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Secret #1: The Doctor With The
Apple Was Right

Whoever said “An apple a day keeps the doctor away” was really smart, 
because it works in business the same way it does with our bodies. 

You guys know I’m OBSESSED with marketing. I love to learn every new 
trick, hack, and strategy out there. 

And then my greatest passion is sharing it with all of you! As fun as the 
tactics are, most of you should still stick to basics, especially when you’re 
just starting out. 

I see so many people who spend all this time creating a complicated sales 
process—way more complicated than even I would create—and then they
get mad and discouraged and hyperfocused on all these little details. 

And with a complicated funnel, there are like 8,000 variables to check, 
and it’s just so confusing and unnecessary. I know, I know—you’re asking,
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 “So what is the APPLE in marketing?” I’ll tell you. 

It’s the webinar. Call it a masterclass, webclass, online workshop, video 
training, livestream—I don’t care. 

It’s YOU on camera, speaking to your audience, once a week. 

Every business owner getting started should commit to one webinar a 
week, live. 

Something amazing will happen when you do this. (Well, lots of things.) 

• You’ll get really good at selling. 

• You’ll dedicate time every week to SELL. 

• You’ll be spending a good portion of your week, every week, finding 
traffic.

• You’ll tweak and perfect your webinar because each new audience will 
show you something different. 

Each Sunday, start pushing hard for registrations. Do that until Thursday. 
Then on Thursday, you sell. That’s it. 

Everyone is focused on the webinar and what happens right afterward. 
Then Friday through Sunday, everyone is checking out the replay. You’re 
sending out emails, pushing the special offer. 

And on Sunday, the offer ends, and you reset the process and start again. 
Back to basics. A webinar a week. It should be on everyone’s calendar 
right now. No excuses. 
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Secret #2: What You Measure
Grows

Create a scorecard for your business so you can measure your growth. If 
you guys are like me, numbers and accountants probably stress you out. 

Because of this, we’d rather bury our heads in the sand than look at the 
numbers right? Well, this must stop if you want to grow. 

Go out and get a big whiteboard or piece of poster board (like you used 
for science projects). 

You’re going to create a scorecard that you can see every day. Pick the 
numbers you want to measure. You don’t have to be technical or fancy. 
Literally just things like revenue, leads, or new sales. 

Pick the metrics you want to see and make as many columns as you have 
categories. 

Each Monday or Friday, write down the number. 
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Then try to beat that number each week. Maybe you only focus on one 
column at a time. 

At the end of the month, add it all up and keep that number in the last 
column. Then you’ll be able to track month to month as well. 

Something funny happens when you focus 100% in one direction. You will 
try to beat your own best goals. 

Athletes do this all the time. They are always working to beat their best 
times. It’s the same in business. Focus on your metrics so you can beat 
yourself each month. Whatever you focus on grows. 
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Secret #3: Build Your Buyer
Personas

For any marketing strategy — digital or not — you need to know who 
you're marketing to. The best digital marketing strategies are built upon 
detailed buyer personas, and your first step is to create them.

Buyer personas represent your ideal customer(s) and can be created by 
researching, surveying, and interviewing your business's target audience.

It's important to note that this information should be based upon real 
data whenever possible, as making assumptions about your audience can 
cause your marketing strategy to move in the wrong direction.
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To get a rounded picture of your persona, your research pool should 
include a mixture of customers, prospects, and people outside your 
contacts database who align with your target audience.

But what kind of information should you gather for your own buyer 
persona(s) to inform your digital marketing strategy?

That depends on your businesses — it's likely to vary depending on 
whether you're B2B or B2C, or whether you sell a high-cost or low-cost 
product.

Here are some starting points that you can fine-tine and tailor to your 
particular business.

Quantitative and Demographic Information

•Location: Use web analytics tools to easily identify what location your 
website traffic is coming from.

•Age: Depending on your business, this may or may not be relevant 
information. But if it us, it's best to gather this data by identifying trends 
in your existing prospect and content database.

•Income: It's best to gather sensitive information like personal income 
through persona research interviews, as people might be unwilling to 
share these details via online forms.

•Job Title: This is something you can get a rough idea of from your existing
customer base and is most relevant for B2B companies.
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Qualitative and Psychographic Information

•Goals: Depending on what challenge your product or service solves, you 
may already have a good idea of the goals of your buyer persona. Cement 
your assumptions by speaking to real customers and internal sales and 
customer service reps.

•Challenges: Speak to customers, sales and customer service reps, and 
any other customer-facing employees to get an idea of the common 
challenges your audience members face.

•Hobbies/ Interests: Ask customers and those who align with your target 
audience about their hobbies and interests. If you're a fashion brand, for 
example, it's helpful to know if large segments of your audience are also 
interested in fitness and well-being to inform future content and 
partnerships.

•Priorities: Talk to customers and target audience members to find out 
what's most important to them in relation to your business. For example, 
if you're a B2B software company, knowing your audience values 
customer support over a competitive price point is very valuable 
information.

By combining all of these details, you'll be able to create buyer personas 
that are accurate and highly-valuable for your business.
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Secret #4: Pay Attention To Your
Competitors

“Good marketing makes the company look smart. Great marketing makes 
the customer feel smart.” — Joe Chernov, CMO of InsightSquared

A good suggestion when first starting out is to look at what your top 
competitors are posting and observe what is working for them. 

Pick just 5 to get started. 

Everything is at your finger tips, so go check out their Instagram, Twitter, 
Facebook, and LinkedIn pages. See if you can establish any patterns. 

Pay attention to the types of images they are using, the captions they are 
creating, how frequently they are posting, and when. 

Once you do this, make a list of the type of content that has the most 
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engagement. Try to mimic that method for a few weeks, and then jot 
down your results.

This is just a starting point. You should continually modify your process to 
figure out what will work for your business.
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Secret #5: Describe Benefits Not
Features

I know you’re rolling your eyes. This gets covered on the first page of 
Marketing for Blithering Idiots, but we don’t do it.

We get wrapped up in what we do, and we forget to translate that into 
what our customers get out of it.

The insanely simple and direct way to handle this is just to put a bulleted 
list on your sales page (or About page or Hire Us page, wherever it’s 
relevant) under the title:

Here’s What [My Product] Will Do For You
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List out the seven most important wonderful things that your customer 
will experience as a result of doing business with you. 

Make sure this list can be seen “above the fold” on the screen — in other 
words, without the viewer needing to scroll.

Make them a nice mix of logical and emotional benefits.

Benefits are the little black dress of marketing: always appropriate. Try 
tucking them into your headlines, or writing entire blog posts around key 
benefits.

Don’t forget that testimonials and case studies are a great way to show 
benefits rather than just telling people about them.
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Secret #6: Adress Objections

It’s hard to keep your cool when you create a business. You put so much 
work and care into it, the idea that anyone doesn’t love it as much as you 
do can be hard to fathom.

You need to get over this.

Most people who see your marketing messages won’t buy from you. But 
many of those would buy from you, if not for some unanswered question 
in their minds.

Objections are all the reasons prospects think your product might not be 
for them.

Objections boil down to fear — fear of feeling dumb, fear of making a 
mistake, fear of wasting money. Give your copy enough time to address 
those fears and overcome them.
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Secret #7: Selling Is The ONLY Thing
That Matters

Michael Masterson wrote a book called Ready, Fire, Aim and in it he says, 
“The only thing that matters, if you want to go from zero to a million 
dollars, is sales. 

Sales are the only thing that matters.” Most people starting in business 
focus on getting their website perfect, setting up the office, hiring staff, 
branding, designing logos, etc. 

It’s all just a blip on the screen compared to selling. Everything you focus 
on and do must converge on the bullseye that is THE SALE. 

When you start selling, you’re going to see what works and what doesn’t. 
It’s by far the best way to start growing. Selling online happens in lots of 
ways. Sales pages, webinars, telesummits, networking, joint ventures, or 
video sales letters. 
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Focus on what you must do to get your selling mechanism right, and then 
do it. Perfect one and then add another if you need to. I recommend that 
start-ups spend one solid day a week just selling. 

Do a livestream, a hangout, a webinar. And make sure everyone on your 
staff and in the office is focused on the one task of making sales. 

If you feel like your company is having a bad month, stop doing all the 
tasks that drain you of your ability to sell. Stay in the selling zone until you
reach $1 million in sales. 

Everyone in your company should know that their first priority, regardless 
of their job description, is TO SELL. That’s all there is to it. 

It’s simple. Focus on selling. Spend all your time on it. Selling is all that 
matters until you get to $1 million 
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Secret #8: Craft A Strong Call To
Action

Now you've identified your target, and you've listed out your features 
and/or benefits. Great work! You now must focus on what you want your 
prospects to do. 

What's the call to action?

If you are focused on a particular campaign what are the success 
measures of that campaign? Do you want them to call? Do you want them
to buy something? Do you want them to submit an inquiry?

Be clear about your expectations. Once you've identified the course of 
action you want them to take, make sure you've removed any obstacles 
from them doing so. For example:
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•Is your telephone number clearly seen?

•Does your inquiry form structure work?

•Can they purchase via telephone, online or in a brick and mortar 
store easily?

Test the process. You'd be amazed at how difficult we make it for 
prospects to complete the desired action. Make the transaction easy, no 
matter what the call of action. Zero tolerance for obstacles.
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Secret #9: Rethink Your Pricing

Recently, marketers have lost sight of one of the more important aspects 
of their trade – pricing.

Whether it’s because there is a smaller percentage of professional 
marketers among those who do it or something else, but it sometimes 
feels that the all-too-important matter of pricing is being ignored or 
neglected.

At times like these, you need to be very active with your pricing.

Depending on what it is you’re selling, you might find yourself in the 
luxury segment all of a sudden, as non-essentials get equated with luxury 
and budgets get tighter.

You might have to think about lowering prices, offering more deals, or 
helping out your customers by giving out free subscriptions (great for SaaS
companies, for example).
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Sometimes modifying your pricing will be necessary to sell in this new 
world, and sometimes it can be a great way to show you really are a 
brand that wants to help out its customers.

Just don’t ignore it.
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Secret #10: Start Telling “Heroic”
Stories

Stories are great because they make you memorable. They allow you to 
build trust with others and ultimately sell more. It’s the perfect skill for 
entrepreneurs, copywriters, marketers, salespeople, and many others. 

Here is the best technique for telling great, memorable stories…

It is called using “Hard Loops”.

Creating loops is a very common storytelling technique. First, you open up
a storyline. Then, right before the climax, you transition into a different 
storyline.

The most common form are nested loops. Nested loops have certain 
anatomy. Usually, it’s three stories layered within each other. 
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The main story you actually want to tell is the middle one.

So, a typical nested loop would look like this:

Open story 1 – open story 2 – tell the main story – close story 2 – close 
story 1

Open loops are such a popular technique because they create curiosity. 
They also allow you to hold the attention of your audience for longer. 

The brain doesn’t like unconcluded stories. So, your audience will listen to
find out how the story ends.

Now, creating a nested loop isn’t a bold technique in itself. But there is a 
way to take it to the next level. It’s a way most comedians use.

We are talking about are hard loops. You see, most storytellers use soft 
loops. Soft loops slowly transition into the next story – the audience 
hardly notices them.

It depends on the style of the comedian to some extent, but most 
comedians and late-night show hosts use hard loops. That means they use
loops which are abrupt and very noticeable.

If you watch a full show of any comedian you’ll notice how many topics 
they cover in one night. 

They might talk about politics, things they observe, discussions they had 
with friends, or what happened on their last bus ride.
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It seems random at first but towards the end, they close all the loops. It all
becomes one big masterpiece.

Hard loops do two things. On the one hand, they create immense 
curiosity. They allow you to keep your audience’s attention for a long 
time.

On the other hand, hard loops can sometimes cause amnesia. 

That’s where it gets interesting. By the end, your audience might not 
remember the full story. What they will remember intensely, however, is 
how they felt.

Think about it, have you ever watched a comedian and had the time of 
your life? 

Yet, after the show, you can’t remember the exact jokes. What you can 
remember for sure is how funny it was. 

That’s the power of hard loops.

If you are telling a story to persuade someone this is a powerful 
technique. Use it with caution, people will always remember how you 
made them feel.
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Secret #11: The Hidden Formula To
Building A Sales Funnel

Struggling to create your sales funnel? 

Wondering how you can grab your audience’s attention right from the get 
go? What you may not realize is that behind every successful sales funnel,
is a formula for success. 

And knowing this formula is the difference between a thriving sales funnel
and a dead one.

There are many factors that contribute to a successful sales funnel. These 
are things such as the copy on the page, quality of leads, etc. 
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However, every profitable sales funnel has at least four things.

Without these four things, you just have another boring sales page. If you 
want to build a profitable sales funnel, you need to know how to combine
these four things together. 

Individually, each one of these things has a minimal impact. But by 
combining these four together into one sales funnel, you can achieve 
exponential results.

If you want to learn the hidden formula to a profitable sales funnel and 
how to use it in your own business, read on.

Copywriting and The AIDA Principle 

If you are familiar with the term ‘copywriting’, you may already be aware 
of the AIDA principle. This stands for Attention, Interest, Desire, and 
Action. 

These four principles dictate the flow of your sales funnel. And every 
successful sales funnel out there today utilizes these principles extremely 
well.

The first principle ‘Attention’ focuses on getting and keeping your reader’s
attention. 

Given that the attention span of a human being is around 8 seconds, that
means you have very little time to work with. In order to get your reader’s
attention, you need to have what people call ‘the big hook.’
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The big hook is also known as a unique selling proposition. You present a 
unique idea to the reader that immediately hooks them in and grabs their 
attention. 

Once you’ve got their attention, you need to hang onto it until the bottom
of the page. 

The First Principle: Attention

Think of your target audience like fish in an ocean. Each fish contains 
money that you want for yourself. In order to get their money, you need 
to somehow get them to you. 

If you’ve ever seen fish in water, you’ll notice that fish do not pay any 
attention to humans. In order to get them to come to you, you need their 
attention. You need something that they’re interested in, something 
that’ll draw them in without suspicion.

You need bait.

This is where the first principle of Attention comes in. In order to get 
those fish to come to you, you need a hook with bait on it. 

And the only way to get the biggest and freshest fish is to use the best 
bait possible.

You can think of your sales funnel the same way. When crafting a sales 
page for your sales funnel, think of it like fishing.

You need a unique idea that’ll hook your reader the minute they begin 
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reading so that you can reel them in. But if your bait isn’t adequate, 
they’ll release the hook and swim away. 

This is why crafting a unique selling proposition and grabbing the reader’s 
attention is so important. Because the attention span of a human is 
shorter than a goldfish, you need to ensure those few precious moments 
are put to good use. 

“Good things come to those who bait.” – Unknown

The Second Principle: Interest

Once you’ve got their attention, you can move onto the second principle –
‘Interest’.

At this point your audience should be hooked onto whatever you are 
saying. The race to reel them in has begun, and now you need to ensure 
they stay on that hook. In order to do this, you escalate their interest in 
the product you have to offer.

Going back to the fishing example, let’s imagine a fish has taken your bait 
and clamped down on your hook. However, these are smart fish. At any 
moment they could open their mouths, release themselves from the hook
and swim away. 

To ensure they keep their mouth closed and allow you to continue reeling 
them in, you need to maintain their interest. This can be done by 
dropping another fishing hook with bait into the water or jerking the rod 
up and down.
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Doing so makes them less likely to open their mouths because they’re 
being distracted.

Your goal after the audience has taken the bait is to keep their attention 
span focused on your sales page. 

You want to increase their interest in what you have to offer through 
subtle means. You can do this by continuing to drop interesting facts 
about your unique selling proposition (more bait), or by changing their 
perspective on something they believe in (jerking your rod).

By escalating your audience’s interest, you increase the length of time 
they’ll stay on your sales funnel page. 

The more time you can get them to spend on it, the more likely you’ll get 
what you want.

The Third Principle: Desire

The third principle behind a profitable sales funnel is ‘Desire’. This is 
about making your audience want what you have to offer.

If you’ve ever seen a sales funnel page with a list of benefits, that’s an 
example of how to create desire. 

You state a list of positive things your product can help them with. This 
could be things like how to lose weight, build muscle, or earn an extra 
$10,000 a month.

In order to get humans to desire what you have, you must show them the 
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value of your product.

Going back to fishing, let’s imagine that the fish on your hook is a gigantic 
1,000-pound Goliath. 

As a result, it is absolutely impossible for you to reel them in because they
are too heavy.

Now because of the fact that this is a special fish that possesses intellect, 
you are able to speak to them. So you tell this fish:

“Hey Goliath, you are too heavy for me to lift up. I have here hundreds of 
worms in a bucket for you to eat. All you need to do is jump up.”

Now let’s assume the fish understands what you said. The fish now has a 
desire to do what you’ve told them to because there’s a reward. They see 
the value in jumping up onto the dock because there is a bucket full of 
worms.

Your sales funnel should create a desire in a similar way. State very clearly 
to your audience what they have to gain by doing what you tell them. 

Show them the value and benefits behind following your advice. Entice 
them with desire.

Done properly, you won’t even have to lift a finger. Your audience will 
literally ‘jump’ to the desired result by themselves.

The Fourth Principle: Action
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The fourth and last principle to building a profitable sales funnel is 
‘Action’. 

Without action, it doesn’t matter how great your product and benefits are
or how big your fish is. If you cannot get your audience past that finish 
line, it doesn’t mean sh**.

Taking action means getting your audience to pull out their credit card 
and give you money.

Unless that step is taken, your audience has not taken action. If your 
audience does not take action, you do not make money. And if you do not
make money, you do not have a profitable sales funnel, you have a dead 
one.

In most cases, a lack of action is due to a lack of reasons to do so. To 
effectively make your audience take action, you need to give them a 
reason to do so NOW.

Imagine that the gigantic 1,000-pound Goliath fish is now bobbing up and 
down in the water. 

Right now, it’s debating whether or not it should take action to leap up 
beside you. In its mind are doubtful thoughts such as:

“Is this a trap?”

“Should I do it?”

In this state of mind, there is hesitancy. There is doubt in the fish’s mind. 
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Unless you can quell that doubt quickly, that doubt will grow until it
eventually talks itself out of doing it. And when that happens, it’ll release 
the hook and swim away. 

In order to override that hesitation and doubt, give it a reason to jump 
NOW.

“Hey fish, I forgot to mention I have some fresh seaweed in the bucket as 
well. It’s going to spoil if you don’t eat it within the next 10 minutes.” 
(From danlok.com)
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Secret #12: Earn Leads Through
Content Creation

Earn your leads by creating content. I’m talking about writing blogs, 
posting YouTube videos on your channel, or creating episodes for your 
podcast. All of this is free content that provides value, and is part of your 
content marketing strategy. 

When you add value to people’s lives, they will want to learn more about 
what you do and what you have to offer.

Why? The more value your audience receives, the more you start to build 
a relationship with them. The stronger your relationship with your 
audience, the more they will trust you. When that happens, when you’ve 
built enough trust, they’ll listen to you. 
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That’s why valuable content it’s one of the most effective ways to 
generate leads for your business.

The first step is creating the content. And not just any content. You can’t 
just throw anything together and hope anyone who watches, reads or 
listens will be an instant fan. 

There’s a heck of a lot of noise out there, so you need to capture people’s 
attention. You want your business or brand to stand out from all the 
competition and get found. 

To do that, you need to produce quality content that makes an instant 
impact.

High-quality, impactful content is evergreen. It is is always relevant. For 
this to happen, your content needs to be informative, entertaining, and 
engaging. It has to have that ‘wow’ factor, to stick in people’s heads. In 
your videos, for example, try wearing a memorable red suit.

The problem with producing high-quality content is that it requires a lot of
your time. It requires a lot of effort.

If you think of all the places on the internet, there are a lot of channels to 
feature your social media content. 

To be effective and get the results you want, you have to constantly feed 
your audience. It’s like this giant hungry content monster. 

It doesn’t matter how much content you create, no matter how much you 
feed it, it will eat it up and always want more. 
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So you have to be prepared to put in the time, and put out a lot of 
content.

This is why I say you earn your leads. Whether it is daily or weekly, you are
earning them by investing your time and your effort to create content on 
a consistent basis.
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Secret #13: Start “Borrowing” Traffic

Other businesses already have visitors going to their social media and 
websites. The question is, how can you borrow that traffic? How can you 
use their hard work, time, money, effort, to generate leads for your 
business?

It’s about leverage. You see, all businesses online are just like you. They’re
all trying to get new leads, earning it, buying it, just like you are. They’re 
already getting a stream of visitors to their content and getting eyeballs 
on their products and services. And you can tap into that, borrow it.

Now, you might be thinking, “Ok Dan, but how do I do that exactly?” Well,
there are a number of ways.

For instance, it could be through an affiliate program, or it might be 
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through a joint venture.  As an example, let’s say there’s a business with a 
list of 100,000 customers or leads. What you can do is approach that 
business and invite them to become joint venture partners. 

By that I mean you could strike a deal with them. You structure it so that, 
as a joint venture partner, that business will promote your offer to their 
list. And in exchange, they get a commission. Does that make sense? You 
are borrowing their traffic source.

Now, you don’t always have to pay commissions to borrow traffic. 
Another way you could borrow your traffic and generate leads is through 
content you’ve created – through your articles.

There are other websites or channels that may want or be willing to 
feature your content because they’ll benefit somehow. And what 
happens? Their visitors see your content and come to your site. Again, 
you are borrowing their traffic, but this time, instead of paying for it, it’s 
free.

So, that’s how you borrow traffic.
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Secret #14: Position Yourself As An
Expert

Do you know why it’s important to learn how to position yourself as an 
expert? Because establishing yourself as an expert in your industry means 
that people in your industry will think you’re the best.

If you’re viewed as an expert, you’re viewed as the best.

Most people want to work with the best, learn from the best, and 
collaborate with the best. This means that if you figure out how to 
position yourself as an expert, you’ll be highly sought-after. Opportunities 
will be endless.
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Furthermore, most people are willing to pay premium prices to work with 
the best and to work with experts. For many business executives, working 
with an expert is worth every dollar.

In fact, the moment a business increases its hiring budget, they’ll often 
seek out experts to hire, especially if they can now afford to hire a 
coveted expert.

Another great thing about learning how to position yourself as an expert, 
is that once you become viewed as an expert, you are highly trusted. 

This means that your clients and peers will trust you with big projects, 
large-scale public speaking opportunities, coveted media slots, exclusive 
contracts, and more.

Successful people have often established themselves as an authority 
figure or expert, in a particular field or subject area. They become known 
as the person to go to for their niche.

You will feel very significant if you’re known for something. Once you 
learn how to position yourself as an expert, you’ll be known for 
something, and it’ll lead you to amazing opportunities.

In this article, I’m going to guide you on how to position yourself as an 
expert. If you are able to establish yourself as an expert, incredible 
opportunities will come your way, and you’ll earn a much higher income 
than you do now.

In other words, becoming viewed as an expert is extremely good for 
business.
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You can position yourself as an expert by…

Specializing in a Niche Area of Focus

As soon as you decide you’re going to narrow your focus and specialize in 
a particular niche, you’ll fast-track your way to expert-level status.

It’s very difficult to be viewed as an expert unless you specialize in 
something particular. If you specialize in a service such as copywriting or 
closing, for example, you’ll get more clients than you would if you were a 
general freelance writer or a general sales person.

An expert eats, sleeps, and breathes his or her special skill. An expert’s 
sole focus is typically on that one thing they want to be the best at.

The reason this works is because you gain your audience’s trust when 
they know your focus isn’t split between various services, fields, or 
industries.

Once it becomes clear that you’ve dedicated yourself to one niche, you’ll 
attract more clients and more opportunities.

Have you ever noticed that you tend to gravitate towards ‘specialists’ 
because you view them as experts? I want you to imagine that you’re 
searching online for a freelance graphic designer to design your new 
company logo. What would attract your attention more: 

A general graphic designer, or a graphic designer who only designs 
company logos, and specializes in logos?
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That’s why it’s best not to claim to be an expert at everything, but rather 
an expert at one thing.

39



Secret #15: If You Want To Grow,
Teach

There’s no better way to understand what you do and what you know 
than by figuring out how to teach it. Then write a book about it to 
understand it at a deeper level. 

Writing books (especially with a ghostwriter) has forced me to sit down 
and—chapter by chapter, in excruciating detail, and through recording 
audios and drawing mind maps—explain the things I teach and do. My 
ghostwriter told me, “When you start writing a book, that’s the first time 
you really start to understand what you actually do.” It forces you to dig 
deep. You start to see connections and layers in your everyday activities 
that form patterns. 

And with those patterns, you can replicate what you do for someone else. 
It’s the most fascinating thing. 
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The first time I really got this was during my first summer teaching 
wrestling camps. 

You guys know by now that I was a great wrestler—state champ, second 
place in the country. But when I went to teach it to kids, I had a huge 
epiphany. I was teaching what I knew, but they couldn’t get it. 

I kept breaking it down and breaking it down until it was just so simple. 
Then they’d finally say, “Oh! I see how it works now!” 

And then I understood why it worked too. I could see that my positioning 
for one move was a certain way—my arm was here, leg was there, hips 
were this way and that. 

When we get so good at a particular skill, we forget all the little steps and 
epiphanies it took us to get where we are. 

Teach it, write a book on it, and become more of an expert than you 
already are. You’ll see layers, themes, and patterns you took for granted.

(The books I sell are written by my hand. You can check them out here.) 
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Secret #16: Discover The Power Of A
Great Offer

Sometimes as a marketer you find yourself with a great product that just 
isn’t selling. And when that happens in your marketing funnels, you have 
to wonder:

Why aren’t people buying?

You KNOW it’s a great product (or service). Your marketing is on-point, 
and you have a proven marketing funnel.

So what’s the problem here?

Well, sometimes when a product isn’t selling, the problem isn’t with the 
product… but with the OFFER.
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See, your offer is different from your product.

Having a good product is important. It’s essential, really. But… it’s not 
enough. A good product on its own may not sell.

Instead, you need to frame that product as part of an irresistible offer.

“But Filip, I don’t know how to do that. What should I do?” Well, don’t 
worry because that is exactly what you are about to learn.

The thing I absolutely love is to create a “value first” offer.

Dean Jackson teaches a variation on this, starting with the question:

 “What would you do if you only got paid if your client got the desired 
result?”

Imagine this…

Imagine how easy it is, from the customer’s perspective, to say “yes” to 
your offer if they literally don’t have to pay you until they get the desired 
result.

For example, let’s say you have an ROI-oriented offer.  

Dean sells systems to real estate agents to help them get more listings, 
and his offer is a great example.  Dean could spend a ton of money on 
sales and marketing, trying to convince agents to try his system.  Or, he 
could do what he does and say…

“Let me set up this website for you. Let me pay to run the first few ads.  
Let my team do all of this for you.  And after you’ve gotten your first 3 
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listings through the system — which will happen within 90 days but likely 
in 30 or less…  Then and only then do I want you to start paying the 
monthly fee to keep this system up and running, generating listings for 
you.”  

(This may not be precisely the offer as I’m doing it from memory, but you 
get the gist.)

They control the marketing process, start-to-finish, setting it up for the 
agents to get listings right away, and only pay when the marketing system 
has proven its ability to get their desired result (which will lead to 
commissions far outweighing the monthly investment in keeping the 
system up).

This is a pure irresistible offer.  It’s harder to say “no” than “yes.”

Even if you don’t shift completely to this payment model, asking the 
question forces you to focus on how to best get the client the desired 
result, as fast as possible.

(If you want to discover more ways you can create an irresistible 
offer...click here.)
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Secret #17: Enter The Conversation
That Is Going On In Their Mind

Let me give you a real life example of this timeless piece of wisdom and 
then two examples of how to use it in your sales messaging.

Imagine you’ve been searching for a vacation to Hawaii online…

The next day you start seeing ads for Hawaii on non-travel websites.
Voila, marketers have successfully entered the conversation already going 
on in your mind by dropping a cookie in your browser.

So, how do you enter your prospect’s mind in B2B selling? Well…
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Let’s say you want to reach out to a prospect and the big news story today
is the hot weather, or their local football team winning last night, or some 
big announcement that impacts them.

Whatever it is…. there’s a good chance it’s on your prospect’s mind.
And whatever YOU think your PROSPECT is thinking about makes for a 
great email subject line and introduction.

Perhaps something like this…

Subject: It’s going to hit 100 degrees today!

Hi John,

It’s going to be a hot one today. Hope you’re cool wherever you are. You 
know what’s not cool? Pesky sales reps who cold call you every day trying 
to pitch you stuff. I’ve got an idea that will help you increase revenue and 
don’t want to be a pest, so if you’d like me to email it to you, just hit reply 
or call me back.

Voila, you’ve just entered the conversation already going on in your 
prospect’s mind. The hot weather.  You didn’t just jump into pitching your 
product. You also mentioned you don’t like pesky sales reps either. So 
you’ve created some rapport too!

Here’s another…

It’s near the end of August and what are most people thinking about?…
Sending their kids back to school. So, why not tie in your voice message or
email with this subject?
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For example:
Subject: The kids are back to school next week!

Hi Dave,

Summer’s almost over and it’s the start of another school year. My son’s 
starting grade 7. How about yours? Maybe since your kids are back in 
school you’ll have more breathing room. If that’s the case, could I perhaps
share an idea that might help you increase revenue? If you’d like me to 
show it to you, just hit reply or call me back.

You see…

When you enter the conversation already going on in your prospect’s 
mind you’re going to come across as relevant, helpful, and build instant 
rapport. 

And you have a much better chance of getting a response!
Give it a try and start connecting with those hard to reach prospects 
today.

That is the secret.
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Secret #18: The Power Of The Secret

If you can’t get people to tell their friends about your stuff, try telling 
everyone to keep it a secret. Referral marketing is powerful. 

When you can get an audience to tell their friends and family about you, 
that word of approval shortens the sales process significantly.

So it’s important to learn how to get people to share things and talk about
you! If you’re getting ready to launch something new, tell your closest fans
and followers that it’s a secret and they should “not tell anyone.”

Magically, the word will start spreading. Why? Because people love to 
share things that make them feel smart, make them laugh, or make them 
feel like they are “in the know.” 

 What’s your secret that makes your customers wild with curiosity? 
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Secret #19: Emotional Selling

The goal in any sales process is to get your prospect to believe that it will 
work for them. That’s it. 

So many people think teaching and tactics and strategies are a part of the 
sales process, but they aren’t. It’s about belief. To get the sale, you need 
to make sure you’re selling something that will actually deliver the change
you promise. 

It’s not your responsibility to hold a person’s hand, but you should create 
the best possible opportunity for change. Because otherwise, what’s the 
point? 

There are a few things that produce change in humans: 

• Action 

• Belief 

• Pain 

49



Think about it. If you believe in something really deeply, your life will 
reflect that belief.

If you feel pain when you put your hand on the stove, you will stop doing 
that. 

If you take positive action (like doing something nice for your spouse after 
they’ve been really mean to you), that action will help to change how you 
feel about the situation. 

Action. Belief. Pain. 

The sales process must include stories that help create an emotional 
response in your prospect so they truly believe that change is possible… 
for them and not just for you. 

Finally, connection. 

Creating a bond through authenticity, vulnerability, and storytelling bonds 
you to your prospect so they want to work with YOU to accomplish their 
dreams. 

If you think giving your best tactic will create buyers…it will give them 
knowledge, yes, but it won’t actually create belief, pain, or the inspiration 
to act. Why? 

Because when we fill our head with knowledge, it’s like eating a great big 
meal. 

We feel full. Feeling full usually leads to a nap, not action. Your greatest 
duty as a salesperson is to make your audience believe something 
different by the time they get to the end of your pitch. 

To feel the pain of their circumstance NOW instead of what it could be. 
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And to inspire them to act. Work belief, pain, and action into your 
webinars and sales calls to get the best chance for the sale. 
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Secret #20: Urgency And Scarcity

There are two words that increase every sale you make: urgency and 
scarcity. Do you remember the Tickle Me Elmo craze? A doll you’d 
normally pay $20–$50 for started going for thousands on eBay. 

People were freaking out, selling their kids’ Tickle Me Elmos for up to 
$10,000. 

There are lots of ways to introduce this into your marketing… 

• Limited pricing 

• Limited quantities 

• Limited time 

The best offers use all three at once. Limited time means you expire the 
offer. Events have limited time built in. “Buy this offer before the event 
date, or you’ll miss it.” 
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There’s no replay or substitution. Limited pricing means that the offer is 
going to get more expensive after a certain point. 

You’ll see brick and mortar places do this every week. Macy’s or Kohl’s will
do a flash sale where the 50% off storewide expires on a certain date.

Limited quantities are popular when you’re trying to sell out a certain 
number of units of inventory. Get these limited-edition shirts before 
they’re gone forever! 

For example, right now in my Inner Circle Coaching Program, the limited 
quantity is the primary scarcity in the offer. There are only 100 spots 
available at any time. 

This is powerful scarcity because it’s not like you can just wait in line or 
wait for a certain date to get in. It only opens when someone drops out. 
So I encourage you to think about how you can use limited quantities in 
your marketing. 

With limited time, this one is harder to fake, unless you’re holding a live 
event. The best offers we’ve had with limited time usually revolve around 
a particular event or moment in time. But you can also do it on live 
webinars. Fast-action bonuses that run out when the webinar ends are an 
easy way to introduce limited time. 

They must act NOW or the offer goes away. Limited pricing is the most 
common tactic and is a good standby. Offering a discount is okay (and 
people do it all the time), but the better thing to do is to tack on bonuses 
that drive up the value of the offer without having to put your offer “on 
sale.” 

Then just make those bonuses expire at a certain time so the price value 
expires. An offer that uses all three has powerful urgency and scarcity 
built in. 

53



Imagine an event that only has 50 seats, happens at a distinct moment in 
time, and includes bonuses with purchased products that will disappear 
after the tickets are sold. Another example is from a guy named Bill 
Phillips, owner of Muscle Media. 

When I was a kid, it was the biggest supplement company in the world. 
Bill Phillips had Myoplex shakes and a whole EAS supplement line. He had 
unlimited inventory and could sell as much as he wanted. So here’s what 
he did… 

He had two big shipments of supplements delivered to his warehouse. 
They took a picture and sent a sales letter to the entire Muscle Media 
Magazine email list that said, “Hey, we over-ordered. We’ve got two big 
semi-trucks of supplements in the front. We need your help to buy our 
overstocked inventory!” 

They sold a bunch of supplements yes, but that’s not the scarcity part. 
They took the EXACT same sales letter, but crossed out one of the trucks 
in the picture and said, “One down, one to go!” 

Then they sent it out to the SAME people as before. All they did was 
(pretended to) decrease the supply, therefore increasing the demand, and
they sold more from the second letter than they did from the first. 

Try to recreate that in your offers whenever and however possible, The  
even if it means manipulating your supply or closing down the cart and 
offer after a few days. 

Some business owners are afraid to do it, but you will end up making 
more when you create a sense of urgency than if your products or 
services are available all the time. 
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Secret #21: Double Your Sales With
This Hack

Everyone is always looking for the next cool hack (especially online). 
Sometimes though, the most obvious observances are the ones that make
the most difference...

Whereas the average person might try to dissect and examine what about
the design or the layout makes an ugly page convert better than a 
beautiful one, they’re missing the MOST obvious reason. 

Ugly pages typically LOAD FASTER because they don’t have large images 
or heavy amounts of special coding. Something as simple as pagespeed 
load time can literally double your sales because more people are actually
seeing the offer. 

If you are driving traffic to a funnel and averaging 100 views a day, 
speeding up the page means you’re now getting maybe 168 people a day. 

Multiple that by 365 days in the year and you have 24,800 more people 
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seeing your offer. At a 1% buy rate, that’s an additional 248 purchases you
would not have had! 

The lesson here (aside from the page-speed issue, which you should 
definitely check) is that small things that don’t seem cool or sexy at first 
can actually make a huge difference. Look at every step of your sales 
process and work to remove any barriers. 
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Secret #22: Attaching ROI To
Everything

This is a little bit about mindset. Most of us entrepreneurs live in a world 
where return on investment (ROI) is everything. 

No matter what we’re working on, we want to see where that time goes 
and how it comes back in money. If you’re struggling to get things done—
either in business or in life— you’re most likely procrastinating because 
you don’t see the return on your investment. 

Making money is the easiest ROI to spot in business, but when you need 
motivation for a task you can’t find immediate ROI on, find something else
to measure and use it to take action. We have this giant pool, and I 
couldn’t bear the thought of sitting for two hours to wait for the pool guy 
to show up and get his work done. 

So I figured out that if I change my focus to spending time with the kids, 
then it becomes an ROI I can measure and see and want to invest in. So I 
gathered up the kids and we played in the pool for the two hours it took 
for me to wait for the guy to show up. An ROI that mattered to me made 
the task completely worth it. Recognize that entrepreneurs need ROI to 
feel motivated.  
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Secret #23: Turn Your NO To What If

This is a neccessary part of a great mindset. The first time I heard that 
butter was good for you, I thought There’s no way. Butter is bad. It’s 
always been bad. My first instinct to hearing something new was NO. 

But over time, I’ve learned to turn that no to what if. To give things a 
chance that I wouldn’t normally. 

In the case of butter, I learned that a high-fat, low-carb diet does actually 
make you leaner and healthier. I wouldn’t have learned that if I didn’t 
know how to turn no into what if. 

If this is hard for you to do, this might be why: In our society, we’re taught 
that school comes first, a job comes second. 

When you graduate, you stop being a student and find a job where you 
contribute to society. We don’t have a lifelong culture of learning and 
education. 

When we turn off the “student” part of ourselves and close up shop to 
learning, no becomes our new default. 
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After all, we’ve already finished learning, right? Now we know stuff. So 
anything that doesn’t fit our current knowledge base is cast aside. In 
order to retrain your brain, you must open yourself up to learning again. 

To trusting that there are other people who can teach you new things 
even if you’re an expert. 
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Secret #24: The Power Of Honesty

Child’s Play 

A little kid I know recently ordered a nifty looking toy airplane through the
mail. 

He was so excited when he showed me the ad that showed the plane 
flying through the air and “providing hours and hours of soaring fun for 
just $5.” $5??? 

Uh oh, I know where this was going…and it isn’t going anywhere good. 

As I’m sure you guessed, the plane in the ad looked great, but when the 
real thing arrived, it was smaller, cheaper and less fun than he expected. It
was his first taste of “truth in advertising” and I can tell you, he was 
“scarred” for life by the experience. 
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Kids like my little friend grow into adults who know that marketing is full 
of… hyperbole. (Did you think I was going to say something else?) As a 
result, Consumers think marketing messages are exaggerated even if 
they’re not. 

Too Good To Be True 

In order for your online sales message to be heard, you need to “disarm” 
a consumer’s built-in disbelief; it’s reducing the impact of your message. 

And once you’ve established that you’re speaking honestly with them, site
visitors are more likely to give the rest of your message more attention…
and a little less skepticism…than usual. 

There’s already a disembodied quality to doing business on the Internet -- 
all technology and no humanity. But when you soft-pedal exaggeration, 
your message will sound less like a pre-pro- grammed, high-pressure sales
robot and more like a real person. 

And, as you already know, people like to do business with people…not 
machines. 

The ROI with Honesty 

Honesty is a way to make a sale and an important way to build your 
reputation, and you’ll sew what you reap if you try to cheat people. If you 
pull the wool over a consumer’s eyes, don’t think for a minute that he/she
won’t spread the word -- the negative word -- about you and your 
business. 

Being honest doesn’t mean elaborating on your product’s flaws or the 
shortcomings in your service. It DOES mean toning down hyperbole and 
expressing in more believable terms the benefits that you have to offer. 
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Secret #25: Pleasure Vs. Pain

How do you use your brain’s natural tendency—to find pleasure and avoid
pain—to your advantage? 

What I had to do is create something that had so much pleasure and 
excitement my brain felt like, “I want that! I want that more than I care 
about the pain.” 

That’s step one. Create that thing. (And no, I don’t want to tell you what it
is, because it’s stupid and childish, but it was a pleasure thing for me.) 

Step two is to tell yourself you can’t have those good feelings until the 
painful task is done. The pleasure eventually dwarfs the pain (if you do it 
right). Like a magnet, it pulls you to complete the task. 

Step three is to recognize the next time it happens. Remember how big 
the pain felt and how once you actually did it, it really wasn’t as bad as 
you’d made it out to be in your head. This is essential part of your success 
mindset.
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