
Natural	
  Leverage	
  Webi-­‐
nar	
  with	
  Dan	
  Thies	
  and	
  

Andy	
  Jenkins

Problem

It's	
  (Online	
  Business)	
  ALL	
  Easier

Informa9on	
  IS	
  Universally	
  Available

Free

Forums

Free	
  Line	
  Content

Swipe	
  Files

Video	
  Tutorials

Premium

Info	
  Products

Courseware

SoFware

Memberships

Webinars

Technology	
  IS	
  Easier	
  than	
  Ever

Low	
  Configura9on	
  Installs

Blogs WordPress

Content	
  Management	
  Systems joomla

Shopping	
  Carts

1Shoppng	
  Cart

Ultra	
  Cart

Pay	
  Pal

Simple	
  Communica9on

Aweber

Get	
  Response

Constant	
  Contact

Content	
  Crea9on

Video	
  Crea9on

Ebook	
  Crea9on

Website	
  Crea9on

Collabora9on	
  &	
  Administra9on

Quick	
  Books	
  Online

More	
  Virtual	
  Help	
  Availability

Collabora9on	
  tools

Back	
  Pack

Central	
  Desktop

Skype

IM

There	
  are	
  more	
  traffic	
  channels	
  than	
  EVER

SEO

SEM

Social	
  Media

Social	
  Networking

Why	
  are	
  Results	
  are	
  universally	
  bad

December	
  2006	
  Survey	
  Results

June	
  2007	
  Survey	
  Results

July	
  2008	
  Survey	
  Results Results	
  got	
  WORSE More	
  People	
  in	
  the	
  Market

70%	
  2	
  years	
  Exp	
  with	
  less	
  than	
  
$1000	
  per	
  month	
  rev.

Agitate

The	
  Average	
  Full	
  Time	
  Entrepreneur	
  
works	
  about	
  55	
  hours	
  a	
  week

The	
  Average	
  Full	
  Time	
  En-­‐
trepreneur	
  gets	
  about	
  8	
  hours	
  a	
  
week	
  worth	
  of	
  meaningful	
  
growth-­‐oriented	
  work	
  done

More	
  Op9ons	
  than	
  Ever	
  

Example-­‐	
  The	
  Typical	
  Deploy-­‐
ment	
  Scenario	
  for	
  any	
  Asset	
  has	
  
15	
  different	
  op9ons Promo	
  Email

Send	
  it? What Day?
What Time?

RSS	
  it? Excerpt?
Full Feed?

Post	
  it	
  to	
  Blog?

Make	
  a	
  Pod	
  Cast?

Make	
  a	
  Video

Make	
  a	
  PDF?

Subject	
  line?

P.S.?

How	
  Many	
  Links?

HTML

Plain	
  Text

MIME

Link	
  Tracking?

Split	
  Test?

Contact	
  Mechanism?

Follow	
  Up?

Most	
  re-­‐engineer	
  the	
  process	
  
every	
  9me	
  they	
  deploy	
  an	
  asset

Career	
  Training
If	
  you	
  ever	
  went	
  to	
  school	
  or	
  had	
  a	
  job...

You	
  are	
  figh9ng	
  against	
  someone	
  
else's	
  behavioral	
  condi9oning

"My	
  Department"	
  Mindset

"What	
  Works	
  Hurts" You	
  might	
  be	
  led	
  to	
  believe
Aggressive	
  Marke9ng	
  is	
  all	
  that	
  works

Cringe	
  Worthy	
  Headlines

Massive	
  Results	
  Claims

Ques9onable	
  Tes9monials

UpSell	
  Hell

Gratuitous	
  Bonuses

Risky	
  Refund	
  Periods

List	
  Pounding

Full	
  Disclosure	
  -­‐	
  I	
  have	
  done	
  ALL	
  of	
  these	
  things

Solu9on

Compartmentalize	
  your	
  Business	
  into	
  M.E.S.
Segment	
  your	
  business	
  into	
  
Synergis9c	
  Parts

Marke9ng	
  is	
  KEY	
  to	
  all	
  things Marke9ng	
  needs	
  to	
  be	
  commodi-­‐
9zed,	
  NOT	
  innovated

Experience	
  is	
  a	
  Force	
  Mul9plier	
  
for	
  Long	
  Term	
  Growth

Experience	
  needs	
  to	
  be	
  an9cipat-­‐
ed	
  with	
  science,	
  not	
  reacted	
  to	
  
with	
  emo9on

"Think of a number between one and 
one hundred..."
8 times easier - 8 time more effective

Systems	
  allow	
  you	
  to	
  scale	
  with	
  only	
  
modest	
  increases	
  in	
  overhead

The	
  business	
  needs	
  to	
  be	
  ra9onalized	
  to	
  
the	
  System,	
  not	
  the	
  other	
  way	
  around	
  
(at	
  least	
  at	
  first)
Vendors - Let's pretend that they're not idiots.

Natural	
  Leverage Examples

Profitable	
  Lead	
  Genera9on	
  &	
  List	
  
Segmenta9on

Traffic	
  IS	
  EASY

Pay	
  For	
  It,	
  Trade	
  for	
  it,	
  earn	
  it	
  
with	
  SEO,	
  Blog	
  for	
  it,	
  write	
  for	
  it,	
  
partner	
  for	
  it...

300	
  ReTweets	
  of	
  "With	
  the	
  World	
  Wide	
  
Outage	
  of	
  Gmail,	
  Fortune	
  500	
  companies	
  
reported	
  a	
  2,498,121%	
  increase	
  in	
  worker	
  
produc9vity"

The	
  REAL	
  Reason	
  People	
  Don't	
  believe	
  its	
  easy	
  is	
  because	
  
they've	
  gomen	
  traffic	
  but	
  it	
  created	
  no	
  revenue

Wrong	
  Goals	
  -­‐	
  Wrong	
  Message	
  -­‐	
  Wrong	
  Response

Your	
  Business	
  PRIMARY	
  GOAL
Generate	
  MORE	
  Sales

If	
  you	
  want	
  brand	
  iden9ty,	
  then	
  direct	
  
response	
  is	
  not	
  part	
  of	
  the	
  Equa9on

TRAFFIC	
  is	
  NOT	
  LEAD	
  GENERATION

Lead	
  Genera9on	
  starts	
  with	
  a	
  visitor Think of it in terms of dirt-world

A	
  Visitor	
  turns	
  into	
  a	
  Lead	
  when	
  you	
  start	
  a	
  conversa9on

A	
  conversa9on	
  is	
  2-­‐way

You	
  Talk

They	
  Respond

The	
  problem	
  -­‐	
  Their	
  Response	
  is	
  a	
  pre-­‐set	
  
ac9on	
  that	
  you	
  invite	
  them	
  to	
  take.	
  	
  
Kinda	
  limi9ng,	
  right?

Most	
  so-­‐called	
  "Lead	
  Gen"	
  goes	
  like	
  this

You	
  start	
  a	
  conversa9on Click	
  the	
  Link

They	
  respond

You	
  Ask	
  them	
  to	
  get	
  out	
  their	
  wallet

99%	
  of	
  them	
  don't

You	
  stop	
  talking

The	
  conversa9on	
  Ends

You	
  just	
  spent	
  some	
  form	
  of	
  currency	
  
without	
  a	
  net	
  posi9ve	
  result

Paid	
  Traffic

SEO

JV	
  Endorsements

How	
  many	
  9mes	
  do	
  you	
  think	
  a	
  
JV	
  will	
  promote	
  you	
  with	
  a	
  
mediocre	
  conversion	
  rate?

YOUR	
  JOB	
  is	
  to	
  create	
  an	
  Automa9c	
  Conversa9on	
  
that	
  will	
  con9nue	
  without	
  your	
  presence

Using	
  Outcome	
  An9cipa9on	
  to	
  
predict	
  behavior	
  in	
  the	
  conversa9on

Create	
  a	
  Binary	
  Set	
  of	
  Ac9ons	
  for	
  
EVERY	
  Conversa9on Example

Visitor	
  comes	
  to	
  Landing	
  Page

They	
  have	
  RESPONDED	
  to	
  your	
  
Conversa9on	
  Starter

It's	
  your	
  turn	
  to	
  talk

Make	
  a	
  No-­‐Brainer	
  Offer

50%	
  will	
  take	
  it

50%	
  will	
  bail

The	
  50%	
  that	
  BAIL	
  is	
  the	
  Visitors	
  
side	
  of	
  the	
  conversa9on!

Talk	
  AGAIN

Exit	
  Pop

Footer	
  Pop

Page	
  Peel

"Get	
  More	
  Info"	
  Link	
  to	
  test	
  an	
  
alterna9ve	
  path

Metaphorical	
  Example Dan,	
  Can	
  I	
  have	
  $10?

50/50	
  on	
  that. If	
  I	
  haven't	
  pissed	
  Dan	
  off	
  lately

Dan,	
  Can	
  I	
  have	
  $10	
  to	
  use	
  for	
  gas	
  in	
  your	
  
car?

95/5
I made Dan MORE aware of the 
circumstances

Actual	
  Example

At	
  footer:	
  Have	
  more	
  ques9ons?	
  	
  Click	
  Here

Takes	
  them	
  to	
  another	
  landing	
  
page	
  with	
  different	
  layout	
  and	
  
different	
  bullet	
  points Make the visitor aware of Additional Circumstances

YES	
  -­‐	
  it	
  has	
  ANOTHER	
  opt-­‐in

Lather,	
  Rinse,	
  Repeat

Dwindling	
  Open	
  Rates

Why?

You're	
  having	
  a	
  different	
  
conversa9on	
  than	
  they	
  are

List	
  Segmenta9on
The Right Message to the Right Audience

The	
  Amazon	
  Incident Amazon	
  Accurately	
  sent	
  me	
  offers Janeen	
  started	
  ordering	
  from	
  my	
  account The	
  offers	
  got	
  "interes9ng"

The	
  Q&A	
  Email

Example: "What keeps you from losing weight?"
A) Diet
B) Exercise
C) Genetics

Segment	
  Subscribers	
  via	
  their	
  response

Start different conversations with the 
different segments

InfusionSoF Tags

Constant	
  Contact

The	
  Open	
  UP	
  Email For	
  prospects	
  that	
  don't	
  open

Segment	
  them	
  again	
  into	
  a	
  2nd	
  
Tier	
  Responder	
  Group

Split	
  Test	
  a	
  New	
  
Subject	
  line

Subject	
  Line	
  A	
  is	
  Aggressive "Profoundly	
  Important	
  info	
  on..."

Subject	
  Line	
  B	
  is	
  Ques9on "You	
  missed	
  this..."

Separate	
  the	
  respondents	
  of	
  
those	
  ques9ons	
  into	
  new	
  groups

Mail	
  those	
  groups	
  with	
  subjects	
  
and	
  copy	
  according	
  how	
  they	
  
responded	
  to	
  your	
  test

You	
  can	
  do	
  this	
  in	
  Aweber

You	
  can	
  do	
  this	
  mul9ple	
  9mes	
  for	
  
maximum	
  effect i.e.	
  Tier	
  3,	
  Tier	
  4,	
  Tier	
  5

Side	
  Effect	
  -­‐	
  Your	
  open	
  rates	
  on	
  
emails	
  will	
  be	
  nearly	
  double	
  aFer	
  
running	
  through	
  a	
  cycle.

The	
  Moccasin	
  Method	
  of	
  Copy	
  Wri9ng

Effec9ve	
  Copy	
  is	
  Essen9al

There	
  are	
  2	
  Types	
  of	
  Copy
Persuasive	
  Copy

Instruc9ve	
  Copy

I	
  suck	
  at	
  Copy
But	
  I	
  can	
  tell	
  a	
  hell	
  of	
  a	
  Story Story	
  Telling	
  can	
  Educate,	
  

Instruct,	
  AND	
  Persuade

"Walk	
  a	
  Mile	
  in	
  Their	
  Moccasins"

Prospect	
  Empathy

Empathy	
  is	
  a	
  direct	
  deriva9ve	
  of	
  Emo9on Emotion is a KEY Action Influencer

No	
  one	
  can	
  be	
  TOLD	
  to	
  
experience	
  powerful	
  emo9ons

Powerful	
  Emo9ons	
  are	
  Implicit
"When	
  I	
  saw	
  her	
  in	
  her	
  wedding	
  dress"

Think	
  about	
  all	
  the	
  points	
  of	
  view	
  
of	
  that	
  statement

Parent	
  Empathy

Sibling	
  Empathy

Friend	
  Empathy

Spouse	
  Empathy

"Laying	
  there,	
  in	
  the	
  intensive	
  
care	
  unit..."

Shared	
  Experienced	
  creates	
  emo9on

You	
  create	
  an	
  experience	
  via	
  voyeurism

Let	
  them	
  safely	
  look	
  through	
  the	
  
window	
  of	
  a	
  story

Some	
  prospects	
  will	
  remain	
  detached

But	
  they	
  will	
  have	
  the	
  intellectual	
  
experience	
  of	
  witnessing	
  an	
  event It's	
  safe	
  and	
  Risk-­‐Free

Some	
  prospects	
  will	
  become	
  
emo9onally	
  involved They'll	
  live	
  vicariously	
  through	
  your	
  story

It's	
  empowering
It's Authentic!

Great	
  Storytelling

Rules

We	
  care	
  about	
  THINGS	
  because	
  
we	
  think	
  THINGS	
  will	
  change	
  our	
  
circumstances

A	
  Change	
  in	
  Circumstances	
  must	
  
happen	
  to	
  a	
  PERSON

Hype	
  is	
  like	
  Sugar

Tasty	
  -­‐	
  burns	
  fast	
  and	
  hot Causes	
  a	
  Crash	
  aFer

Be	
  Exposed	
  to	
  it	
  over	
  9me,	
  you	
  
become	
  addicted	
  and	
  want	
  more

The	
  Reality	
  of	
  Hype

Hype	
  is	
  a	
  part	
  of	
  our	
  every	
  day	
  lives

"That	
  new	
  car	
  is	
  AWESOME"

"Its	
  the	
  BEST	
  CAR	
  I've	
  EVER	
  Owned"

"It	
  gets	
  AMAZING	
  Gas	
  Mileage"

"..worth	
  TEN	
  TIMES	
  the	
  Price"

"...LOVE	
  IT"

Hype	
  Occurs	
  in	
  Nature

Hype	
  doesn't	
  bother	
  us	
  in	
  every	
  
day	
  circumstances

Why? It's	
  part	
  of... wait	
  for	
  it... ...wait... a	
  STORY!

Transla9ng	
  the	
  Sugar	
  of	
  Hype	
  to	
  
the	
  Protein	
  of	
  Truth	
  EASIER	
  when	
  
you	
  tell	
  a	
  Story True	
  Stories	
  are	
  Protein

Protein	
  is	
  a	
  building	
  block	
  for	
  
sustained	
  growth

Makes	
  the	
  Body	
  feel	
  Full

BUT,	
  When	
  told	
  as	
  a	
  Story	
  that	
  creates	
  
Empathy,	
  even	
  HYPE	
  can	
  get	
  trac9on

True	
  Stories	
  Always	
  have	
  a	
  
Central	
  Character

The	
  Central	
  Characters	
  EXPERI-­‐
ENCE	
  during	
  the	
  Story	
  is	
  what	
  
Drives	
  to	
  Reader

The	
  Goal	
  that's	
  achieved	
  is	
  far	
  
less	
  important

Braveheart "Every Man Dies, not every man truly lives"

Gladiator
"I too want to be touched by Ceasar - I will 
give them something they've never seem"

LOTR "I can't carry it for you, but I can carry you"

Whats	
  the	
  essence	
  of	
  a	
  Road	
  Movie?

The	
  Acquisi9on	
  of	
  the	
  "Thing"	
  is	
  not	
  
Central	
  to	
  the	
  Characters	
  Experience

How	
  the	
  Thing	
  AFFECTS	
  the	
  
Characters	
  Experience	
  is	
  KEY	
  -­‐	
  
"Happily	
  Ever	
  AFer"

"They	
  Laughed	
  when	
  I	
  sat	
  down	
  
in	
  front	
  of	
  the	
  Piano,	
  but	
  when	
  I	
  
started	
  to	
  play"

Good	
  Characters	
  are	
  usually	
  flawed

Some9mes	
  it's	
  their	
  fault,	
  
some9mes	
  its	
  not If they were not flawed, they wouldn't need your help

Always presume that a problem EXISTS!

Good	
  Characters	
  succeed	
  IN	
  
SPITE	
  of	
  themselves

If	
  we	
  are	
  not	
  our	
  own	
  worst	
  
enemies,	
  then	
  why	
  haven't	
  we	
  
already	
  figured	
  it	
  out?

Encountering	
  Opportunity	
  when	
  
faced	
  with	
  adversity

"The diretiest bath tubs can be 
CLEANER than they have EVER been!"

Great	
  Stories	
  are	
  ALWAYS	
  driven	
  
by	
  an	
  Antagonist

Antagonists	
  range	
  from	
  
Wardrobe	
  Failures	
  to	
  Pes9lence	
  
and	
  everything	
  in	
  between

THE	
  VERY	
  BEST	
  (IMHO)	
  Story	
  
Outcomes	
  are

NOT	
  when	
  the	
  characters	
  just	
  
overcomes	
  the	
  Antagonist

It's	
  when	
  the	
  characters	
  achieves	
  
something	
  greater	
  than	
  the	
  
original	
  problem	
  presented.

Braveheart

Gladiator

LOTR

Shindlers	
  List

Market	
  like	
  this,	
  and	
  NO	
  ONE	
  can	
  touch	
  you.

Pulling	
  Back	
  on	
  The	
  Free	
  Line

Basis	
  of	
  the	
  "free	
  line"

In	
  the	
  beginning,	
  there	
  was	
  the	
  
"squeeze	
  page"

Instead	
  of	
  "all	
  or	
  nothing"	
  sales	
  page...

Capture	
  an	
  opt-­‐in,	
  expose	
  the	
  offer

Gee,	
  if	
  it	
  works	
  for	
  this,	
  what	
  about...

Moving	
  the	
  free	
  line

Free	
  content,	
  "reverse	
  squeeze"

Establish	
  trust	
  /	
  credibility	
  first

Higher	
  opt-­‐in	
  &	
  sales	
  in	
  early	
  tests

How	
  far	
  can	
  you	
  move	
  the	
  line?

StomperNet	
  experience

Ini9al	
  launch,	
  2006

"Going	
  Natural"	
  videos

a	
  LOT	
  of	
  views

20K+	
  op9ns

a	
  VERY	
  large	
  and	
  successful	
  launch

SMARTS	
  launch,	
  2008

"experimental"	
  free	
  line

highly	
  complex	
  videos

"decoy"	
  launch

a	
  very	
  large	
  and	
  successful	
  launch

but	
  did	
  we	
  learn	
  anything?

Reopen,	
  May	
  2008

Adwords	
  Triangula9on	
  Method	
  (ATM)

Highest	
  investment	
  in	
  "free	
  line"	
  quality	
  yet

a	
  VERY	
  successful	
  launch	
  /	
  reopen

All	
  videos	
  "on	
  topic,	
  on	
  message"

April	
  2009

Andy	
  &	
  I	
  reassess	
  the	
  "free	
  line	
  concept"

Friends	
  are	
  back	
  to	
  using	
  squeeze	
  pages

Formula5	
  launch	
  uses	
  a	
  mixed	
  approach

Squeezing	
  turned	
  out	
  to	
  be	
  cri9cal

Stomping	
  2	
  /	
  My.StomperNet	
  promo9on

Leslie's	
  LSI	
  video
weak	
  op9n

controversy	
  -­‐	
  amen9on

"7	
  Deadly	
  Sins"
higher	
  op9n

"completed	
  sequences"

So	
  what	
  the	
  HECK	
  is	
  going	
  on?

non-­‐scien9fic	
  review	
  says	
  it's	
  
related	
  to	
  Complexity

targe9ng	
  the	
  un-­‐qualified	
  doesn't	
  
work

So,	
  who	
  is	
  the	
  ideal	
  customer?

And	
  who	
  will	
  just	
  buy,	
  without	
  
free	
  line	
  "proof"?

Link	
  Libera9on	
  launch	
  test

Quietly,	
  Dan	
  has	
  had	
  a	
  theory

It's	
  about	
  the	
  experience

If	
  your	
  free	
  line	
  content	
  confuses	
  
me,	
  I	
  feel	
  DUMB

I	
  don't	
  like	
  to	
  feel	
  dumb

So	
  I	
  hate	
  you	
  and	
  don't	
  opt	
  in

The	
  big	
  test

"Teaser	
  video"	
  -­‐	
  link	
  building	
  with	
  
leverage	
  engines

Opt-­‐in	
  gets	
  you	
  detailed	
  video

Teaser	
  video	
  gives	
  background

64%	
  opt-­‐in

Delayed	
  delivery	
  of	
  opt-­‐in	
  bonus

"Detailed	
  video"	
  -­‐	
  "Leverage	
  Engine	
  #4	
  
Blueprint	
  -­‐	
  The	
  Index	
  Driver"

Opt-­‐in	
  gets	
  you	
  week	
  1	
  free

39%	
  opt-­‐in

Sales	
  from	
  this	
  segment	
  (conver-­‐
sion)	
  also	
  worse

Again,	
  delayed	
  delivery

Moving	
  the	
  free	
  line	
  was	
  a	
  big	
  FAIL

Really	
  glad	
  I	
  only	
  tested	
  a	
  small	
  segment

Really,	
  really	
  glad,	
  in	
  fact

Those	
  who	
  got	
  "detailed"	
  as	
  free	
  
line	
  didn't	
  even	
  GET	
  that	
  I	
  was	
  
offering	
  a	
  class	
  in	
  many	
  cases

Designing	
  with	
  intent

If	
  the	
  free	
  line	
  is	
  so	
  great....

Why	
  not	
  give	
  away	
  the	
  whole	
  
product	
  and	
  ask	
  for	
  money	
  later?

Actually,	
  I	
  did	
  that

SEOFS	
  $29.95	
  vs	
  "free"	
  (op9n	
  /	
  
honor	
  system)

Sales	
  were	
  a	
  "wash"

but	
  -­‐	
  So	
  What?

First	
  chapter	
  free	
  (ar9cle	
  as	
  reverse	
  
squeeze)	
  doubled	
  conversion

Free	
  line	
  content?	
  YES

Risk	
  reversal	
  -­‐	
  giving	
  something	
  free	
  
establishes	
  that	
  you	
  don't	
  suck

Reciprocity	
  -­‐	
  free	
  content	
  that	
  is	
  
not	
  totally	
  promo9onal	
  triggers	
  a	
  
natural	
  response

Results	
  in	
  advance	
  -­‐	
  one	
  of	
  
StomperNet's	
  strongest	
  tac9cs

You	
  have	
  to	
  test	
  -­‐	
  but	
  we	
  do	
  have	
  
some	
  clues	
  from	
  the	
  data

Staying	
  on	
  message	
  -­‐	
  telling	
  a	
  
single	
  story,	
  through	
  the	
  free	
  line

Spectrum	
  of	
  experience

Newbies	
  vs.	
  Advanced
self-­‐qualifying

qualifying	
  by	
  content	
  (F5	
  launch)

Introductory	
  /	
  Ac9onable	
  =	
  Win
There	
  is	
  a	
  small	
  cost	
  with	
  advanced

establish	
  credibility	
  either	
  way

Advanced	
  /	
  Ac9onable	
  =	
  Win	
  IF	
  you	
  
target	
  that	
  segment	
  with	
  the	
  product

There	
  is	
  a	
  COST	
  w/	
  newbies

over	
  my	
  head	
  means	
  you	
  aren't	
  
credible	
  yet	
  /	
  I	
  can't	
  decide

Where	
  is	
  the	
  product	
  posi9oned?

Do	
  you	
  WANT	
  to	
  qualify	
  the	
  buyer?

SEO	
  Fast	
  Start	
  at	
  the	
  free	
  line

This	
  book	
  was	
  my	
  en9re	
  business,	
  now	
  it's	
  free

2004-­‐2007,	
  op9n	
  required	
  -­‐	
  list	
  to	
  7K

2007	
  -­‐	
  free	
  line	
  move,	
  list	
  
bounce	
  from	
  3K	
  to	
  8K	
   It	
  only	
  mamers	
  if	
  the	
  READ	
  your	
  email

Low	
  opt-­‐in	
  rates	
  (20-­‐30%)

Bounce-­‐back	
  op9n	
  raises	
  that

the	
  "buzz"	
  &	
  good	
  will	
  of	
  the	
  free	
  
line	
  means	
  that	
  others	
  market	
  my	
  
'product'	
  for	
  free

This	
  is	
  a	
  branding	
  decision	
  -­‐	
  not	
  testable

The	
  Lazy	
  Spare	
  Time	
  Business

Quick	
  History

Why	
  I	
  Needed	
  A	
  Spare	
  Time	
  Business

SEO	
  Fast	
  Start	
  ca.	
  2001

SEO	
  Research	
  Labs	
  /	
  Keyword	
  Research

One-­‐off	
  training	
  classes	
  ca.	
  2005

Coaching	
  /	
  Con9nuity

Remodeling	
  the	
  Model

"All	
  In"	
  at	
  StomperNet

No	
  more	
  coaching

Something	
  Had	
  to	
  "give"

Value	
  Gap	
  model

Nature	
  of	
  informa9on	
  markets

Consumers	
  are	
  repeat	
  buyers

Just	
  because	
  they	
  bought	
  Brand	
  X	
  
doesn't	
  mean	
  I	
  can't	
  sell	
  something

Spectrum	
  of	
  Experience
Newbies	
  have	
  different	
  informa9on	
  needs

As	
  experience	
  grows,	
  needs	
  splinter

Specialized	
  Informa9on

Rich	
  Schefren:	
  Niches	
  Sub-­‐Divide

Ries	
  &	
  Trout:	
  Mountains	
  &	
  Hilltops

Being	
  the	
  "keyword	
  guru"	
  sucked

Even	
  if	
  you	
  can	
  charge	
  $1,000	
  for	
  
a	
  keyword	
  class

"Good	
  problem	
  to	
  have"	
  -­‐	
  but	
  s9ll	
  a	
  
problem

My	
  solu9on	
  is	
  to	
  move	
  UP	
  -­‐	
  not	
  subdivide

Who	
  is	
  the	
  PPC	
  guru?

It's	
  not	
  Perry	
  Marshall	
  -­‐	
  he's	
  the	
  
ADWORDS	
  guy

(In	
  real	
  life,	
  he's	
  not	
  "just"	
  -­‐	
  but	
  
the	
  market	
  says...

Who	
  is	
  the	
  SEO	
  guru?

Ask	
  20	
  people,	
  get	
  10-­‐15	
  different	
  
answers

Nobody	
  can	
  OWN	
  SEO	
  MOUNTAIN
Black	
  hat,	
  white	
  hat,	
  you	
  can't	
  be	
  BOTH

You	
  will	
  never	
  convince	
  everyone

So,	
  is	
  "Posi9oning"	
  wrong?	
  Is	
  Rich	
  
Schefren	
  wrong?

Not	
  exactly	
  -­‐	
  their	
  observa9ons	
  are	
  correct

But	
  some9mes	
  you	
  have	
  to	
  fight	
  
the	
  bamle	
  where	
  it's	
  being	
  fought

You	
  don't	
  need	
  to	
  own	
  the	
  mountain,	
  
but	
  you	
  DO	
  need	
  creden9als

"The	
  Guru	
  Effect"

Sa9sfy	
  my	
  needs	
  once,	
  get	
  
another	
  chance

Failure	
  is	
  magnified	
  -­‐	
  "never	
  trust	
  you	
  again"

"Touch"	
  has	
  higher	
  value

Market	
  Mapping

Exper9se	
  &	
  Experience

Breadth

Depth

Niches

Noise	
  &	
  Knock	
  offs

Compe99on

High	
  End

Consultants

Membership	
  programs

"Guru"	
  products	
  covering	
  
mul9ple	
  topics

"Big	
  Events"

Small	
  group	
  offerings

Low	
  End

eBooks

Bloggers

Forums

Quality

Lots	
  of	
  low-­‐quality	
  knock	
  offs

Small	
  #	
  of	
  real	
  experts

Schemes	
  &	
  "solu9ons"

Differen9a9on

Black	
  Hat	
  vs.	
  White	
  Hat

Black	
  Hat	
  perceived	
  as	
  advanced

"Real	
  business"	
  =	
  risk-­‐averse

Don't	
  fight	
  the	
  current,	
  get	
  out	
  of	
  the	
  
river

Subtopic

Segments

Consultants

DIY	
  /	
  Newbie

Business	
  Owner

Designer	
  /	
  Developer

Employees

Entry	
  /	
  Acquisi9on	
  Points

Introductory

SEO	
  Fast	
  Start

Not	
  just	
  a	
  "go	
  away	
  give	
  away"

Marke9ng	
  &	
  promoted	
  -­‐	
  with	
  a	
  
budget	
  and	
  stuff

Branding	
  /	
  Messaging
End	
  of	
  confusion

Stop	
  listening	
  to	
  all	
  that	
  noise

Advanced	
  Basics

Basic	
  "track	
  to	
  run	
  on"

Hints	
  and	
  bits	
  of	
  advanced/niche	
  informa9on

Giveaway	
  of	
  2006	
  Link	
  Clinic	
  Bootlegs

Blog	
  posts	
  focus	
  on	
  more	
  
advanced	
  topics

The	
  "Family	
  Tree"

Lots	
  of	
  SEO	
  professionals	
  GET	
  
THEIR	
  START	
  with	
  SEOFS

The	
  MORE	
  newbies	
  who	
  get	
  their	
  
start	
  with	
  me,	
  the	
  bemer

People	
  who	
  "steal"	
  my	
  ideas	
  are	
  
not	
  hur9ng	
  me

They	
  can't	
  afford	
  to	
  duplicate	
  the	
  Experience

Repe99on	
  reinforces

Niche	
  /	
  Specific

Consul9ng	
  Business Maybe	
  -­‐	
  but	
  I	
  lack	
  an	
  introductory	
  product

Keyword	
  Strategy

Bad	
  -­‐	
  turns	
  me	
  back	
  into	
  the	
  
keyword	
  guru

"Site	
  Workshop"
Maybe	
  -­‐	
  a	
  large	
  project

Hard	
  to	
  posi9on	
  as	
  "different"	
  from	
  SEOFS

Adwords

Maybe	
  -­‐	
  my	
  stuff	
  is	
  damned	
  good

PPC	
  Fast	
  Start	
  founda9on	
  not	
  set

Soon,	
  not	
  now

"White	
  Hat	
  Black	
  Belt"

Open	
  ended

Almost	
  requires	
  con9nuity

Advanced	
  =	
  specific	
  scenarios,	
  so	
  
lots	
  of	
  content

Partner	
  with	
  someone	
  or	
  don't	
  do	
  
it

Link	
  Building

Compe9ng	
  offers	
  suck

Predominantly	
  /	
  en9rely	
  "black	
  hat"

Lots	
  of	
  "pushbumon"	
  schemes

A	
  Value	
  Gap	
  you	
  could	
  drive	
  an	
  
en9re	
  business	
  through

Two	
  Paths

Small	
  Group	
  Training

"It	
  worked	
  before"	
  but..

Always	
  Be	
  Working

Um,	
  "spare	
  9me,"	
  remember?

A	
  supplement,	
  not	
  an	
  income

Straight	
  Infoproducts

Doors	
  always	
  open

Minimal	
  support	
  cost

What	
  about	
  value	
  dilu9on?

"Third	
  Way"

Live	
  class	
  -­‐	
  limited	
  access

By	
  no	
  means	
  a	
  small	
  group,	
  -­‐	
  but	
  manageable

200	
  students	
  allowed	
  to	
  interact

Mul9ple	
  modes	
  -­‐	
  live	
  calls,	
  
discussion/comments,	
  q&a	
  podcast

Exchange	
  of	
  touch	
  (valued)	
  for	
  
par9cipa9on

Data	
  sharing

Results	
  /	
  tes9monials

With	
  200	
  people,	
  EVERY	
  ques9on	
  gets	
  asked

Home	
  Study	
  Course	
  next

Build	
  Infoproduct	
  version	
  during	
  live	
  class

Built	
  in	
  tes9monials	
  /	
  case	
  studies

Beta	
  /	
  focus	
  group	
  for	
  final	
  product

Results?

I	
  don't	
  NEED	
  to	
  do	
  anything	
  else

This	
  will	
  take	
  a	
  very	
  small	
  amount	
  of	
  
9me

"Drill	
  down"	
  courses	
  have	
  high	
  value

Free	
  introductory	
  product	
  
enables	
  all	
  of	
  this

"High/Low"	
  play

Concussion	
  Planning

Front	
  Loading	
  Customer	
  Experiences	
  will	
  cut	
  your	
  back	
  
end	
  resource	
  consump9on	
  by	
  many	
  factors

The	
  Key	
  Factor	
  to	
  Effec9ve	
  
Concussion	
  Planning: Understanding	
  the	
  difference	
  between

Customer	
  Ac9vity	
  (Boring)	
  and	
  Customer	
  Use	
  (Awesome)

Example

Going	
  Out	
  to	
  Dinner

The	
  Customer	
  Ac9vity	
  is	
  Have	
  a	
  Meal	
  at	
  a	
  Restaurant

The	
  Customer	
  Use	
  is

Decide	
  on	
  Time

Make	
  Reserva9on

Decide	
  on	
  Clothes

Drive	
  Car

Park	
  Car

Meet	
  Hostess

Wait	
  on	
  Table

Be	
  Seated

Order	
  Drinks

Look	
  at	
  Menus

Hear	
  about	
  Specials

Decide	
  on	
  Meal

Appe9zer

Main	
  Course

Dessert

Have	
  Free	
  Bread

Make	
  Small	
  Talk

Get	
  Appe9zer

Use	
  Place	
  Sexng

Silverware

Glasses

Napkins

Center	
  Piece

Make	
  more	
  small	
  talk

Get	
  Main	
  Course

Eat

"Yes,	
  everything	
  is	
  fine"

Finish

Order	
  dessert

Order	
  Coffee

Pay	
  Check
Calculate	
  9p

Sign	
  Check

Get	
  Car

Drive	
  Home

Have	
  Gastro-­‐intes9nal	
  distress

Take	
  Tums

Typical	
  Thank	
  You	
  Page Most	
  Pages "Thank	
  You	
  For	
  Your	
  Order,	
  if	
  you	
  have	
  any	
  ques9ons..."

The	
  Concussion	
  Planing	
  Thank	
  You	
  Page

What	
  JUST	
  Happened?

You	
  	
  ordered	
  x

It	
  cost	
  X	
  much

This	
  is	
  the	
  informa9on	
  you	
  entered

This	
  is	
  your	
  shipping	
  address

This	
  is	
  the	
  email	
  you	
  entered

You	
  got	
  this	
  op9on

The	
  transac9on	
  was	
  successful

All	
  systems	
  go

What	
  is	
  ABOUT	
  to	
  Happen?

White	
  list	
  this	
  email	
  address

You'll	
  get	
  an	
  email It	
  will	
  look	
  like	
  this

You'll	
  get	
  a	
  receipt

You'll	
  get	
  tracking	
  numbers

You'll	
  get	
  log	
  ins	
  and	
  passwords

You'll	
  get	
  a	
  bonus

Please	
  download	
  this	
  PDF	
  document

Your	
  credit	
  card	
  will	
  say...

Here	
  is	
  a	
  Quick	
  Start	
  Guide
Here's	
  how	
  to	
  Install	
  It

Here's	
  how	
  to	
  Use	
  it

Here's	
  some	
  sneaky	
  tricks

Here's	
  a	
  surprise

What	
  COULD	
  Happen?

Here's	
  our	
  support	
  informa9on

Here's	
  our	
  phone	
  number

It	
  could	
  take	
  X	
  days	
  to	
  ship If	
  x	
  days	
  go	
  by	
  and	
  you	
  don't	
  get	
  it,	
  call	
  X

Here's	
  our	
  FAQ
Here's	
  some	
  of	
  biggest	
  snags	
  we've	
  seen

Here's	
  how	
  to	
  get	
  around	
  any	
  of	
  those	
  snags

This	
  is	
  how	
  you	
  log	
  in

Mac	
  or	
  PC	
  or	
  Both?

Is	
  my	
  machine	
  powerful	
  enough?

Do	
  I	
  have	
  good	
  enough	
  Internet	
  
access	
  or	
  bandwidth?

Are	
  my	
  security	
  sexng	
  too	
  high?

This	
  is	
  what	
  to	
  do	
  if	
  you	
  can't	
  log	
  in

This	
  is	
  how	
  to	
  use	
  X

How	
  to	
  take	
  care	
  of	
  X

If	
  it's	
  busted,	
  call	
  X

Did	
  it	
  arrive	
  busted?

Take	
  a	
  picture	
  of	
  the	
  box

Did	
  is	
  bust	
  later	
  aFer	
  you	
  plugged	
  
it	
  in	
  or	
  turned	
  it	
  on?

If	
  you	
  need	
  some	
  help,	
  call	
  X

If	
  you	
  want	
  your	
  money	
  back,	
  call	
  X

Do	
  you	
  want	
  the	
  Gold	
  Version?

Do	
  you	
  want	
  this	
  accessory?

Do	
  you	
  want	
  to	
  be	
  in	
  the	
  buyers	
  club?

The Result of Concussion Planning?
Let's be conservative
Lets call it a 80% decrease in non-critical 
customer service communications

Front	
  Loading	
  your	
  Sales	
  Funnel	
  will	
  MULTIPLY	
  
your	
  Sales	
  Results	
  by	
  many	
  factors What would a Concussion Planned sales 

funnel increase your conversion by?

What	
  Is	
  Guru	
  Therapy?

If	
  you're	
  here,	
  you	
  probably	
  fit	
  
into	
  one	
  of	
  3	
  categories

You	
  have	
  at	
  least	
  a	
  moderately	
  successful	
  
Informa9on	
  Marke9ng	
  Business	
  -­‐	
  and	
  you	
  
want	
  to	
  take	
  it	
  up	
  a	
  notch

If	
  this	
  is	
  you,	
  we	
  think	
  we	
  can	
  help	
  you,	
  
so	
  s9ck	
  around	
  for	
  a	
  few	
  more	
  minutes

You	
  are	
  a	
  successful	
  person	
  with	
  
exper9se	
  in	
  something,	
  and	
  	
  you're	
  
thinking	
  about	
  launching	
  your	
  own	
  
informa9on	
  marke9ng	
  business

If	
  this	
  is	
  you,	
  we	
  think	
  we	
  can	
  help	
  you	
  
plan,	
  develop,	
  and	
  launch	
  your	
  business	
  
like	
  nobody	
  else	
  -­‐	
  so	
  s9ck	
  around

Just	
  here	
  for	
  the	
  free	
  webinar	
  
because	
  you	
  like	
  us

If	
  so,	
  thank	
  you,	
  and	
  we	
  hope	
  you	
  got	
  some	
  
good	
  things	
  out	
  of	
  this	
  that	
  you	
  can	
  use

Now,	
  let's	
  talk	
  about	
  the	
  price

This	
  is	
  going	
  to	
  be	
  a	
  VERY	
  high	
  
touch	
  program

As	
  a	
  result,	
  it's	
  NOT	
  going	
  to	
  be	
  cheap

The	
  price	
  is	
  $10,000	
  for	
  the	
  six	
  
months,	
  or	
  $2K	
  per	
  month

If	
  you	
  can	
  fit	
  that	
  into	
  your	
  budget,	
  without	
  
taking	
  out	
  a	
  second	
  mortgage	
  or	
  something	
  
crazy	
  like	
  that....	
  s9ck	
  around

If	
  not,	
  keep	
  at	
  it,	
  we'll	
  have	
  more	
  
free	
  stuff	
  coming	
  for	
  you

Here's	
  what	
  we're	
  doing

Group	
  Therapy	
  Calls

Couch	
  Time	
  (1-­‐on-­‐1)

Mastermind	
  Discussion	
  List

Live	
  Workshops

Guest	
  Speakers

"Over	
  the	
  Shoulder"

So	
  if	
  you're	
  interested,	
  we	
  just	
  
need	
  you	
  to...

Go	
  put	
  down	
  a	
  refundable	
  $1000	
  deposit

Complete	
  the	
  applica9on	
  and	
  send	
  it

If	
  you're	
  selected,	
  we'll	
  let	
  you	
  know

If	
  we	
  aren't	
  sure,	
  we	
  may	
  ask	
  you	
  
some	
  ques9ons

If	
  we	
  don't	
  think	
  we	
  can	
  help	
  you,	
  or	
  think	
  you're	
  
about	
  to	
  go	
  into	
  debt	
  over	
  your	
  head,	
  we'll	
  hope	
  
to	
  see	
  you	
  next	
  9me

A	
  big	
  part	
  of	
  the	
  value	
  in	
  a	
  group	
  like	
  this	
  is	
  the	
  exper9se	
  
of	
  the	
  other	
  par9cipants	
  -­‐	
  so	
  we	
  have	
  to	
  say	
  no	
  to	
  some	
  
folks	
  because	
  they	
  just	
  aren't	
  ready	
  for	
  it

OK?	
  Go! www.GuruTherapy.com


