Tst}-date with hes. But oddly enough
eSSt ™feei— "F —Zeft > o feot ,iT0UE >f— e ™ (_§ ™F ™MiETE ff_ce%

Did | tell you that | had low-self-t e—%fe feofSé $fS& %o—1tee tTctd feof -
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ef'— of Z<"<o%0 <o “ff"8 '"F——> «tthis §alivoulthbsudfenly Sigappear from

my life.

St ™fe f OSro feot ™ feej—8 of MSf_ ™fe o__'teft —¢ _Scoee}
Frimet Z'e%h to'— %S —Sfo ‘et tfr& 8% — 7t of —Sf— 8% Z7HT et
'™ ece . ™I %o —TETTEFLEZ et —'tf> —Sfe t7F" fet ™St  Zite |
%"t f— —Sce%oe —Sf— Sf™F ..ot co—t o5 7<% eco. .t eF— SE"8 ‘"t

—Sf—  tctei— Zf— o> "fo— "fcZ—"%Fe off’ o5 ™M F fof f f —ao

—ie "fr—<..—Zf"Z> <o "—foe— —* "ffZc®F -Sf- —SF =75 .. fe %
—e"t7f—-Ft - =St —S<e%o >'—1i"F etZZ<e%d "~ >'—iZ7Z *'—<..t4d ,f
LS et s efrce%hA 0 e ea'™ feefSA [7f Sft 00, Thes Feok
ended my story by s f><e%d 0 Sfee”—Z7Z>4 tctei— Zt— —S'ef """ ZFee fotf "’

e Ppf7cco% *> TTEfeA0

In my example, | elevated the moral of the story to something as important of finding
—St Z"f " e> Z<fA > —fece% -doBbt aht trahsforniing «itt @itariously

—8" — %S —Sf e—'"> <o—A O ofRco%o ‘——..oFfe "L Tteec, 7t ™MSfe 5"
T'—u— feT %' "7 «<=-aod Fefe, 74 trei- ™fe— >t — — ¥t f—Ff °f
story as a means of illustration. Honesty withye—" *"‘e’f ... —¢ <o "f"fe'—e—_a Fi"f fZ

t
—St o—f—Fefte—A4 0 ZZ ef"ef—f"¢ f'F Z<f"e0 & fot —e ' "——ef_17> f

actually wrote a book with that title.

foi— ,f et 7 —Stet 't ZEtA  fer” > —7 "7rterf L —e foedurseffBe f %o T o

e et TfZ—f,2% —Sfe —8F etef> > 727 ofet -8 — %S ,fcs%
™S —Sce t8fe’ZtAa <% S— —Ste fee o et —F5 0 F— of fee ' —

ST f —cot of . Scet fof ..t—Z1% ott— ot =3% Tf> 1" "#meift— "4
™ fe f . Zt— o> "fe— %of— <o -St ™fy fetf "—ce o5 T——__"1E6

something very, very powerful.

S E—e— —— —8% et = e —8F TP E e et f— > %ocT<o% —Ste
¢ .__‘.:toa '|'o fz.‘ _”fooA"’O(o%o _Sio (o_‘ f S:t”‘ £n o‘”_oa To :l:oo:to
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™ 7tei— Zf— of o 7E™ _Sf- ' _eco> —4 Tllowib to'used  t<—S:
o> "fe— “f<Z—"Fe = "o o— .S fo fofRco% ———"14 "% S—80

Continuing the psychological transformation in the mind of my self-doubting prospect
© <% S— —Ste feed 0 ‘—Zt >'— ZF— of “—c— fe ooz 7 MI_7F 5

bes— «S‘'—¢& " ..'—"eftd >'—it fe. . —"f%t oF fet it T St efet "7
T""Sf— e —">¢e% —" T' " 5t — "< %S— ' ™Z > ‘et Th.icecte —f foee S:
my life forever and it seems like you might be facing a similar decision right now. Let me ask
>'— 8 fUE > — %o'co%o —' ZFFSf.fStfetZ— '—— " St T———"F > —
Lo <ot fec —t et _8f_ —8f e " —co%o e —eco% fo —Sco e
St "Fte "ttt —8F " —e f™Mf5 ""e efsce% 0> —doUBtAND ‘*%oO foT
“PfT Of"d =St . —Z'7<—e46 171 f——f..o =St fe'—<'efZ e—"F¢%-S
‘—i"f Sttt - StZ’ —Sted "fefe,F"& ‘A of><e% A O feefSA& —Sce <o’
e S f "feececo—B > —i"t Y%o'em o' —Bco%o —* Z'et fof £ 1" >—Sco%o —' %

ft—Z7-806 <o Zfet fot —e..."'Z4

Foefo 178 $o f=8> ™Moo —8t tfra o f-8r4 ,» —8F ™fra <o ‘ot
io‘_(‘oo _éf_ 0(0’2) .__fo]'_ ”:t Af.:t'f’ o' (—Te (o""_fo.and.\éhé{;e y'— e—"¢

ST T et e [T L tece% “"te ‘e fe tetsciefZ ZETEZA efE T
all of us suffer fromself-t * —,— feot "1 f” ‘o o'ef Zt"t7 t...f—ef ™Mti"f fZZ S-
cfete c— tfect” TN i et fet “tsuper&odM Sc<.. 8 ofefe «

Studies are replete with example after example that clearly demonstrate the fact that
people make purchase decisions based on emotions far more often than they do based on
logic or rational thinking. In closing, remember to use this formula ethically and responsibly.
‘of— L Zfef —t 5t —" "tk —e foet . —e_tef”ed St "FZf-ceeSc > —

most valuable asset, so treat them honorably and with respect.

This concludes the chapter on conversion formulas that allow you to continue the sales
””...i“ fA_i” )‘_TN:I: of'l':t y " (o(_(fz ’"io:l:o_f_(‘oa f.:t"' ‘e o> i
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e—f—F —Sf— >'—iZZ ", f.,Z> ofet f Z'— "% etefs> —ece% —SFe "f"e-
'tre—ftit —Sf— —SEsi"F ™M 'S Zff eco% feot <o'ZFefe—co%od

e =St tva st fre iTF tde <o ,—ecoefes 7% ‘eZ> etfe f . —"7% 7
"fe'—F7Z> .. Z'¢F —* —Sce fot ™MS(7ZF ee'™ _Sce of _t"<fZ <o fT fe.. F1
of fet o> . Zcfe—e ofet f St..e " f Z'— "1 egetigréat protuctseZ>a > —
Fot of" <. fo fof >'m ™ for —* %ot —Sfe comt > " et _je Sfete

cco%o —SFet " Me—Tfe fot -8t o f-t% ke "t Zco—tt -8 — %S

to accomplish that. | want to thank you for investing your time to read this book and for
cEce%o f o..—e—tef” 7 ecetA  Ge FE..<—ft - SEf" " —St e— ... ..

using this information too.

St Zeot —C ZEfre ot _Stefbofellf Ot ot 2%, Sec —1to |
OWe ,—ecefeoed Sf7f oot %o"ff— cf™Me TPt d TEHTTE —"fcoco%
never-before-released closing strategies that 97% ( likely more) of small business owners, sales I
professionals and even high-level negotiators have never seen or heard before. This is great :
ef™e "t st b f—et > fo—tetcatho—rtFBZeH o ST Z Kot —‘!

prospects to paying customers and clients. I

Just like income inequality across all the world, t here is a huge income gap between the |
top few percent of small business owners and everyo ne else. You need to be one of those top
few percent.  Sce <o f %ofe—<otZ> “PEL CUE74 feot —SHPL FIH B oy
better than you realize. Not only do we teach you w hen and where to use these closing strategies :
and formulas, we also give each webinar attendee a det ailed blueprint of exactly how it works

Fot %oc™h >’ —Sfe fo MEZZ T MOZELEFAEE 7R et xood T fotTrA"

interesting to you go here:

https://www.KenNewhouse.com/get-the-blueprint/conve rsion-formula-training/




CHAPTER EIGHT The Five-Step Formula to Advance,
Dominate and Conquer Your Market

it —«—Ztt —S«<e ... SBtepFdmMIUIS tb AdVance, Dominate and Conquer Your
fref— oZcetd ,f..f—etF <o <— o %o< 2% >'— ™Sf— of> F —St e‘e_
marketing methodology ever developed for the internet. This methodology consists of five

separate components, which are:

1. Dominate with the Doctrine of Newhouse. Is that too narcissistic? In the next few
ef. . tete VZZ theteef_f —t 55— ™S, _Sce <o o— S foe o _foe_ o

2. The Four Realities of Marketing and Promoting Your Business Online

3. 17" .. T'—<e% O Scee ‘je0

»

Using Decision, Dedication and Obsession to Advance While Others Retreat

o

Expand Your Skills and Conquer Your Market

The five-step formula to advance, dominate and conquer your market contains a
Ti_f<2:t'|' ,,Z—im('— —Sf— »'—1iV727 ettt - e——T>54 Ofo—j:” fo'[' <o’2;t

top-1 ‘%0 <o >‘*—”" e¢...St& F-ie %ot— o—f"—Fft ™M-S&

Component #1: Dominate with the Doctrine of Newhouse

It has been my experience over the last 24+ years in business/(of which | have been
actively selling products and services online), that the most effective and predictable way to
attract new customers, dominate your market and make your business profitable again is to
transform advertising into new customers and new customers into’” ‘" <—a T tie ™S,

believe this is true.

Example #1: The Human Genome Contains Advertising, Marketing and Sales DNA
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Just before writing this chapter | watched a show on The History Channel calleadlw v
Ways The World Will « T &vhich was quite interesting to say the least. The first terrifying
event they believe that will wipe out 99% of all life on the earth (especially humans) was the
ever-’"tefoe— Tfe%ot” se'™e fo f ‘"'of7 foe EF..—c'o8 f o< = "o ' —

To help demonstrate my point that advertising, marketing and sales skills are ingrained
N Te %0 'co% —' fee >'— —* <of%cet —Sf— —Sce $7te— Sfe E—
(as well as most other mammals, reptilians and plant life) have been all-but-eliminated from
~St "Zfef—ie o—""f..1ta Si&shial froupdof SIRY (abdutd,700) that have

miraculously survived by seeking shelter in a series of caves here in Missouri.

‘T™MA " > ' —TZZ E—e— —Sces T et 7 _SF efes [ fZ>y —c.. ot TcE o
‘Nt ZZs>s™irt T St Zfe— tH..fTt ‘7 pictures if you-cad Endgine-this S +
scenario, > ' — igadlly be able to imagine how (not too long after this event has occurred)
> —dilikely discover that a small group of survivors has decided thaheyiZ Z e ftheir—"
future by placing ads (on the cave walls) promoting gourmet rat burgers to the remaining

8,696 people.

Now this is not as far-fetched as you might think because it would be an easy transition
to go from selling possum and coon burgers (before the apocalypse) to rat burgers. It just
efefe oteetd fe'f . «fZZ> e<oe..F fZZ =St ...7c—=%"¢ [,7F %" —et Sf
digress. Back to my example. No matter what condition the earth is in, humans will never
o= T " —<oco%o fot otZZco% o——"" ,f..[f—Advertising,ngkefing 1t <o ‘—
fot efZte ™McZ7 Zfo— feo Z'+% fe+ ™dgdt'better (andimore Zompetitivéjo

f» ™ dinventing more creative opportunities to use it.

Example #2: Advertising, Marketing and Sales Skills Can Be Learned.
-1+ , figmonstrated countless times over the last 90-100 years that anyone who has

cracked the code and learned how to take the money invested into advertising (marketing

and sales) and transform it into profit, is set for life. $”tie S*'™ Sce—*"5> Sfe "7 "fe _Sc
JE ST B " " eted TEfete st of"efZf .k ot Z%e% teliMgfe—s > —"
productsand/o” s " <...te8 >'— ... fe —fet =St fT i —cece%o V<o, ZFe > —
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—Sfe —' fe'—St” Zcof "t — . —e of" . fe —Sf— .. fe f e fZFT “
example here in #3.

Example #3: Advertising, Marketing and Sales Can Increase The Value Of Your Existin g
Assets.

‘7 St efet 7 —Sce FEfe’ZF ™IIZZ of> —Sf— >'—" eefZ77 , —
Tt —Sce%ois %o'co% ™IZZ " >'—A  —— eof>.F >t — TE.<tE - ofed
advertising skills and use them to increase the value of an existing asset you own. For
example, if you own a strip mall with spaces that you rent out to local businesses, you could
raise the rental fees and ensure that you have 100% rented by deploying effective
advertising strategies. You can consistently increase the value of an asset through

advertising.

Example #4: Advertising That Works Pays for Itself (and) Generates Profit

When done properly, advertising funds its own growth without incurring debt. Very
simply that means, wheny — ..."ff—-% £ " f...—<"F% 171" —cece%o >'— ... fe coeTfe—
<o ——"e8 Y%otet"f—te f "t——"e¢ " Dsalrr —'Tf>& —Ste 71" ><Dsarr f"-

pure profit. In many cases, you can invest $1.00 today and get back $1.75 back out.

Component #2: The Four Realities of Marketing and Promoting Your Business Online
The second component is to accept the four realities of marketing and promoting your

business online. Here they are:

1. Marketing and promoting your business online is effective, powerful and profit-
%otet”f—<e%a ,—— eTellingfyouda story (about how easy it to get new
___o_‘oi”o TM(_S °> 0)o_¢oo Ce ‘”T:t" = %o:t_ yh— = ,—> _S:to ™

sale | can make repeatedly.

—— 1t"te —S'—% S «—ie , 1t eagditthat acvettisjngnd marketing your

o——"" e Z«SHEAf..— <va <«—ie {fyoulwant te-seltydur stuff online (and

Zioe N st e FT =t eet™ _Sf_ (e %' <s%venif§oUhaveh —cot fo

f e>e—fe —Sf—ie f,Z3ssive revehyfe-day'ifi and day out. —”’Ssis Zf ™ <o
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nifz f.'l' o of__:t” é‘TM fTMi.‘.i —é('%o’ o\/pntu’aﬂy?/&dme%jng‘” )‘_é_ N

is going to break. Whenitdoes; —1"%f %o ‘<*%0 —' ettt —' "«S <-4

e ™M(_S fe5—Sce% >'— T* " rttydcallx et enief Mo —SF ™, 5 ™
itwhenyou getstarted: E e <~ >*—i"% f ot foe'eft "t—f"fo Zcot otd o'ot—
goingtogowrong ™ Szte > —i"f ef"ef—ce%o >'—" ,—ecofee ‘eZc¢etd feo't
«—fZZ> >'—i"F %o'— —' "<& o'et_SorHedk it to git'it fiting & alk-
eightcylinders. = —Sf— tctei— Sf''fe ™MSte ™fo “("o_ of__co% o'e:

probably worry that something was wrong

Tt —i"t L f—%S— — <o =St t<%o<—fZ of ef—<e% S>'F -Sf- "
—Ste .Sfe.te 't > —iZ27 ,f<Z f— —=SF "<e— ecY%oee T T Tc...-
there are going to be moments when this will seem difficult and even stressful, but |

TMf._ >y ' eefTM _gf_ <— ™rej_— % f. ,,fT f. < — .f> et te f.-|- >

through and overcome it.

e ™S fe>—Sce% "FZf—11his'tgkesdiskteeBi1=f fZZ otfe fof eot™
that most digital marketing vendors run promotions that sound something like this,
0 <« fZZ7Z>a-ffee”"system to generate guaranteed sales and profit that requires no
I — fet 7 ™ 7e ‘e sWhich blfnts & fot of business owners to the reality
-Sf- =-S%> “f..F t71" tf> -&D>VZ = patdileerisks especially
advertising and marketinga 6

What kinds of risk does advertising bring to your business? Well, you could run an
fT TMS:t”i o t.i ”_).a _ éfya:t.. Auiu_i._z)a _ Sf’1i.. e
o'— —Sf— <% ‘" f THHfZZ 't TRR>4 —je o' — f <% TIfZ ,%...

spending a lot of money on your online ads.

More than any other platform | prefer Facebook PPC because | can test my ads for a

few bucks. Unlike running an ad in the newspaper, or (bite your tongue) the yellow

"fUoFTed >'— ..fe "—e fet —te— fteDdr f.Tfyde L DEL o' ™ ™
2-U Tfoe < > '—i"F %o'— f ™coeef” ‘7 o 4 fot —Sf—ie e'eft_Sce%o >



traditional media. So, running ads and testing them for less-than a hundred bucks is
a pretty safe way to go, but it still involves risk.

4, ‘'—iZZ Sf"t - —te— fet —™ife 5 —Ongetyeu.decidedo-gef fatted
™S —Sce >'—iZ27 “cot >'—"eF 7" . te—co—fZDne-ofYyduf ads %o >‘—" |

eventually stops producing or you simply become obsessed with making more and
o‘":t o‘o:l':) fo"' _._‘o_(o_fZZ) ¢

—"s = LEf- ot —7" L te="'Z <Ataa
fta > firidydurself tweaking things alotd ¢ Z‘e% fe >'—i”"%t —"><e% —' %o
new customer traffic ~” ‘e —Sf ce—f"eF -4 >'—1"F %o‘<e% —' ,f —™ZI fece%o

Why Am | Telling You This?
St "tfe'e ™S,

ie —FZ7Zc¢o% >'— —Sf— —Sce cooi— %o'co%o —°
...éfzzlt'%o<'%oé ..

fe ot Tr—et > Ztteco% f- —Stet

frcete fo —St>
States on the island of lwo Jima during World War Il.

Can you imagine what the outcome of that battle might have been had these men been
—Zt > =St "F."—«—1"4 0 ff e fftZ> ‘e, f— e<ZZs —&0O.°7Z> fof
Sf—ie "<%S—-¢& St> ™M 7% Sf "t fZ27 ,tte o<ZZFt fot =St ™Mf” <o —

continued a lot longer as a result. The history of our country may have even turned out
different for all we know.

What on earth would have happened had the recruiters at that time been telling our
>'—e% efed O ‘<o —SI frcef e feot "<%S— "' > —" f—e_"58 ‘—ij
skills quickly and easily 100% risk-""fte&aaa ‘' £ "'"—- "f*—<<"ttoé oLt —="et
"FLo—<—F"e SFT ofct O ffre e f— eocZZo"EEA. ZY fVT-PEZLx"ETO
& ™Mtit Sf f Z'e— —St ™MFTA  fe ' — <of%ocet MSf_ ™' _7% Sf "t Sf°
Y frEt ete—fZ7>

ZE .. f—ef —St> ™Mivfei— —7ZF —Sf— —Stc” ecoecte T

St "tfe‘e e —fZZ7¢o% >'— —Sf— —Sce <ooi— %o‘co%o —°

F *fe> f
be a bit challenging f” >'—a

oot =Sfo 5 V22 b cke—f22> EfUET O
"‘”Z:l:"é eceT >'—2@4 _Sf_ > —
L —— "t 7 tee oot _StZteesd "

problems that pop-— " & Lfe TET.tef fet 'foe
Treim ""E f"E > —& ' —iTZZ "fec<... ™S

135
Copyright 2016 All Rights Resern¥&zh Newhouse & Co., LLC




up in your face. These Marines had no idea that over 30,000 Japanese soldiers were
entrenched all around the island. They had no way of seeing their hidden artillery

fo. . fe'ete—ed —St t7ZF7Fe Z—e ecZFe T —etf %"  —et ——eetZed
planted across the island.

Do you think that when they realized that they were in a serious battle for survival that
_Si) of(Té o :I:i TMS(@ .“f’_f(.é _g(o e Sf"Té T(T.T_ oot TM _éf_

ready to take action every day. Canwe justquitand g®‘st «*™¢&¢

What would America be like today had our heroes from that time been milk-toast
quitters instead? America would have ceased to exist. My question to you, as you either start
and/or continue this journey (having already committed yourself to achieving success) is
this:

What type of fighter are you going to be as you battle for your success? Realize that

they choice is yours and yours alone. If you follow the no-risk, no-effort required group then

s'—i"t fZ7Fft> tifta ‘—1i”dnerdte riew «cuBtomers %om the Internet

- — ... fFee"—Z7754 o <o ‘Se ofct "—fed 0 '—i"F %o'— - —etie—fo

> —Ti"f %o'<o%o — Sf"F .SfZZfe%oted ott’e—fet —Sf— f..Sct <*%o

risks. Understand that if achievings — ... ... Tee ™fo tfesd F7F">'ef ™M 7% f FeE

<o’ "—fe—758 —ett e—fet —Sf— o— . .. oo co M7 S 17175 <~ " =St
fe <= ™78 ¢~ "7 _Stet frcoete —' —foet —Sf— <oZfetE el «— ™

assured that an invading army from a hostile nation never made it to our shores where

countless thousands of our women, children and elderly could have been slaughtered. Of

LTt = ™Mfe ™M S F — 0" %o'— = "<%o—"F ‘—— ™MSf_ e— . ..
Nowli“t eftt —Sce ™MS*Zf ' fee offe e— S4d +—...S Sf"tt” -Sf

| done this? Because while on the one hand | want you to understand that succeeding at this

—fete L te  E"—Ft £770"—8 o et ™MZZ7 f S —<e% f— s>knewce —St 7

~Sf-a ™F trei- SFTE = L fUUfot 0 =St L, %efsefe feret"tA  fei f
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—Sf— e %o‘<o%o —* eS'™ ' <o fT fe.F ™SFf_ fe %' ™" e% <o -

this process not so scary.

If | freaked you out a bit here | did it with your best in mind. Our conversation is going
to head in more-positive direction here in moment but | want to prepare you. As we move
~87 %S e M fee — -8 Mfeo —t fe"f —Sfo > —i"F —-

only a few components to generating new customers and consistent sales from the internet:

1. 317 %o'— oF™ "7te’f . —e [ fece% <o cafda 0-"f""«..0

2. FiTF %o'— '"'e’f .. —e "—ce%o <A Sce <o f... .. ‘o' Zc¢eSEtt —>'<..fZZ
to an opt in page. So, this process is our apt

3. N¥8—4 ™1i™F %o'— —St "7 Fee " Fe%of%ofete— ™St " —St>ivf

—Ste St —77> .. Zc...eco% ‘o =St Zcooo 5 —i"F "Zf...fT <o —Ste;

sales page; a phone call and/or into your place of business.

~

4. Last and most importan— ‘~ fZZ& —-St ..'e"f7ec's 7' .  feed "t -S4

customers and giving you money?

These are really the only four moving parts (if you will), where something can go

™" e %A eZ«cet freofed ™MIi": o' — %o‘coe% —' Sf "t fefof .0, f—f
¢ ™St"t fof eS' —<e% —ed Sf— et7F” Sf''teed St ™' e ™M1i77 S
<*d 0 I> %o—>e8 ™IEi"t o'~ %of——co%o fo o—...S —"f""c.. feo ™ T™MH
i f—co% <o =St Zfet .. fZZ%t1 "tfZ<«—> St’ta ¥pendidyfalleceff —Sf- T
efet> fe f 7 fte of TMETTE o %'t «Sf'tA

‘A S'™ ' "8 —Sce <" ™IEi"F o'~ %ot——co%o fo o—...S ="f "<c... fo
L e st —" fred  fi"f —fZeco%o f,'—— —S«<e fet —Ste —>'ce%a iZ
any daya Sf— < >'—" fte "% "—ZZco% ="f "<... ,—— —=S'ef "ot -
™1 ece’Z> .Sfe%t -St ..'">a Z<——Z7% <= 7 —>'ce%od o'— o, f"4
quite simple. ‘™ Zf-je Z''e f— —St te%ofUotete— ‘.. temdingout ‘—" '
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fofcZe& ~ —Stsi"t o'—& ™IETZZ oo’ ™ costtf—17> fot .taked s —Sco
Ztte fo =St LteTfvecte vt feed  Sfo O Hf—iTt Ute'f—e fUF "ifY

reading your emails, but not becoming customers?

Now that seems scary, right? Nope. To remedy this quickly, we simply change the copy

P MSf— ™I efsce% ‘e ‘—" T<tiled SETEB-", % frep<SCE% —-Sf- .
™" 6%y ¢o fo> ‘7 —Stet e—F'3 fet efet —S ce%o TM(ZZéf_ elet Tfce—_3 o'
<o T f,ZF fet ffe> =" «o’ZFete-a Tloi— ™foe— 5 "7 fe sfo o 7 f
™ fo 5>' ' ee'™ % ‘ce%o <o—' —Sce —Sf— f— e'ef 'co— <o —SF "7 fe
one of these areas. Fifty-percent of creating a new customer machine on the internet is
ce'™ce% ™S, S ‘of <— <o fof se'™ce% S'™ _* "(§ -4 Sf—ie MSf—
Component Sua f~ 3" .. .. F'—<o% O Scee ‘ie( fet™idfet ol —e, 1"

' =St efef 7 —Sce 1317, <ol watt-td-gengrate $100 thousand each
month from the new ... — ¢ — " eslalée you generate from the internet. If you really want to
f..S<t"t —-Sf— Z3"+7Z " o— ... .. Teed >'—127Z Sf~F —* ee'™ _§f "1f7

you there. For example:

$100,000 per month = $1.2 million per year = $3,287.67 per day. Let mask you
straight up right now:

Do you know how much you need to earn each day (from the customers you attract

from the internet) to consistently hit your revenue goals?

Do you have revenue goals? =~ >‘— T ei—-4 >'— it —° %f— ,—e> fof
o'o:té ”fo:tT ‘e ”:tfz o_o”i”oé :t_]'o _fo:l: f Z“o f_ _S:t ":tfz o_o”:t"<
—fe— L fe f<Y%oee o >'— Y%of— [ L ZEf" '<——"F 0 S™ e L fZ..—7f

X T %o‘co% —' ¢ Fef Dtawtw "7 Tf> ‘o f..F, " a
X That produced $6,133 in gross sales
X fo.='" <o of” . Sfe— "Fte fet [ 'teec,ZF "I —et "f—% " sr” fof
gross sales total of $5,397.04.
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X Subtract my ad costs for this test and before fact <e %o <o o> ‘“t"SFTft >'—iZZ .. ‘e
with $2,872.04.

X Sf-ie Dsarvzat{vaxr '£” >tf”a

If we subtract miscellaneous expenses like staff and other odds and ends, my annual

expense in this category is going to be approximately $180,000.

x Net profit if | ran this test campaign for 12-months would be $868,294.60.

Stef oo " frfei f77 —8Sf— %o"ff— ,t..f—et Tetoic “f.
_Sioi A‘Zooa Te (E—eo— ”fo(o%o _Sioi o_o”:t"o
ad campaign | justoutke £+ ~*” >*—a

‘o TMSf_ TM‘_Z-‘- Sf”
‘TM fee >t —"ef 7" ™S5 (— <o —Sf— Te %o
these numbers with you? Why am | going through all of these steps in so much detail by

cf>co%d O <o—fed < >'—" —f "% F— %o fZ <o —' %otef"f—*F fo fTtc—c'e
fromie—t"ef— %otef " f—1t ...—e—‘et"ed «—ie "$fZ2ZZ> ‘oZ> %o'<*% —' ,F [
fet T'et€0

S:I: ":I:fo‘. Te T‘('%O _é(o e ”:t_“f_.i o

‘et FZet <o T 'co% —Sce
™MEE L > —i"F %o'<o%od >'— SfTE - f

...... — " f ad dheadfdf you.—In-St Zf>
business, the lay of the land is always going to be math. If you attempt to map out your course

JfetT ‘o 0 —Scee o'jeba e —F7Z7¢2% >'—& <—i* %o‘<e%o —* FTet — fo f
depend our real numbers to chart our course.

Component #4: Using Decision, Dedication and Obses sion to Advance While Others Retreat
Decision, dedication and determination are the backbone of your success. They will
allow you to advance while all your competitors are retreating in fear. Leie % ‘ ,f ...« ‘" f

moment and think about the Marines fighting on lwo Jima. Imagine that right after landing

‘e =8t oZfet —Sf> oo f 1T of>co%A 0 Stef flfetet o' Ztct"e [ S

—* ™c¢e —Sce —Sce%4ab treio FZc¢t™f "7 f ot ftet —Sf— —-Sf— ..t ¢t
o __.‘oo(_oio_é f)(o%o — )‘—”.:I:ZA fo'l' oy _ifoé 0 :l:_'|'o LN ”:tf
S fe E frce% P Cf<Z—"tA — t'feei— <o Z—tt —S% Sf .. "f t1

—7 fr<et St e ofctd 0 Stef fetes o Ztcf"e of>a <o “f..-a %
™AL %otesf T OMSf— <~ —fete — ft fe.t ™MS<ZF -S> "f-"1f-4 -
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fot —Z—<of—FZ>8 "' o> “foecZ> fot ""<hoete f— S'etdd St> eex™ _G
any hope of a profitable and pleasant future for their country, their families and friends was
Trrettdad St ™MiErf feec——Ft - T =" Jff—et —-SEs oftF -S;

anything less.

Fast forward to 2016 and think of the scenario our Navy Seals and Special OPS forces
f7F "f..<o% f%ofces— & ‘>'— —Scee —Sf— fe —SE>i"F %ot——c<*%o
—'tf> f7f efsce%o = —SFc” o7 —ete fot . Sc<Zt"ied 0 '™ Frei— ™"V 3
and see if we can convince the ISIS fighters not to come tortugfee t *<Z27 >‘'—4a Fi7%F %o'ee

foe —Ste ec..FZ> o £7F"5-Sce%oi* %o‘oef ,f "“<etdd ‘ >'— —Scee —Si>

‘— f .. Sfe. T8 f..f—eF —SE>i"f . teec——FT - ™ceeco%a Stetf

to go over there and eliminate every one of the threats fa€i% ‘—" ...'—e*—-">4 Sf—ie T
Lleec—ete— <o fZ7 f——& ‘™ ™MSfF_ " 5 i"F efctA O Ve Srr o o..te
T Fee e— L. fee " —7Z80 ‘— ee'™ fo ™77 fo T+ —Sf— —Sf—ie ff

meaningless without a big enough reason to push on to victory.

Understand This: As you progress through this process and encounter the inevitable

S f77te%ote —Sf— > —i"t %o'<o%o —* “f..fA >'— ™ZZ te@E'> o—.. ..t
—St "ftfZ "ffete >'—i"f t'ce% —Sced ‘—rstending db\fhat tfe driAnyf” —e Tt
S <o JFScet st—" ™MZ7 —f e— L Tttt SE"ta ‘—i"f %o'— —° "< %o—

L efed —SE e e tEocecte % So o ™ LSl st M ZF e

number of new customers and sales from the internet as you want for your business, it is

because:
X fref— eet™M ZTMA N 5 §Tf %ot _Sfo mt ZEed ™ME["E %o’ <o %o
X —i"F e'— ——fZ7> e—"% ™Sf_Te %o'co%o ‘0A ‘— SfTFei— <ofe-
t* —-St «f-Sa f— it i Pexe W i'wb Of oF feo f "te—Z-— > —i"%
worthless map.
X ‘—i"f e'= "—Z7> teec——tt -t e— . Tftce%od ‘— %<t —' ™
Tr—e " f—ttA fet >'—TTF T—— <o ecocefZ £7717—4
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It is my earnest desire to help build a more profitable, growth-centered business. |
Troim o f7F foi—— S17'<¢o%0 >'— ofet f "1™ FE_Tf — . ee "E” sEfr ¢
to help you transform the financial future of your company, your family and your employees.
As my coach and mentor Grant Cardone hastold mec<et fet —<ef f% f<c*d

Ot fL e <o "feece%o >'—" “"cfete fot esprtatiing tha willlf —ie ... "1
impress your great, great grandkidsT* f ... ... ‘e'7¢eS —S«ce %o'fZ& ™MEiTE %o'— - "Zf
oi:l:’oa 7 f”(o:to T‘o]'_ _o:t f’ %0 — o @ fo"' ’Zf) ’"i_:toTé fo"' <"

business, reach your true potential and transform your financial future, neither can you.

Be Obsessed

The final step in this process is to be obsessed. You must be obsessed with the desire

= e—. .. Tttt ™Mc—S —-S«ced - "Ff..S > —" -7 —F "'—fe—<fZa4 o+ +e—..S
‘eZc¢ot .fei— ,f Oet— <— fof "% f- <—6a 1" % figurddoufhdwto " 'f' 7%
Lteeco—te—75 %ofed " f—F o™ . —e_tef”e ""'e _Sf co—F et fet —Si>i

the process.

Every one of them operates with a level of determination that borders on obsessing.

When they get out of bed in the morning, they — f "— ™ ‘"ece% & Ste —St> %' —* It |
_gi).l-ui —)’(...fzz) —S(.'('%O f"‘__ .n.i_§<.%o ”:tz]c_:tT s T™ ¢ 7 o
FE—f"ecofoc'e = o L FETA ST ™M fifeeio TFEZ Zoof ™ieq

their passion.

Determinationis ™MSf— "—fZe —Sf—-8 "~ >'—i"F ,—><e%o <o—"' o‘ef‘efje {
nonsense, you might catch a break and enjoy some of that on a miniature-sized scale. If you
want to achieve life-... S f ¢ %o <* %0 *— ... ... feed —Ste >'—iZ7Z Sf™F - & ti—-1%"e
Ztesd Tt Tkt st =077 tce%o T—1ZEt > fe <e—teetr Zt"tZ 7

enjoying the process, then realize that this is no longer work.

‘—i7F FeE % > —" ™ ed ZTce% >'—" Z<F fet > —i"f ti
something you believeisd Z*~% feot "13Z "feec'of—% f,'——& «<o—Fe& 1i"f 11
%ot ™MS(ZF o™ STM Oéf”Té fZZ —Sce <o %o'co% —' ,f feot S'™ 3§
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™ e fet em—""d  SUF iTF oftd <= L ZEf7 —=Sf— —Sce ™Me fe F

fo.——fZ2Z7> “—<—=F "—e fot £8S<Zf"f—<*% —'‘& fot —St ...SfZZ%t*%ot:
that bad. One of the most important things | can do for you is to help you isolate these
vt ZFee fot SEZ’ 5t — "<8 —Ste “—<c..0Z> o' —Sf— —St>i"F "FtfZZ> o —

that big of a deal.

These are eighty-pound bales of hay. When | was 17, one of my first jobs was baling
hay. I lived in Eureka, Missouri where it is a tad bit warm in the summer and a humidity lelv
that consistently hovers aroue t e<ef—> "< 17 ... f+-3& —>' . fZ e—eet”ie Tf>

SIS t1%"the [S 1eStc—8 —ie "——87%eeZ> S'—f ocot”f 2t4

My job was to walk beside the hay wagon and throw these bales up on top. While I did
that, | had to avoid the spiders, yellow jackets and other stinging critters that either hid
—SteetZ fe <o —St [ fZfe " . fef — ‘—— " —St %" ' —et& —e—f27>
so much racket on their roof.

«—-S1t” E", ng ™St ™ fe >¢—e% ™fe ™M "ece% co o> ftie
installer. | would work outside on heavy equipment removing and replacing the glass that
had been broken. Most of the time | had to use a hammer and chisel to remove the broken
glass and then a series of sharp instruments to cut out all the urethane glue that held it in.

This meant that | had a continual showering of glass shards sticking in my face, my scalp and
my arms.

...... fecofZZ>a it fet — ™S f ec..f ¢Z<"1” coectf o5 ¢S'fe ™
about the time | was carrying the new (and incredibly heavy) replacement piece of glass up
a ladder. Sun burns, smashing fingers, bleeding feet and death by a thousand cuts (at least it
"tZ—- —Sf—- ™f> & —S‘'etf ™Mttt t(" ... —Z— E',s fol —SFo;r ™Mfe ™MSf-
Zf—ie - —%Ste —" fot %ot— ,f..o =" "tfZ<—>a ZZ ™ti"f T'ce% St~
™S f—ie ™M Tecoe% fof ™MSf—_je oFftce% —' ,f "<8tt4a

S(. Coof— an-'- T™ 7 ¢ § i.l.,’:t T™ £ 7 o (004 (..(-l-:té TMSi”:t TM::: f. fT
rTMEfe T™MIMe __ectt ‘e -St tt...8 ,> =St '*Z8 " t+™. f- -St
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Tt.o.ctt MSE " 5'— ™foe ¢ ™ieg  Sce o o' — SfV[{protige fou—ie o' — —
—Sf— < >'— —Sf— < >'— f> . Z'ef f——Fe—c'e -t —_Sce fet . f—-..S =8
<—Te o17 1" %o'<o%o —* ,f f '",ZFed —ie o1"%1” %o'<o%o —* ,f —Sf— <%

Component #5: Expand Your Skills, Dominate and Conquer Your Market
When | made the decision to take the advertising and marketing strategies for my

business to the internet | knew that | wanted to work from home. The more successful |

o fetA =8t "t o> "t —e o8 —ft -4 0 ™fe— aiilirfdallags T of7
£ 53 f"a0  "—1" —Sf—& > %o'fZe ...Sfe*%tT-miliond of Bolfars-per o fef o —
SEF A . tesco—te—7580 “t"> 'Sfet T o> % ™M_E fet f .. .. 17 coSete-

specific, actionable skills.

Ste «— ,t%ofe ™cSe ST OA  ‘eZ> efItTEt etef [ fec... eecZZeA
write decent sales copy and how to drive qualified prospects to a sales page, then convert
—Ste " ZFee —Sfe ™S je coe"fe—co% —' %ot— —SFe fo f ..—e—‘ef"4
lgottotSt Oefet f ocZZ<'e T ZZf"e "£” 51f"0 "Sfetd o> eecZZ¢ "t "— "t

writing sales copy that was okay to writing sales copy that was exceptionally good.

| acquired the know-how necessary to create the kind of buzz that would generate a
huge increase in sales as well as knowing how to create and implement launches that sold

tens of thousands of dollars in a matter of hours. | had to know stuff like that and more.

Ste ™ie— "Vie Qefed f e<ZZ<'e T'ZZf"e "7 >%fdobBarspedefet o<Z.
stf a6 Sft = ZifUe fo Feo—<"FZ> of™ of— " eecZ708 —SZE «o%0. Z— 1
complex processes online; building automated systems and creating effective teams of
professionals. Now my thinking has evolved again. Now | want to get to the next level so that
| can do more to support the things | believe in most. | want to help make enough money
that will allow me to reach more people with the gospel, both in America and in foreign

countries.

Will this require that | have an e —<” 27> ot ™ of_ ‘" eecZ7e¢8 ‘—  F— «— 1'%

learn about tax laws as well as how to multiply money more effectively than | do now. This
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"EC—"Fe f ef™ ef_ ‘" eecZZe fol f oF™ ecet 7 _Sceece%od it S<"f
overthe Ife— —™< 4. ftte fof —S4>1"F f27 ""t-o> o— .8 f%"$1T ‘o -
set of skills that got you to where you are now will not help you getto the nex#-+ "+ 7 46

If your goal is summit Mt. Everest safely, coming back with all your fingers and toes

V27 e fr— fe fet. . fe'A  Y%ot— ""'e fef . fe —-3"'— %S -5t
—eec—A > '—T"F %o‘<oe% —* SfTE = SFf L f o't ... oF— T eecZZe fof
Tt — 0"t %o'<oe% —' Yo' "V'e ™St i > — f7inet-Btiverl new duftometo fo <o —1
cf S tA > T Yotco%e = SFTE <ol Efed 50— eecZZ of—e fof <o

tactical thought processes.

L TMf._ ¢ __.‘o“_:t" PR of”.:t_ ‘oZ(o:t f.T enn )‘_TZZ oii
and your thinking. Asyouco —<s—1f —Sce E‘—"¢f> ™S ef4d >'— ... fe ,f— -Sf
>'— F8f..—Z> S'™ _* _f <. fZZ> <o’Ztete— Ff...S " —Stef e—_f’el

X Teach you how to write effective, powerful sales copy.

X Give you blueprints for designing and building systems that convert total strangers

to your website into lifetime paying customers.

X Reveal top-secret methods for creating campaigns that bring your customers back

time and time again for repeat purchases.

X Show you how to ethically raise your fees and then how to sell more stuff to your

existing customers and clients.

X Reveal the 3-step method for generating high-quality traffic from advertising. On the
e—""f . F —Sce e—"f—1%> of> fEf" Z<ot ZFIfT %ote oF-S‘te > —
but one peak under the hood and>* —iZ7Z <ee—fe—7> —ett’e—fot —St %otfec
This one strategy alone can transform your internet marketing efforts in less-than 30

days.

x Uncover my proven method for decreasing the amount you invest to acquire qualified

leads while simultaneously <s ..."f fet —St f 1" f%t “fZ—1 £f..S ‘et "7 t-
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—S«ce ‘ot fZZ —' eo>efZ" "7 —SF Zfe— s{ «'e=Se fet 27 ,f t1Z%
Zietem oo =t —ecedesl = 2> fToET T ehoe [

—Te <«o’'"—fe— —Howevet, &hat these powerful strategies will transform your
conversion rate, your sales and your profit unless you vigorously study, learn and adopt
—Sted "<f e ’ZFe iTF eSf"FT ™S >'— <o —Sce ..Sf'—1"4
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CHAPTER NINE The Fortune Is In The Follow Up

Over the last 19>ff”s "t StZ'tt S—et"fte *° . Zcfoe—e fo ™Mt77
e<ZZc'es T AUZZf"e <o ofZte Tte et i —e —Sf— Sft <ec—<fZZ> of«
has come from my understanding that there are untapped millions which can be mined from

—St e "fe T "t Zee ™S 177 5'— 0+'04

This chapter is especially important to you and your ability to uncover (and produce)
"Lt 28782 0 0 “e— TVte 5t 7 F8ce—<o% ZEfTe fel ..mmest—‘et”e i
o'V fe— THZZ'™M 0 e " f _t%octe fot —f..—<..e =Sf— i"F Zifreft
created a handful of internet-based methods that can generate record sales of your products
Fot of" . fed e f,mm— —f «§ ™M i FM ¢ _vfeative £77 _§et

your prospects and customers and show you how to transform them into PURE PROFIT.

St-S3" >'—i"f eFZZ<o% "'t —..—¢ -thefdices medtingst from thef ...t
platform, over the phone, on webinars or using sales copy the facts are clear. 95-98% of your
rett L —e U %o'co%o —' of> 000 =St "f™ _cefe 5'— '«—...S —Stel
—Sf— %ofe—cetZ> StZ'e 5'—" «tIfZ "ot~ .. Sct"F —SE<” %' fZe
price that screams value and yet, most folks’af e<s’'Z> —tZZ<*% >'—a 0 ‘46 ‘—Zt >
ee'™ ™S8 .. f—ef —Sf— S—efe of——"18 fet 't ZF fF o—" "0t

Scee ,f e =F ™MSHe 5 — ™ETE f oot fof =75 - "fefe 7 ™MSf_ %o
—Zt > — f. ——= TEifZc<o% ™—S ’rowZIfyeus farerits fretlileei myeparents,
—St> —Zt >'— = f ZFF"> 7 e—"fe%t"ea Si> —-'Z% >'— -Sf- -St:
world who are just sitting around waiting to take advantage of you. They basically told you
the scariest thing possiblf <o =St S e —Sf— >'—it | F o "f fM™MfF"f 7 5 " o

Lot Stet £F..8 o<%S-8 fZ< A

When you got a little older, got a job, started making some money and got ready to buy
your first house (or anything expensive for that matter) they probably told you to avoid
efeco%o [ "feS TH..cocted ‘& t'deei— «— ofef ofeet ' 77 et "7
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(= —Sf— <—iie f <= ofA"F - 18 t..— =Sf—f S—%t 't"..fe—f%ot " >

the warnings ingrained deep into their psyche™”*s —St¢” >*——-S& ‘™ _Sf_ > —i"F -
f”‘__ (_é‘ ’"‘nfuz) .‘_a
CTM e % —Sfo etem T 7 Tierd e fUF %otce%o — of> 0 ‘6 —8% °

.8 _8fe 770 —e _Sf_ ™$ W87t £ "f ™M afet _8f “f75 "¢
contact information, right? Automation and technology has given us tremendous power to

leverage our sales and marketing efforts and as such the first piece of contact information

“Sf- > —iZ7 T —eZ> Mfe— —f ed— <o 5" Uie'f —je fef<Z f11
e'ef—Sce% —Sf—Te ""i——> <ot —fe— ot fOf" 5 "Eft = >'—TZZ ™fo.
about it, right?

e =St "fUf%"f'S f,"F  —'Zt >'— fet < >'—i"F f "IfZ ,—ece
ETofoZs %ottt —Sf-a 0 fe— " >t et e [Ufei— %o'co% —' -
your services thefirstet " £7 fZ —coete —Sf> off > —” *"7f” feot 7 SEf” > —" -
~S ' —%S— f, —— ™MSf— i"f E—e— ofct fot >'— %of—- <=4 ‘— o™ _
stuff on the front end is not the best way to go about this. If your goal is to actually sell stuff
‘eZcot fet Zf—e T <= B ™ _Ztel— <— efef eteef —r 7Ufr v rrigry

TTEFA efef-Sce% —SE>it Tcot TfZ—% <e& $8..Sfe%t "7 —SF<” fefZ

B> %< <e%0 —Ste o' ef_Sce¥% “fZ—f,ZF <o —SF<” frfe I@ e'ef-Sc:
—Sted > —iVZ7Z ,f e—f"—<o%0 >'—" "FZf—<'eeS< 5> %< <o% —Ste “f7—
trustworthiness right out of the gait. This approach is going to make your job of selling in
St "———"% f ™MS'ZF Z'— ffect A ™ je et PEA 5 Sf— oLieiTE
MEf_ 5 —Sceed  Sco Sfe o Sco%o — T ™ME 5. e ETec s TeetZag
co—fTef— L feTfVec'e 07 —eetZeb fUE e—"teft - | f —SF S'——Fe—
ef ef—<e% ™ "ZtA ,—— —St tf—f —tZZe fo Fe—<"tZ> t< TE"Fe— o

majority of them are simply worthless.

N T M e % ™S, [TE L tef —f —Sce L te  F—ected o=t fu
Common_o:too:l: o_fo'r"(o_é ¢'|'~:t fzz o¢:t. S‘TM (._i”o:t_ of”o:l:_(o%o 0%0—
ST et e _t f Zfetco%h fOhot-WEALTE emSH B I 0 —FT <o >
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coo—"— . —Ft - "—— —Ste <o—' f ofZte 0" —eet704 ™Sc..S <o Tiec%
Stc” «ttf " f ofZte 0 —feotZtae"—0'x.SELZ>
—Sf— eS'—— 0 ‘e S'™ % ff—  fed eFe— ‘— >

these emails (mind you) sends the prospect back to the original sales page, which is lame.

“__ .. 07> fe "tee¢ /7 1ta
_é_o’(o%oé iof(Zo

™MEZZe ™ felt" k" f 7 >t et (= > —]
el e ™S o
‘4 ot of ——%F” St™

Predt ot Cf<Z Lt f—ef eten

— o ' f ofz:to 0  —eet
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R 3 UL DPCSICIEET Y
to give you money this early in the rela-<‘eeS<’4 0 —— o> "7t — .. — <o f™te'etd
f™fe‘efd ™S, ™ ej_ _St> %< F oF e'et> —’ ""'e_04 >'— TE..">4 +
Efets M58 c—ie e’ ZF S—efe of-—"F8 ™SS ML ME ufef 7 7
refer to as REALITY.

PeopZ$ frtei— o—""tett —' [ —> f— "<e— [t f—ef ™MIi"F fZ7 —f—
—S«ce <o F8f...— —>'F 7 efZte 0" —eetZ706 -Sf- "<'——fZZ> F7F"s <o—1f
his students to use) today, which is good news for you and me. The salesf+tZ —Si>i"%
—F3Z2Z<2%0 >'— —' —eoF <o THec%oott —* ",

—o ‘e —St —<co> "7 . te—f %o
nature and buy quickly, but it ignores (and usually irritates) the remaining 95-98% of

TMet e TMS‘ f”:t.]'_ ,— > <* %o (ooiT(f—iZ)é

Way back in 1994 | began working with Dan Kennedy and it was then that he opened
°> i)io ¢ _éi ”:l:fz”if.‘o TMf. Ce "_O(Oi..a :t of(TéC) ioé

o <o
‘e T__"''et j é) f”:l: S (e ”_o(o:tooéé
B ZHo et fee s A 0 S5 fUF o' <o —ecetesBO "5 i"% Zeot o
EfTce% —Bce e e YoYodeme —Sfo ' [ A& ' i"E <o ,—ecafes =
N

‘et Stet —St "f...— —=Sf— =St <% e‘et>a —SF
greatest opportunity for success (and a whole lot of profit) resides with all those prospects
™S coc—<fZZ> of<t 004

Sfoiis E—e— %"tf-8 $e4 ‘—i"t —1Z7¢% *t —Sf— i"%f ,tfe -’
foE™ 'heecte St fot —-3t7fa 'a §'™ t

fo .. Tthe pfas@ectsS <o " "« —
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Sf—ie f % "Ff— “—Fe—c'od ¢4 ZF— of ¢S*™ 5 S _* %ot «—&
—St ——tf—Ft OefZte "—eetZ06 [ f..S4& >indiCRAG- MEILed o —ZZ& 0
'Sfeft . fe f<%oeed Sce <o o ’Sce—c. .. f-FtT4a fenecebbreakitdownt — St %o
TETst— A e £TE"s efZFe ec——f—<te —Sf— ... —"e ‘eZc¢otad —St ki |
fomcies > i iert e e_e_ _fet t°"t _81> ,—>a ¥ ..fZ27
cotc..f—""e0a fet —=S3> f"F =St of> = >'—" o— . feed

T7Fie fo £8fe’Zt 7 f "Fhelteed <ot f="" <o f..—<'e A& Ste f f

new Dentist, she rarely schedules an appointment without first checking out the doctor
‘eZcet <ATAA O—fe—ce'ecfZ “<Tt'e04 O..'«'Zfco—hdesgarchisthe St i "

"fetfeed <ot f-""4 Sce <o ™S, ™MSfe ' — [ fZZ f Fe—coe—ie ‘"¢,
cfef%F"ie 0 ¢"e— ""¢'"c—>0 ¢S '—7Z7F F - %ot— >'— <o "7 f of™ "f_cfe

So, how does this apply to you and your desire to sell your stuff online? For the sake of

o> $8fe 214 Zf—Te of> =Sf— > —i"t efetcoe%o —"f <. = f f%T —Sf-
PR fet 7 ™MSf CfrE” <o $35..Sfe% T "7 >'—7 "vtert . —je tefcZ4
for this prospect to trust you enoughto, —>a St eftte —* ‘ee—et <atd4 071ft04
Zift of%oet— Stie =%t <o "'"A  fede eteetd "<%S-& ‘4 -Sit f..-
ef%oet— <A41AA 0"t fTcoe%o >'—" "3~ <o =St 0"Fe et ot f-""0 <o

Shocking Statistics Uncover A Major Opportunity
Now this may come as a surprise to you, but research clearly shows that over 50% of
the prospects who opted in for your lead magnet NEVER download and/or consume it. The
“fm —8f— —8f5i"f oo tes—ece% «— —f77e —e —Sf— —St>i"t of
"R —Fe—Ft "Vie st —d  ‘—et ."f@>E — <28 <—ie S—efe of_—"td S

So, what does this mean for you moving forward? This means that your chances of

getting this prospect to buy your stuff are instantly cut in half because (statistically speaking)
& SFZ" 7 > —" "ttt —e frLei— efece%o <— —S"'—%S —St "<"e— 0"Fe "
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type of sales funnel to sell your stuff.

Another way to look at this is to realize that not only does using this outdated sales

T—eefZ o't EZ te— >t ™ f fe e— S — F"f_F& <— fZe' "Fe—7
98% of the prospective new customers (and their money) available to you. Is there a solution
—* =Sce " ZFe 5 —i"F Tf..<2%8& L,e'Z—-17>4

The way you remedy this problem is by creating and building behaviorally-triggered
response sequences into your campaigns. Their sole purpose is to move your prospect from
‘ef "fe'teed (ot f—'" —* —St ef§— §—e—<Z SF ,—>e&4 <of oofcta -S
which is great. The foundation for this sophisticated methodology is Progressive Adaptive
Ferteot;d ™MSc..S ofe> £8 17— 117 <o g yourStulforiedf <Z0 "' o1 Z

"% Feec™t Tfl—<Tt Felteed; ™ ves ot ME7Z7 L f—eF <— """ %"
adapts to what individual prospects are doing in your campaign, sending them customized
marketing messages based on their unique behavior. Letme @t >'— fe t&5f«'Z% > '—i’%
gonna love this). A few months back we created a captivating video series designed to

attract clients who wanted us to create marketing campaigns for their small businesses.

The 2-part video series used a stepy-step approachd ™ f Zece%o '"‘o’'F...—¢ —S”' — %o
exact process for creating profitable, winning-campaigns for use in their own business. At
the end of the 2nd video, they were offered an opportunity to apply to work with me. Here

are the initial response indicators we used for the campaign:

1. Begin the videos.
2. Watch both videos in their entirety.
3. ‘e’Zf—F fe ‘eZcet f'Zc<..f—-<'e <AtAA Of'Z>0 -—' Sf "t ef ,—<Z

free.

Successfully achieving my goals then meant that the campaign had to be designed to

get as many prospects through each of these response indicators as possible, in the shortest
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amount of time. So, the first thing | did was to track how many people were beginning the
ettt etrcted T iert—e it <o —— tctei— f%<e =St T<"e— "<t
reminders to go and watch it.

These reminders, however, were amazingly effective because of one small addition |
made to them. | stumbled across$<e —"<...o ¢f 1" fZ >Ff"e f%'a fot <«—ie '—"%
reminders also came with a countdown timer, which limited their window of access (to both

videos) to three literal days.

" —Sits tetei— ,t%oce =St “cttte —St> ' —ft cenfintlarstdlihg ™ —Z 1 ¢
them their access was about to expire, which is cool. | created each of these reminders so
that they would automatically calculate the date their access would expire. This meant that
coo—FfT 7 ef>ce%d O '—" f.. .. Tee ithesé Teminder &idils whifle <slg,

0 ‘—" f.... Fee £8'¢"fe ‘o f——"Tf>4 —%o—e— SIr—S f— ssarr 4+40

| called this strategypure geniusbecause (by using it) it got 76.7% of the prospects
(who opted in to access these two videos) to watch them. This is a whopping 26.76%
increase (over the typical 50%), which is huge! This is an immediate 53.4% increase in the

number of prospects who actually consume the free content they requested, right?

T f...S<t "t —=Stef . <f,ZF <adtdd 07 mEnpdRerftitgteeted
a few key steps. First, we identified the first response indicator and created a specialized
ef —Fe . f —Sf— —"f. et =7 et —ie ESFT fet "hertetit fo.
every other factor in the campaign remained constant would mean that this one tweak would

yield a 53.4% increase in sales. Amazingly, this was only the start of great things to come.

The next response indicator was to get them to watch both videos (in their entirety)
which would result in the prospect seeing my offer. This resulted in a MASSIVE problem fo
me because these two videos were very, very long (5¥<e——fe¢ <o —‘—fZ & fot —* of
matters worse, they were videos of me drawing all manner of weird shapes and lines on a

giant whiteboard while | talked a,,‘ —— ef”et—<ce% & ‘ei— %ot— et ™”'e% SI"ta -
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TEZ 73T ™fo —of 714 f.—<'of 214 Srr” f™ieted . ‘e_fe_Hd —e-
cf"et”e fot f %ocfo— ™St f"TA o focof—c'od o o' F . <fZ f 1. —e8

‘MG o> $%ot <ooi— ' I f— fFFekE %o'— —' .t f —efOm-ata o' f..<f
different-«*Z 16 —>'F ‘7~ "f7e'e _—' _mifutes-ofwygur to watch me talk about the

marketing methods that are selling tons of stuff online.

co—Fed <" —Sf— efes eofZ7 ,—ecotes ‘Shentdlly) Bhcdibidr ofethpis—
Zeocmtt —<ofB  —Sces <—ie <o o fem ¢ Ttce 8o ot 5ia
has become the preferred method people use to consume content online. | should also point
‘—— —Sf— < >'—i"1 — ece%ostUtfomline; yout icvers-will need to watch your

video in its entirety so that you can make your presentation effectively, right?

$77 ot e'ef-Sco%o  tiei— fZTEfT> ee™ME feo & St tis &
...... “"tce% —' <e—<fAa O theepeoPl¢ wakchidg videos (that are an average of 2-
eco——Feo 7 Zfee ofef «— —* —St feTAO Sce effee —_Sf— TE” wr” ‘" "

before they finish a short, 2-minute presentation. Go longer than two minutes and it gets

even worse.

You can imagine how big of a challenge it was for me to get my prospects to watch the

entire 57-ece——Fe 7 “ctft'a " >'— . fei—&4 ZF— ot —F77 >'—8& «— ™feo f
LI TR e L f L f—et o> 7TE" totei— et —e—<Z —St tet *° -St
TM‘.Ti”(°%O S‘TM ‘—ZT éfNi 'fTi '—é f ”“.(:t o(o_fo:l:é_ S‘TM

lengthy videos without making an offer till the end, understand this: This was done by
TfecW%ood f o—"f—F%<...fZ2Z> t1Z<,£"f—F "% ‘e eplusfininiites o Fo— -
TEZ< E7¢o%0 <o..." T, ZF “fZ—1F =" o> "ot . —e fet <-miflifesineZ> f— —S

fact, before | made my offer.
How | accomplished this impossible featand —-St ,Z—1'"¢e— >'— .. fe —ef —* ' ST »
Step #1: Track every response your prospect takes then create the appropriate

response. AnonZfe’‘eef <o f "Fe'teefd o off’ —_Sf— <o ocotad " >'—iZZ "f
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that we tracked every prospect after they opted in to first determine if they began watching
the videos or not. | also kept track of how much of the two videos they watched, so if they
Zf = F77F =St "if . Sce% —St tet it etet —Ste f oofrcte N ZZ™

These emails told them what they were missing out on and then sent them backao
page where they could finish watching them. In other words, | progressively tracked their
behavior and then adapted my response by creating customized messages that (very

successfully) moved them through to the next step in the campaign.

| created special follow up sequences based on where in the video they bailed. | made

a series for those who bailed prior to the 14ec<e——3 of”e8 —Q&—tyt o¢f"e8d —-St u{

eco——1 of"e fof f of”cte "7 _Stef ™S "if St -Si tente ,—— t<f
™ fe ¢7¢%S—7> T< "F7"fe— fof <o . Z—TFT o’F... .. " 1 Fe . Fe - =8
point.

~

f...S ef“—tfe. .t fZe' "$717Fe .ttt ™MSf— —St>it eceeitd ™MSc...S
much of the video they had watched. Lastly, each sequence sent them back (using compelling
copy) to finish watching the videos. By creating and using these behaviorally-generated
follow up sequences | was able to get 33.2% of everybody who opted in to (ultimately) watch

the entire 57-minute video series. This level of responseisus-t f”t *~ —‘'tf>& Z<«-3"fZ27Z>4

Remember, the three response indicators | built into this campaign were to get the

prospects who opted-in to:

1. Begin the videos.

2. Watch both videos in their entirety.

3. ‘e'ZFt—f fe ‘eZcet ['Zc.. f—<'e tocHalvé ameo Uil tideir
wfe f<%oeed "7 "7t a

Up to this point we had done a great job moving the prospects through step #1 and step
#2. We go them (in huge numbers) to start (and finish) both videos and the feedback, which

was great, but | still had one hurdle to get over. The prospects were finishing (and iog)
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the videos, yet only 2.7% of them were applying to talk to us about becoming clients. On the
e—""f..f —Sce ¢<%S— offe Zcot f e—e F" ' —Z1 Z<FA ofetZ> ,F..
andbf..f—eF *° —SF<” Z1"tZ " e 'Sce—c. f—<'e8 —St>i"t ti cec—F7Z> «

Sa fet Zto- "% f—a ™ fe ' fZ7Z> o="fc%S-"""™Mf"t feof —’
“(tti'A ‘A ™S> ™Mfeeio  ef_cectt ™c—S f tAy" "m9) Whedmast'e’Zt -1t
,—ecotee ‘Mafre ™ _ 7% f tice%o f..o ZcCe ™Mc_S _Sf— "fe—7_-4 fo
Tt eemE L Mfesio efccet bt E L f et o} of -2 " %

Sf—ie Zcot —3Z7Z<¢e% +3a& 0 1> te& —S1t”inhattablerovéidkdre%o Zt ,f”
fot >'— .fe Sf™F fZ2Z " T1e& < >'— .. fe ...f""> 110 fet »Ste «of>
st *° —Ste f— ‘e t8 ™fe_ fZ7 ‘" —Ste o' e %o'co% —' “<%o—"F ‘——

et —8fe >t of>8 0 t> TeA > — 0"t f <% T—TTA stec "“Zee _fo ‘e
~St"f %'ZT ,Z'...e04 S> frFei—>'— of—ce <ttt M-S —-St st>'— .. f
e Zecte ™M ZH A O f..f—ef o= %o'ce%o — ot——Z%1 " 67> %
awhole lotmore usingmy,” f<e fet f Z<——Z7% <2%ofe—<—>a0 ‘——'e Zcota <

results... every time.

How We (Almost) Quadrupled Our Paid Applications (And The Secret To Increasing

Your Response) ...

~ TM:t Z“. f_ _S(o g f 02(%0S_2) "'(AA:I:”:I:._ f.%oz:l: TM:I:"'ZZ o:t:
conversion rate of prospects (who had opted in, watched the videos and then applied), which

means that a whopping 97.6% of the prospects who watched both videos ended up saying

0 6 —* > ""f%a
Sf—ie <o—f"te—<e% f, ' —— —Sce <o —Sf— —St> tctei= of> 0 ‘0
co—f"te—Ft <o MSf_ TMfe "THV"(e% A F..eA&d —SI> fZe' Tctei— of> 0
the outcome | could help them achieve. Iftheywerei— <s—f"fe—t1 fot Tctoim ™Mfe_ —§
| was promising they would have all bailed before the videos ended, right?*a ™ Ste > —i” %
%ot——co% '"telf.—e —' %' —S5"'— %S >'—" . fe'f<%oeed —St>i"t "ij
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following reasons:

Ssa SiSlbthLike (Really)

%o''T ET . fe—fU%of T > —7 "Vielt i —e ece’Z> fTrei— —> .. f—et
literally too much effort for them to get off their couch, find their wallet, weed through all the
% f”.f%t <o =St<” ™MfZZ7%t— fet '—Z7Z *—— —-St 'Zfe—<..Aa T ..t—"s
—~St>iZ27 & "F“—<"Ft -t t* ™MSte —Sit> —5'f o —SF” o Tefcte —f
‘o .f f%ofce 8 S—eofe of——"1% a o 0 a Trel— eet™ f 1
'tretefZ7>8 tlei— ™fe— _Stef "Zee fo . Zcte—ed Stri’t f--—t
—S'et 0% F— "<...S “—«c.. 00 ™I, ec—te —Sf— ""rece} coo—foe_ ™MIf7_§ ™
#2: They Procrastinate (With Everything)

Sted "Zee f t1 coc—FZ> co—F "ttt fet —et'—,—FtZ> ™Mfe_
—St> E—e— ... fei- "—Z7Z —St —"<%o%of"A f>,F >'— '™ eteftet Zcof
L<%o 'Zfeed ,—— o1 1" T'ce% fo>—Sce% ™ (—Shevbdosi the@ danidid 1 1" "1
LM fest ece% —St" ZHA ofs,t —teniM L&, ™M 774 4
#3. They Need More Data

Stef "*Zeo f7t —SF ‘ete ™St MZ77 ofet ' — "c...Sa St>i"t {{&{
all they need is a tiny nudge to take them over the topwhere St>i127 ,—>& — of> & f “—

about this or a concern about that or maybe they just need a day or two more to conclude
that this is best opportunity to transform their business and their income. Think about it for

a minute.

My example above outlined how our prospects opted in and watched two videos

(totaling and) including a combined 57-<<e——% ... fef o——1t> f, ‘—— —-St t§f..— =S

to do for them.

f— et ™ S50 E <ot te—tt L Ff—eF =St ESfT¢" Sfe ftiere
same as having a clothing store and being with a prospect who saw your ads, drove to the

c—"FA .fet <oh fol — <t ‘e f e—<—A o “f” fe 'U'o'f.—elho'a —St>
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>te— Mfe— =t efed f TMS'ZI Z'- o'F efeds <o ' eurefforsd ...

on these prospects so you can turn them into customers. The way you do that (using the

internet) is to create multiple conversion points.  This discovery was another (major)

breakthrough for us.
‘a TMSf—T‘ fo..fe7t 7ecie "icoe— >'— foeeg —Te foe> "coe— <o > '—" _f

“ 8t vt E7A Sce L fe Eoot—" ofZ%e ZE——1"4 5'—" ™E <of"4 > —

It can be at any place and/or any time during the campaign. The majority of your contpers
(the ones selling their stuff online that is) are using only one conversion point, which is great
for you.

‘™ SE"fie otetf—Sce% —St> Trei— oo™ fof " _Si> t<tad -St>it S
points in every campaign they run from here to eternity): More conversion points = more
‘4 <o —Sce f§fe’Z%4 ‘eZ> tay” ‘*° -St 'f'Z2f ™S
‘""c...ta Treoim ot——-7%4

tefrd Tt T
cho et TCtEte METE FUZrce% — —fZe = o

what | did to get it.

| wrote a PDF sales letter outliningthe 6" 3” it oft3 f— —St et '~ —-St “<tf'a
CEUET ETE L feftma t—demce fot L ET. e -

™ fe ‘e fZZco%d& ..
i'f(ZiT (— =" (E—e— _S:t ’i‘,Zi TMg‘TT

a powerful callto- f ... —<‘ed St
8, —— Sftei—ied— f''7

S(o TMf. ‘02) _éi ”:t%o(oo(o%o T ey ‘"oioo(‘o fo'l' Z(oi _‘ZT > —

Tf —<"t fe'teet:; <o —St S'7Z>5 %"f<Z ‘7 <o—f"ef— of’ef—_co% fotf >

everything you do. Obviously, | tracked whether they clicked to download the PDF or not. If
SfT fe FefcZ et7cte —Sf— ™' —7Z% "tecet

—St> tcteim t*™eZ ft <-4
o ‘e _é:t _f”

"fefe, t7& e ‘Lefeett ™S %"f,,<*% LfE"> %‘ZT ,"<...
| set up the follow up series so the PDF itself would only be available for a limited
Zt— —St "vrert - ee'™ ™MSHe St foL L.

further.
—cof Afet

| was able to progressively determine the expiration date and adaptively merge it into
— St fefcZe —SE> ™I %ot——co% ™ Sc..S lalfleludtioVEnesdaythet " <o ‘o7
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SI—S06 fof o ‘o &™Mc—S Ff..S —ef” etfce%o [ T< "F"fe— tf-1% tH tet<
the video. The result? We got 96.43% of the people who watched both videos and received
my follow up series about the PDF letter to downloaded it. This is literally unheard of in

internet marketing. The funny part is that is has nothing to do with the copy in the emails.

oo_if-'-é <—Te TM 7 ¢ e9%, ”i___f_o:t "% " feec ™I 'l'f’_(~:t :to"oo:t; <

out who the most interested prospecte f"f —S‘et ™MS* “ceceS ‘—S “ctt‘e &fet —S
“8t eter tef"%> — ™MfUte _Sted o <tie—f2754 E—o— fttce% —
P, ZET 7 e fZfe@  —fe <o ' fes ' "tete t" _Sf_ > " afZte f7
the amount of conversion’‘<e—e <o f . fe'fc%o*a XXF: Sf™t fe <tffa ™
cfZfe o FETEt o Ut L teTETec'e Tico—e —* _8% L fe'fcY%oe fof t'—, 7%t
how.

ZE%ofe > oS —co%o o> "t —e Ve 0 7F ™St “ceceStT —SF "t
downloaded — S # 64 ™ fe— ' "fecet >t — ' L te—<e—fZ7> fofZset >
ot —S%e " e 27 >'—7 $°77oe fef fo—fe—c'e —S'ef ™S fiece.

interested by their behavior.

The next step | took was to create another two-part video series that showed them the
specific responses to each level of the campaign they were in. At the end of each video, |
created another conversion point by asking them to apply for a consult with my office. And
— ot —SF ofet 0. —e—F " ™ed —F .. Sec —te - %hot— —Ste —* ™Mf_ ¢
get them to download the PDF.

Most them watched the videos and | got even more applications. The overall results
from this campaign were astonishing. Before | even talk about how | benefitted new client
wise, | want to point out that by delivering so much value in my content to them (before |
made an offer) | created a massive quantity of goodwill with all the people who went through
it.

They felt like they were receiving very valuable and helpful conter d+‘— & —e— f ,f"" f %o

of sales pitches.This is critical because it increases our chances of getting new business from
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them later in the relationship. Plus, it helped build our brand and position us as a good
Ltelfes = TEfZ ™Mc—Sa o« ayto-ddBusimessf) Mostdf e people who went

through this campaign were already on my email list. However, | also tested running some

0. 716 —"f " < =t <= ""te ff.t'e &

Sf— "f " c.. "t—..f1 tsvAss” "t——"e ‘e $ 1 >eboldhf" <+ te—1
Zcotd St vo—et "Ef27s <o <o —8f VZ7™M 08 E—e— o= <o —8f ™f
S et e M. MS e fTEe o S fOo" fZEe oS covie %o
(—ie "= fcoZ> o= %o'co%o —' fetif efs— —' ™M(—§ 1 viery

But if you have campaigns that are truly adaptive and will track user behavior and

"feltete ... tce%Z> 8> '— . fe oft >'—" ofZfe %"'™ Zcet o' —Sc
oot _Sce%o Zcot —Sf— "7 >t —ecefee  SfTL e'ef Ysille fome ™. "7
time for my office to personally review your current sales and marketing process, and design

f "—2ZZ7Z> ...—e—"ecoeftt "'%o"Feec "t Tf <% felteet; ..fefc%oe "' >'-

This is a genuinely free offer, and there are no strings attached. In fact-7e ¥t ,+1——1%1"
than you realize. Not only do we design the campaign for you, we also create a detailed
ZI—1F""co— 7 f8f..—Z> S'™ «— ™ es feot %< F >'— —Sf— fe ™t
coettcf—1Zs8 7 —Sf— e'—sete <o—1"fe—ce% descriptioa ofificv this—f1 f S

works, and my hidden motivation here.

Go to https://www.KenNewhouse.com/get-the-blueprint/ to read it.
ee o ¢0 %, )‘_'|"’:t TM(_é °> (‘)S(TTio o‘_(~i.éé )‘_'|'ZZ TMfo_ -
Sf—ie oco'Z> f o8 7= “ctEt —Sf— o8 ™Mo i MEf_f e fZ Z—%"

might look like, and walks you through exactly what will happen during your session. This

is not what you may be thinking.

- )‘_'|'”:t oo:l:’_(___fz fo'l' f”:t TM“T¢”<'%O <" _S(o e o‘oi o(o"' ‘C0
— ettt e—fetf,Zta St %'t et™e «oditiec—3a—St"fllee—ta o >'—iZ
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o> ™I " f% ta iptoHayZYDU money in the event you feel this free service was a waste

(A~

>'—" —<efd f e—V<e%oe f——f..Stta —ie fZ2Z ot77%t ‘—— <o Zf..
St 0 f-—...S0 ‘—i"t Ffe ‘‘ece% ‘"&

Sttt f"f —™'4a <"e—4 ™"t —ef 71 —anylody ThereSie soiet” —* € —
CfZ i foctee > —T77 23110 %o %ot —0 ,tce% —-Sf- >'—i"t f "ifZ

ot %ocoet”a fotl o'— ofZ7¢o% fe>—Scoe% *Sft>a St et..‘ef <o —Sce <o
"ffeted fi"t f eefZZ ..'s'fe> > ntdnly ®Bifer af handful pf these free
L2 —f' " co—co%o oteecies .8 o e—8A B1>i"% fZ2Z7 %o"foe—tT ‘o [ "<Teo

So, if you found the information in this chapter helpful, and would like to see

exactly how these types of strategies could improve your sales on a consistent basis,

go to https://www.KenNewhouse.com/get-the-blueprint/ now.
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CHAPTER TEN: Building Trust In An Untrusting World

By Lisa Newhouse

T—ie "f..F <—8& % Z<f <o f ™M"ZF ™M S f Z'— " Sf"Zf—fecad f
o " Z<TFe v MG _fTET 5 ™MZ7 4 —— =St ™7t o oo f T
"$Z> ‘e E—e— f SfeteSfet v etefietie ™Mt payoridrbés iSantion- 1 et— <o

but it has only contributed to the untrusting environment in which we live.

<“te ™1 f% "ttt ‘e —Sce —tet—A T 5'— Tcof >'—"efZ" ™ietfce%od
—St co—fref— “— . eZ> foet Tt . —<"FtZ> —etf” —Stet <" —ee—fo..

The fact is, there are still strategies for building trust, and none has proven to be more
powerful than the use of video testimonials from a psychological standpoint. Luckily, you
Treim ottt — Jf f 'e>...S'Z %o<e— " "Fft f ,—-e..Sndérstand¢hés o> ... S*:
e ' ZFe EScet ™S Tctdt —fe—cetecfZe ™M el je %o'co%o —' L[

can easily digest the most important aspects in just a few pages.

Video testimonials are the most credible way to promote your business without
Oet77¢o%6 for—Sco%od S> o= Zto > " Sf's . —e_tef"e o7 > "

while providing prospects with an amazing online experience?

Social Proof (Robert Cialdini)
"ot — SFTE Tt e—— Tttt Te5. S Z %> ‘" S—efe FSf <A —Stoe
across the term social proof. We all lead busy lives, and social proof is one way our brains
have been wired to help us make quick decisions about people, products, and services based
on little information. Our brain has essentially created shortcut methods for making
T, cocios “fo ot ™I frlej_ Yot— %o%otT T ™e > fZZ —St e—coe—7«

course of each day.

Imagine you hear about a new restaurant in your area, and you are considering trying
it out. So, one Friday night you and your spouse drive by at 7pm to have dinner, ate

parking lot looks like a ghost town. What do you surmise about this restaurant? Do you stop
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and decide to try it anyway, or do you drive on and go to your favorite restaurant inshel?
Te ,f——co% >'— TH..ctt =" T7<"f e fof feectd” —">co% [ o™ "o

Now imagine a similar scenario. You drive by that new restaurant on a Friday night at

7pm, and the parking lot is so packed you have to park down the street. As you drive by, you

e'—c..F =Sttt frE f troete 't ZF f——ectt ™fi—co% —' ,F etf-1ta ¢
inside for all the eager diners to wait! What kind of experience and food do you think awaits
> — fo'l' > —" e’ et f_ _S(o ”:I:o_f_"fo_é R p— _S(o. <—Te TM‘”_é .

wait to try it out.

This is social proof at work. Your business can use this principle from social proof (and
other tenets of human behavior) to bringinmore s& t+8 TZ2Z %o<" %t >'— fo £&§fe’Z% """
as a pharmaceutical salesperson so you can fully grasp how to use human behavior to your
advantage in business. Many of my dentist clients would schedule a new patient on a day
when they thought their office wouldei— ,1 —** ,—e>& — ™ fe —e_f77> f "<tf>a
this would be the best way to structure their business since they would have more time to

spend with their new patient. | always advised them this tactic was a big mistake.

| suggested scheduling new patients when their office was packed would benefit them

in a more profound way. | explained to them how scheduling new patients when the office

TMf. ,— %> TM‘_ZT o_(o_Zf_:t _éio:t ’f_(:l:o_o ! _é(ooé 0 a _é(o L
be the most popula” Tte—fZ ‘""c..F <o —*™eg "% oftt f "tfZ7> %'t T%....
FheocomGA $7 .. 4 —cte <o "EfZcrd oo F —Shet Tt e —effre_tit _

other human behavior concepts), they decided to let human behavior work in their favor.

How does this apply to online marketing? Well, statistics show 80% of people will

0 "““%ZT0 >'— ,f7'"t fece% <o —' >'—" —ecefeelq SE i 714 -St
impression a prospect will have of your business is what they see online. Google refers to
—Sce ‘eZcet T3 F cte. .t fe O <oeoco% —ST FUOAetdNZt"—-S

Online is the place where people make important buying decisions. This graphic is a

quick reference comparing the old vs. the new buying cycle that has been created by th

161
Copyright 2016 All Rights Resern¥&zh Newhouse & Co., LLC




internet. In addition to most people Googling you before becoming a client, Google also
estimates about 90% of a buying decision is made before a client ever calls you or comes into
your business. If this is accurate, then you can probably understand how important it is to
provide prospects with the best online experience possible. Using video testimonials is just
one avenue for simultaneously tapping into proven principles of human behavior like social
proof, while also providing prospects with the key pieces of information they need to make

a sound decision about your business.

S> '— —F ‘™ 1 SGeegld Boves to Self-Promote

Most people realize by now that YouTube is owned by Google. YouTube is also the #2
most frequently used search engine online. (Google is #1.) Between Google and YouTube,

Google owns about 90% of the online traffic.

This is one of the factors that play ir-* ‘— — , fie F"°7F...— ‘e >*—" I
loves to self-promote, therefore posting your videos on YouTube will help your SEO rankings
much more than when you place videos on other video sites like Vimeo, Dailymotion, Tumblr,
StumbleUpon, etc. Adding Google+ to your social media world will benefit you in the long
"—e 7" St efef "ffe'ed el (E—e— e—c...0 ™Mc_S f f ‘tedq ™ __1

is constantly in flux so you need to keep improving and altering your tactics online.)

Thankfully YouTube and Google+ are connected, so your videos will automatically
transfer over to be readily seen on your Google+ page. We live in a visual world. People
generally watch TV more, and read less than at any time in human history. Proof is not only
seee <o “cf™ce%o —<oef "7 —St fTE"fU%t ef<..fed ,—— <—ie fZe' of
social media sites like Instagram, Vine, and Snapchat. Plus, if you look at the statistics on FB,

the most successful posts are often visually oriented.

Video takes the visual world to the next level. If a picture is worth a thousand words,
then video is worth a trillion! If you are not currently using video as part of your ad and social
et tcf e—"f—1%>a4 —Ste oe—"'e%Z> fte...'—"f%1 >'— -35yeafbld —‘tf>a
demographic for a moment. This demographic, as well as the under 18 year old age group, is
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almost completely driven by this new age of visual stimuli through videos, online activity,
and TV. They grew up with smart phones, computers, the intert —4 $—... 48 Z‘'‘s f— *> st »
‘ZtT T f—%S—3" "' £8fe’ZtA fet oSt <o ‘o SE” eef”— *Stef ™f, ot _
even 36-yr >tf” ‘Ztie f % ,t..'e<e% feface%Z> —F..S of""5a “f”"> f %o
and YouTube to find out information and to shop even my parents (who are 75 years old)

use Google every day.

Baby Boomers and Seniors are still considered to be the most profitable group of

”"o’:l:..__(N:t ____o_‘o:t"o TV g fe ”_o(oioo ‘TMoi"oé g:t) ___‘o_”‘z ‘e —
right? The problem is, if you have 20+ years till you retire, you cannot solely rely on Baby
‘l.i”. f.-‘- .i.(l”. _l .:t”"‘:t f. )i_” ”_.(.i...ll. ””:tf-'- f.-l- ”___i”a °

sound, you must alter your marketing strategies and tactics to appeal to the younger

generations. Ignore them at your peril.

This is how you can predictably keep reeling in new customers to replace your older
—e—'et”e fo —_Sits fct 7TA 7 >'— Flei— .Sfe%t ™c—S —St —<eote
business dwindles each year till you go out of business. Not every business is like car
insurance - where generation after generation continues to use the same insurance. In fact, |
—Scee L f" <oe—"fe . f <o £ Fe . Sfe%oce%o@ ‘ei— efet —St ece—feof ‘7

different.

Selling More to Existing Customers Vs. Getting New High-Quality Customers Online

You might be wondering how video testimonials and other educational videos on
YouTube (and other sites) might sell more products and services to existing customers. Good
question. Thereare two™ f>e& Te %o'<o%o —' —oF fo t8fe’Zt fUofce "7 e o5 5tf

dentists. The same principles apply to all kinds of businesses though.

T—ie of > fo t8co—co%o ...—eo—"et” <o f tie—fZ """, f ofte f ..les
Choice about dental implants. According to Winning the Zero Moment of TruthZMOT
research (Google), these prospects will go online to research dental implants if they are
Lfeecttco%o L teet—c.. The—ce—"5> 7 —Sce of ——"ftd  f-is %< F o' "%
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though. We will call him Neo. Pretend Neo has a general dentist (we will call him Dr. Smith)
he has been visiting twice yearly for hygiene appointments for the last 5 years. Additionally,
Tlie o ——S "1” —Sihgideftiea 1 fZ

II”ETM.. e
..A..(.l.in. na .(_é _‘ ”:t Oé

-5 éf‘ ’ZfitT \Y}
‘e— Z<et7Z>4 < 1

" a

St Sfe 173" "<3tta

St %o'te ‘eZcet — "Feff". .S tre—fZ <o'Zfe—0d «—ie “—<«—F ZcotZ> St
Smith has any videos on the subject.

Neo mightalso%o‘ —* "& e<—Sie ™f ec—F —* "1 fT ¢ "F e "ef_c'e ‘e _§:
™1 E "4 ec—Sa t'ei— >'— f% it «— ™' —Z7F [tet - >'— ' Sf7%
<o’Zfe—e f— —Sce E—e..——"F8 ‘—ZTei— <— ,Fef - >'— —* Sf7F :
information on your website pertaining to the subject? (Remember this is just an example
from dental, but these principles apply to all businesses.)

"é. o(_é ”j:oi’\(_ IR

e 8o e fefrCA ™MI_Zteio

Scenario #1:
testimonials embedded onto his website on the dental implant page so existing (or new)

patients (like Neo) could watch happy patients tell about their wonderful experiences with

Dr. Smith and how dental implants have positively impacted their lives?

o't ..— ¢tfe Sciodhas-awedlh-obinfdrmation on the subject,
St<” the—fZ «o’Zf— 15'%

Ste 5%
fe ™MEZZ fo ‘=St” "f—cfe—e "fTco% f
mind this doctor solidifies his position as the clear and best choice. Now granted, Dr. Smith
might have proposed dental implants to Neo on many occasions during his regular visits, but
<o —Sce o  fef"c'd <= tcteim "$1fZ272> S<— Stef "7 F' <27 «*™j St

important for them to see you as the expert via this experience doing research online. If you
* .1 —SHen.sommegrie els8 will.. This is ZMOT at work.

T"T— ‘S‘TM );_u.iz'\ _
(Google)

. _._‘o_"fo_é z:l:_'[o of) " a 0(_é T‘iooT_ SfN:t N('I':l:‘ _io_(o‘o(f21
‘eZcot Ft— . f—<'efZ of—F"<fZed t—..8844 F' ™ZZ %' ‘*™BA ec—Sie
Dr. Smith has no information on dental implants except a little paragraph on a webpage

telling me what I already know.
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Sf—is ‘tt1a6 SI"F <o """ f,Z> [ S—%F tco..foet...— <o f'ie ece-
St .ece% ‘—— "a4 e<—Sie ™% ec—Fta f' ™77 o'e— Z<coetZ> %ot —"' ‘-
‘—~St” Z'...fZ t1fe—cesaleViddos—abauf -dettal implants. He will watch video
—te—cotecfZe " —Stef ‘=SE” The—co—oi "focfe—o fe —St> —FZ7 e—'"cFo
experiences, and how getting dental implants has changed their lives for the better. You get

my point.

Since Neo now sees another doctor as the clear and best choice for dental implant work,
he likely will seek care from this new doctor as opposed to having Dr. Smith do the work.
This would be a high-value, lost opportunity for Dr. Smith who had originally been thought

¢~ f. I'Te O...—""Fe— TFe—<ce—0a

See how social proof in the form of video testimonials can affect the outcome of your

business in a very tangible way?

Scenario #2: How does video affect a new customer (not a current customer)? We

could use the same example or any other. (These principles apply to all types of businesses.

o E—e— "—ZZ<co% "V'e o> ‘™o "t etef7 t8'F"cFoe. . f <o —SF tie—fZ
new patient sees the same Clear Choice TV commercial. Do you want to be the doctor people
co > —" ofet—7Zf . F tH..<tf <o —St O0Ff8'F"-6& ~ ...‘—"eftd >'— t'&

All the same principles apply to ZMOT for new customers as well as current customers.
What prospects see online will sway them to either call you and/or come into your place of
business immediately, or seek care elsewhere. You have to make up your mind you will be
the expert in your field and you will prove it through your efforts online. Video Testimonials

is just one (very persuasive) portion of a larger picture.

There is another way these video testimonials can help certain types of businesses sell
more to existing customers. Do you have a T.V. in the waiting room of your business? Going
back to my example with dentists, they usually have a TV in the waiting room for patients to
watch while they wait. What do customers see on that TV? Why not have videos of customers

telling their stories about how much they love your products and services and how your
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business has been integral to their success in life and in business? You could have a loop of
video testimonials playing in your waiting room to help sell more to your customers in a way

that is not cheesy or pushy.

Additionally, it will help the sales process go more smoothly for you. By the time your
prospects have watched a few videos; they will be even more convinced you are the right
guy for the job. Once you start to discuss your products and services (after leaving them in
the waiting room for a short period of time), you will end up doing less selling, and start
doing more closin%o & o ete—ctett tfUZct"A £ ZE trei— TEfT fe e—...
businesses still rely on brochures to sell their services. Dentists will often have many
WS —"Fe <o —St” ™fc_co% "''ed FT— S'™ "_tfe t* _St> %ot— "LfTe

How often (in your business) do you give a prospect a brochure, and then the brochure
%ot—e —S" ' ™e o —SF —"feS —e"fft& —Scee «— Sf''tee f Z'— <o fZ7
there is always a time and a place for the right kind of brochure one that uses testimonials
and case studies to prove there is a ton of value to your products and services. Remember

social proof can be used in many different capacities, and brochures are no exception.

Yet investing limited resources on traditional brochures may be a waste if you look at
(— ""te —Sce 'FVe’t . —<"tA SE feZs ™Mf ' fee” e ftc—ctofZ "L
a total waste of money) is to use them to refer customers to different webpages, or to your
YouTube page. We live in a video/visual generation, and you need to appeal to people on
their level. | truly believe your money is best spent creating a more persuasive online

experience.

Sf— ,Fco% ofcta < >'— "FFZ >'— e—e— (oTFe— o "t S_"teq i
proof in your brochures in the form of testimonials to sway prospects. Remember, if you get
a video testimonial, then you can transcribe it to a written format and use a screen capture
from the video as a still picture of the client. Go for the video testimonial and you will
essentially get a written testimonial at the same time. Taking technology to the next level

will bring a higher level of professionalism to your business. A brochure in the form of a DVD
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or a flash drive might be the most impactful way to update your media resources to fit the

times.

Imagine your prospect takes the DVD or flash drive home and pops it into his computer.
This DVD/flash drive brochure will provide him with a fabulous visual experience (with no
distracting advertisements from other companies), and will make you look like$+ 013'+”-6
in your marketplace. The DVD/flash drive should include education about the procedure,
product, or service, as well as video testimonial clips from happy clients. You can even throw
in an FAQ or Q&A section at the end with the sole purpose of overcoming their biggest

objections so these objections never hold them back from buying.

Brochures in the form of DVDs or flash drives are a beautiful way to give your prospect
the visual, high-tech experience that they want. By the way, did | mention new Google
statistics show the average American adult spends almost 3 hours a day online? (Kids spend

even more time online.)

Training Your Staff How to Ask Customers for a Video Without Sounding Self-
Serving or Like a Used Car Salesman WIIFM

Lai’\_zz) )i_ ngi f .tu:t ---Zif” _.T:l:n._f._l.(.%o (A~ _gi (‘)TMS)
testimonial videos. | have a whole system for training your employees to obtain the best
‘__...‘.:t ,,f.iT —i‘—<“‘<f2‘ Amag ---_._‘.:t”.é. S—— <o i..l..a";.é .I.. G

few parts of my system to you started. The best technique your employees can use to

successfully ask for videos (without sounding cheesy and self-serving), is to simply keep the

—e—‘ef e <o scot f— fZ7 —<oted + Sf—ie ¢ — " f4a

IN "¢>...SZ ' %0>a <—is ...fZZ1T ""feco%od ‘,F"— <fZtcec " >'— ""f
your staff will easily get customers to say yes to a video. Customers are not going to give you
f "¢ttt <" <= cooi= "Ufett " E"Z58 ot >'— 'ke-ausedltal salesmaml)— e T < %o

Customers (really) only care about themselves, but they will often go out of their way to help

other people when asked properly. Using this technique will also prove to be the most
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effective onboarding method you can use to encourage employees to embrace this new task

you have set before them.

“te'Zstte fUE et —eft ¢ 001772 %04 St +<%S— ,f "teco—f
make it a customer-... fe—"¢... f..—<"<—=>a >'— ™ZZ o'— ‘e75 "'t — f "% 0>
but >*— ™77 eco—Z—fot'—eZ> %of— "% ,—> <o "o s " e f""A e %o

from my work in dental. You will need to fine tune these techniques, and apply these

principles to your business.

"te% ™ f> —' ""fet «—& 0 f1 [7>thgetyou drfudéo sBYihghow much
you love our office (product/service) so we can attract more new patients to the practice. Dr.
Scrooge really wants to do more cosmetic work, and you would really be helping him draw
in some new patients. After all, he has 3 kids to put through college, a home mortgage, a boat,
fet “f..f—c'o Stet <o Z'c¢tf ' "f> *"T4A0

i 18 f% %o t”"f—<o% ST"F "7 >'—"  fef <-4 ‘— .. fe otf S'™ _S:
can severely affect the way customers view our questions! This is all about benefitting the
doctor not the patient. There is another negative about this question when you look at it
"te f S—efe ESfTC" e—feftco—ad — efefe St .. " Z''e Zcoet St
patients. We just discussed social proof, and from a social proof standpoint, this kind of
guestion might make the customer start to wonder if they have made a poor choice by

choosing your business.

T7F <o fo FEfe’Zf 7 S'™ ¢ fee —SF ofef “—Fe_c'ed Scee T o~
perspective. In my world, patients know a lot of people fear the dentist. They will likely
welcome giving you a video to help other patients who are fearful overcome that fear. Also,
™S tifeei— ™Mfe f F——%" 1§ f"cte. f8

Customers will also give you videos if you propose to them that you want to improve
their experience, and the experience of all your customers. Their feedback would certainly
S¢Z’(O _S(O i.TifN‘”a |ZZ .S‘TM y'— (o _é:toi .ié_ —_TM ¢ iéf.’Z:l:. S;

o' «—Je .. ‘e'Zt—_t7xcentricze—‘et"
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nghtway_n "nf.i (_é(‘) fn)é )l_ éf’*‘i ”:ti. I_” :f_(:t._ ~Aaen f Z‘.%O—
value you as a customer. We would love to get your feedback about your experiences in our
office on video. We really want to improve our services, and the entire experience you and

all our other patients have while in the office. Your feedback will help us improve. It will only

—fet f "t™ ece——_ted ‘—iZ27Z —ftZ2Z7 —e —St —Sce%oe >'— —Scee ™}
o’ TE —ted — 7t >'— f ™cZZc¢o% —' STZ —e <o’ 71ED

Right ™M f> —* ""fef «—-a 0 "> ™fe S''ce% ,1""F >'— ZIfTE —tf>
™cZZco%o —' %o<"f —e >t—" "FEt f.e e T<tE fL,—— > —" 18 17cte,

patient for a long time, and we certainly appreciate your business. As you probably knpw
there are a lot of people in this world who desperately need to come to the dentist, but who
are super scared, so they keep putting off that work they really need. We have found if they
are able to watch some videos of our current patients telling about their positive experiences
here, it helps get them over the hump in terms of scheduling that appointment. Would you

be willing to help some fearful patients? It will only take 4w e<e——1¢40

You need to consider how to properly frame the question to your customers. Always
take into consideration the WIIFM, and you will do fine. How is this going to benefit your
customer? How will it benefit other customers? Customers mostly care about themselves,
but usually they are willing to help other people when asked. Take a few minutes to consider
the WIIFM for your clients. Maybe even get a few employees together to have a brain

storming session.

Training Your Employees How to Ask Customers the Right Questions

So You Get the Outcome Based Answers You Desire

In the healthcare marketplace, there are quite a few online companies whose service is
to help doctors obtain written and video testimonials from patients after they leave the

office.

These sites easily help dentists get written testimonials, but generally have had a hard

time getting the quantity and quality video testimonials these medical practices really desire.
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Successfully obtaining written reviews is okay, but in this training we have discussed how
much more powerful video testimonials are when compared to written testimonials. Why do

these companies have such a low success rate when it comes to obtaining videos?

x Customers go home and are busy. Life gets in the way. They have the best intentions
in terms of doing a video for you, but they forget, or are just too busy. Their kids are

pulling them in one direction, their job in another, and their spouse in yet another.

X —e—'ef”e tTrej— coof_F7> ee'™ St _t ¢ f “ctf' _fe_co'ecfZa S
information you want. They are kind of embarrassed. So they decide not to do the

video.

‘—VZ2Z %ot— f Z'— "% “<tdte > ticoe% —Ste fiustsendingZ f..I ‘7,
L—e—tete —t f Totft ™MPc——te —fe—cotecfZ oc—F ™SI (—je — —
everything out on their own. You need to strike while the iron is hot. Get them while they are
happy, and it is fresh in their mind. Get them before their busy lives get in the way. Plus, by
doing the video in your office, you will be able to lead your horses to the trough. (l.e. Since
L—e—'efTe Flef— ee'™ f&f 75 MSFf_ ' ™fe_3 ' ™77 & f.Z:

want to go by the questions you ask. More on this subject to follow.)

Google and YouTube will reward your SEO efforts when you start producing video, but
you have to keep producing to see results. Those online services | just mentioned that offer
a way for customers to give you video testimonf Zs 0 f— S‘eté ™<cZ7Z —St " "f o 77
guantity or the quality you desire. Quality is the most important factor, but there is
something to be said for quantity when you are talking about SEO benefits. Attempting to get

customers to give you a video from their home will result in neither.

Quality-wise, your employees need to be trained on how to lead the video through the
't < “—Fe—ctee —Sts feed —— et fedt “ctd'e fUF —St %'ZT
for the most impact. These are tesé‘e<fZe ™St"F —St . —e—‘et” —t77¢ 5'— ¢
using your service or product has produced in their lives. How has their life benefited? What
improved? My go-to examples are generally Clear Choice Dental Implants or Proactiv Acne
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Treatment commercials on TV since most people have seen them. They show before and
after photos, and have the patient/customer tell their story about how it changed their life

for the better. (Outcome based.) You see the acne, and then you see the clear skin. Self-
explanatory, but when the customer talks about how he/she had no dates until he/she got
rid of their acne, or how his/her self-confidence skyrocketed when their skin cleared up.

These are the stories that convince other prospective customers to BUY and BUY NOW.

Remem,1” >'— f"f —="><o% —' %ot— —St ...—e—‘et”ie e_*"55 7% Z°
"<..S Sc<e—""> fZZ S—efe Fco%oe "o fZZ ...—Z-——"%e SfTF ™S o°

the internet there were bards who learned stories about the people living in the land.

Then the bards would put the stories to music, and travel around their country telling
these stories to the people. It was the ultimate word of mouth culture. One Clear Choice
Tre—fZ <o'Zfe— .feet” . <fZ of>e o'ef_Sce% —' -eStthidgsfor.mea 0 F *°
™ fo Sf co% o> o' of A T ‘oe> >'— Z''e Zcof >'— Sf7f o—esf "t ‘e 5o
kids and | wanted them to be proud of me as their Mom - not embarrassed. | smile all the
—coF o'™QG fof SfTE Ff——<"—Z —F1t-Sa > e'e ™Mfe Zcoetad T ‘™ ‘eoj
How powerful is that? Seeing the smile on her face tells half the story. Therefore, written

testimonials are great, but not enough to drive SEO or to really engage prospects online.

You should designate 1-3 employees to be your pro video interviewers. (But keep in
mind all your staff members should be responsible for assisting in terms of ushering and
guiding customers into the video room for a video.) My complete video testimonial program
includes a list of suggested and scripted questions your interviewers can ask. The goal is to
use your questions to lead your customers in a desired direction during the videos.
Remember, your staff can only lead the conversation if you create a tailored series of
guestions created specifically to illuminate the high impact outcomes the customer

experienced from using your product or service.

My dental office example is good for illustrating why you need to lead your customers

a little so you can obtain the outcome based testimonials youdesta Sf— >‘— Tt ei— ™ fe_
éf’1i. Ce Al ...—.—‘.i”. ot .:l:n:tz) 'f>é.(5”é .(_é Sf' ]c .<---:t A'\A(
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leading them a bit through the questions you ask.

Depending on your business, you might need to sponsor an event in order to get videos

from your best customers. You can sponsor a golf event, or even a dinner at a nice restaurant.

<"F > =" ”:to_ ___Z(:to_o efet 17 _S:l:) ™ ¢ o — TMfO_ — ——7e T'™MejZ f
their video during the event. For example, doii— Sf~t f tceet” f— f Z'—1 "Fo—f—"
—St"F <o ot = f T f—18 “—c<t— "o T _fece% “c<tited fei— S'ZT foe

for this reason. Golf events usually work well for video testimonial events. There is probably
a room in the clubhouse where you can send customers for their video before their second

round.

You could also host a contest. Offering a nice prize for the best testimonial is a very
effective way to get the best videos possible. (Contests bring out the competitive side to your
customers. If they want to win, then they will try to think of all the great ways your product
or service has impacted their lives.) To give you an example, my husband was a Chiropractor
for about 12 years before a bad car accident forced him to become a marketing consultant.
He offered a free 54 f> ~f ... f—<'s —* =St ™ceet” @ f %o—Fe— *° Sce O, Fo—
contest. Videos were taken one night at his office, and he got dozens of videos from
customers who went out of their way to give the best testimonials possible. They were

hoping to win that trip!

‘— <% S— ,f feece%o >'—"efZ"4 O fo <— ™ "_S _Si e'ef> Si o’
Absolutely. This was about 20 years ago, before anyone was really using video testimonials
for business. My husband had a 60 minute VHS tape made from his videos, and his staff would

send it in the mail to prospects who responded to his direct mail marketing campaigns.

Can you imagine the social proof at work when prospects popped that VHS tape in their
video tape machine? My husband often had patients come into his office saying things like,
0 ™f—..StT >'—" "<tt'&d fot E—e— o™ ' f"F _St "<%S—- t'.-
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products and services to prospects. Let your clients sell your products and services for you.
This is your chance to distinguish yourself from all the other similar businesses in your area
or online. Comments about a friendly staff or a nice waiting room are okay. They are positive

but not life changing.

You are a commodity if these are the best things you have to offer. A commodity is a
product or service that is interchangeable with many other products or services to the
point where no one cares if they buy Product A or Product B. | used to point out to dentists
—Sf— fZe'o— 17F"> tTHe—fZ "T<..f Sfe e F T—Tec——"F fet f "Vctet
T te <o ST TN E e e f—Fe T—"ce%o o> —coF feo f 'Sfref . t——c...

those comments could refer to almost any dental office in America.)
You need the life changing stories from customers so prospects see your business as
the best and obvious choice for them. You need to be better than other businesses who offer

~ 8t efed ot fe fol it e et 5t Frefo f.. ‘et f .. tes'tc—>4

Two psychological principles are at work when you offer your

best customers a perk like a free round of golf or a nice dinner

#1) Reciprocity : (Robert Cialdini) Reciprocity is a term that refers to how you feel

when you are given something free of charge. You either consciously or subconsciously feel
indebted to the person who gave you the freebie, right? For example, you go out to lunch

with a friend, and she decides to pay for it.

What happens next? Well, of course you say you will get the next lunch, and a little part
of you feels guilty till that next lunch when you are able to take the check, and cancel out that
debt. If you hold an event to get video testimonials from your best clients, and you binem
a round of golf or a nice dinner even though you got something from the deal (I.e. powerful
video testimonials to help you grow your business), most likely these customers will still feel

they owe you since you bought them dinner or a round of golf.

#2) Consistency: (Robert Cialdini) Believe it or not there is a rule of consistency in
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psychology which drives a person to want to stay the course. For example, if a client endorses
you on video, now he or she has proclaimed to the world that your business has his or her

stamp of approval.

A client who endorses you publicly on video is much less likely to cut ties with you later,
fet —fet —Stc” ,—ecetos oo’ 7f F tZeFa "'eo f o> . S'Z'%c<..[Z o~
be inconsistent with what they originally said about you. Therefore, using proven principles
of human behavior will not only help you land a lot of new clients, but these principles will

also help you retain your existing customers for longer periods of time.
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