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Foreword

When I first met Ryan McCrary, he was a financial expert trying to figure out how to make a name for himself in the online business world. Along the way, he pivoted away from financial education and went all in on digital marketing. This journey led him to become known as The Funnel Doctor. In the years since we met, Ryan has become the go-to expert for funnel building and using paid traffic to fill those funnels and convert leads into customers.
When he joined our Traffic Sales & Profit Mastermind, Ryan’s goal was to reach more people in the Black community with his message of thinking like an investor to achieve wealth and leave a legacy. But as he built his own funnels and systems and started running paid ads on Facebook and Instagram, something unexpected happened. People in our group saw the results he was getting for his business, and they turned to him for support with their funnels and ads. It didn’t take Ryan long to recognize a need in the marketplace and shift from the finance space to the digital marketing space to create funnels and run ads for other entrepreneurs.
Those were the early seeds that grew into the thriving agency Ryan runs today. Because he’s been a member of my Mastermind, I’ve been in a unique position to watch him grow. Not only did he master the strategies he shares in The Prescription, but he has also successfully implemented them in his own business and for many clients across several niches and industries. I’ve witnessed many of those success stories, from the travel industry to beauty and fashion, and you’ll get the chance to read some of them here.
In my business, I help Black entrepreneurs learn how to drive more traffic and grow more profit in their businesses. I’ve spoken with thousands of entrepreneurs, and one of the most common complaints I hear is that they don’t understand advertising. They see it as complex, difficult, and risky, and they’re scared away from trying paid ads. They spend a lot of time trying to fill their funnels organically, and when it doesn’t work, they have no plan B.
That’s where Ryan comes in. He has a unique ability to break down complex concepts in the digital marketing space in a way that the average business owner can understand. He helps his clients with everything from deciding what software to use to setting up their funnels and running the ads to get traffic to them.
Ryan is a huge advocate of paid traffic as a means to faster growth. He shows small business owners why major corporations and companies, already household names, still advertise and why entrepreneurs should too. Then he gives them a path to implement proven paid traffic strategies. We call Ryan “The Funnel Doctor” because he can show you what’s not working in your funnels and then build out your complete system and fill it with leads who will be ready, willing, and able to buy what you have to sell. Increased revenue cures a lot of business pain.
When Ryan works with entrepreneurs who have a great product or service but haven’t figured out how to get it in front of enough of the right people, they finally have a way to find their audience and make more sales. When he works with entrepreneurs who are stuck trying to figure out the technology, they get to finally reap the benefits of paid traffic without the tech headache. Don’t let too many tech options or a lack of traffic stop you from reaching your goals. Stop wasting time. If you’re ready to grow your business, your first step is to read The Prescription. The strategies in these pages work. Your next step is to get on a call with Ryan and find out how he can help you implement what you’ve learned and get results.
Lamar Tyler
Creator of Traffic Sales & Profit
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The Funnel Doctor Is In

I didn’t grow up dreaming of building online funnels or running paid ads on social media. None of that stuff existed the way it does today when I was choosing a career. Instead I went to work in finance in corporate America. I got my Series 7 and Series 63 securities licenses, which allowed me to work with stocks, bonds, mutual funds, IRA accounts, and other investment vehicles. I was good at my job, but after five or six years, I realized I didn't want to spend my life climbing the corporate ladder. Instead, I decided to take a risk and leave a successful, stable career to start my own business.
When I went out on my own, my main goal was to teach financial literacy and investment information to the African American community. When I’d dealt with multimillion-dollar clients and investment experts, less than one percent of the people I talked with every day were African American. That never sat right with me, so I decided to do something about it. I wrote a book, Mind Over Money: How to Think Like an Investor and Take Care of Business First, which became a bestseller, and I created financial information products. However, I quickly discovered creating the products was only the first step. I also had to figure out how to reach my ideal audience.
After more than a year in business, I still wasn't generating the revenue I knew I could because I really didn’t understand how to market and sell online. At that point, I had two choices: close my business and find another job or learn how to sell my products and services. Rather than give up, I decided to dive headfirst into learning digital marketing and how to sell online. In the process, I got really good at creating sales funnels and running my own Facebook and Instagram ads.
Over time, people started to ask me questions about my marketing. Who built your website? Who did your sales page? Who’s running your ads on Facebook and Instagram? They were usually surprised to learn I was doing it all for myself. I developed those skills to grow my finance business, but with more and more people asking me for help with their funnels and their ads, I decided to respond to that demand in the marketplace. I pivoted my business model to specifically focus on building sales funnels and running ads for other entrepreneurs. Rather than teaching people how to manage and invest their money, I’m helping entrepreneurs in my community grow their businesses.
Since starting my agency, I’ve managed more than $500,000 in client ad spend and generated more than $450 million in revenue and more than 250,000 leads for our clients. In the last three years, I’ve also invested over $100,000 in ads for my own business. For one campaign, I used my $47 sales funnel course as a loss leader. I ran multiple iterations of the campaign and spent almost $50,000 on ads. Just shy of 500 people purchased the course, bringing in $23,000. That might look like a problem because it only covers about half of my ad spend. But a lot of those people went on to become clients, bringing in more than $250,000 in revenue! It’s easy for me to sell my services because I know what works based on my own results.
If you want a profitable, thriving business, marketing is a non-negotiable, and the fundamentals of marketing do not change. Fortunately, nothing you’ll learn here will require you to be a tech geek. In fact, I’ll let you in on a little secret. Even though I’m the founder of a digital marketing agency, I’m not a super techy person. To succeed in business, what you really have to do is implement solid sales and marketing practices. The tech is just a tool. Done right and combined with paid advertising, your sales funnel can be the best sales rep your business will ever have. That’s the prescription. That’s the cure for inconsistent or insufficient sales.
I wrote this book for business owners like me, people who have a mission that involves making a profit and also includes making a positive impact on their community and the world. I wrote this book for you, the entrepreneur who’s great at what they do and ready to reach more people with your products and services. Selling online doesn’t have to be overwhelming or difficult. When you know what to do and you have the right systems in place and the right team on your side, it can be much easier than you might imagine. And it can change the game, making way for you to scale at a faster pace.
How to Use This Book 



The Prescription is designed to get you to start taking action right away. After each chapter, you’ll find a case study from one of my clients. Look for the similarities between your business goals and theirs, and let their stories encourage you along the way. You might be in a related industry, at the same income threshold, or facing similar obstacles. Maybe you use a similar sales strategy or share similar ideal clients. As you read, keep those successes in mind, and take the action spelled out in “Your Funnel Doctor’s Orders” at the end of each chapter.
Commit to doing the necessary work to position your business for success with online marketing and sales. The information in this book is only useful if you use it, but don’t let it overwhelm you. If you’ve been trying to figure out how to get your business to the next level, the answer is not to work more or work harder. The answer isn’t even to work smarter. That’s too vague. The answer is the formula you’ll find in The Prescription. Put it to work for you and your business.
If you already know you’re ready to invest in paid ads or you want professional help setting up your successful sales funnel, book a call with our team at thefunneldoctoragency.com.
Want to learn more about this in depth? Watch our free training at ThePrescriptionTraining.com.  
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Chapter 1: What Is a Funnel?

Not that long ago, the term “funnel” became one of the many buzzwords online marketers throw around to get the attention of business owners and grab some of their marketing dollars. Now there’s so much information and misinformation out there that it’s easy to get confused about the meaning of many marketing terms, including “funnel.” If you’re not quite sure what a funnel is or what it can do for your business, you’re in good company. Every day, professionals and business owners ask me what a sales funnel is, how it works, and how it can help them grow their businesses. Like you, they’re experts in their fields, but they aren’t necessarily experts in marketing. Luckily, the answers to their questions are straightforward and easy to grasp.
A funnel, often referred to as a sales funnel or a customer journey, is a step-by-step process that allows you to intentionally bring your potential customers closer to seeing your offer and making a buying decision. A funnel consists of automated processes, such as emails, text messages, direct mail, landing pages, and sales pages, and may include other ways of communicating and interacting with new and existing leads and customers.
The most important thing you should know about funnels: A successful funnel does the selling for you.
Imagine having a system that actually sells for you. It sells while you’re sleeping. Who wouldn’t love to be counting sheep and coins at the same time? It sells while you’re on vacation or spending time with your family. And it sells while you’re working on other aspects of your business. As entrepreneurs, we wear so many hats, so having a bankable sales funnel is the single most important way of scaling a business online. That’s what a well-designed funnel can do for you, and it isn’t magic or a get-rich-quick tactic. It’s a proven process that allows you to sell your products and services without always having to be in sales mode. Funnels are the prescription for what ails your business’s bottom line. Executed properly, a funnel can help your business grow at a rate that’s incredibly difficult to duplicate when you rely solely on other avenues, like word of mouth or social media.
When I started in business, it didn’t occur to me that I should create a system to get my offer in front of the people who would want to buy it, in a way that would nurture them and get them ready to buy. Like most entrepreneurs, I was passionate about what I did, but I hadn’t thought about how I’d take someone from interested in what I had to offer to actually making a purchase. Luckily, it didn’t take me long to discover there was a better, more efficient way to get clients.
At its simplest, a sales funnel is made up of three parts: the top, the middle, and the bottom. If you envision the kind of funnel you use to put oil in a car engine, you’ll see that the widest part of the funnel is the top, the middle gets a bit narrower, and the bottom is the narrowest part of the funnel. The details of what will happen at each point will depend on the company, what they’re selling, and their sales model, but here’s the overall idea.
At the top of your funnel is awareness. This is where people become aware that your product or service exists and aware of your claim that it can help them solve a problem or accomplish a goal. These people become your leads, also known as potential customers or clients. The funnel is widest at the top because it’s possible to reach many people with your marketing campaigns and make them aware your product or service exists.
Some percentage of those leads will fall off or delay buying, of course, but some—hopefully many of them—will move on to the middle of your funnel. Here, those leads begin to think maybe your product or service is right for them. They start to consider your business as a potential solution. They might research your product, read reviews, talk to friends or colleagues about your offer, or check out your business on social media as they consider purchasing. As you’ll see in later chapters, there are specific strategies you can employ to encourage them to keep moving to the bottom of the funnel.
The bottom of the funnel is where you turn a percentage of those leads into clients or paying customers. This is where those people who have made it this far feel like they have enough information to make a buying decision, and they decide to buy your offer. At this point, you might also offer them additional products and services that complement the purchase they came to you to make.
A funnel can get much more complex, but in its simplest form, it’s just those three steps. The top of your funnel might be getting someone to subscribe to your email list. The middle would then be a series of nurture emails you send to that subscriber to encourage them to get to know you, like you, and trust you. And at the bottom of the funnel, the customer might receive a sales email from you or schedule a consultation and decide to buy.
There are many types of funnels, including product funnels, webinar funnels, quiz funnels, and high-ticket funnels. We’ll take a look at some of these in the examples that follow and in the following chapters. Keep in mind, however, that you don’t have to use every available type of funnel. Instead, with the help of a professional, you can figure out what kinds of funnels will work best for you, your potential leads, and your business goals.
Most of us find ourselves in sales funnels almost every day. If you’ve ever shopped with an online retailer, you’ve been in a sales funnel. Let’s look at airlines for example. Let’s say you receive an email from your favorite airline, and it reminds you that you need to book your tickets for your next vacation. You click on the link in the email, find the right tickets, and click to purchase. At this point, the airline doesn’t simply sell you those tickets and send you on your way. Instead, the website makes you an offer to upgrade your seat. Then you see a pop-up asking if you’d like to add on a hotel. How about a rental car or trip insurance? At each point, you make a buying decision—yes or no—and through automated processes, the website may make you a different offer based on your choice.
Throughout that whole process, you’re in the airline’s sales funnel. You may even receive a confirmation email with additional offers or giving you one more chance to change your mind about the offers you’ve already declined. If you’re one of those people who never buys the extra offers from airlines, trust that the airline has factored that in. There’s no expectation that every customer will buy every product in the funnel, but some percentage of people will say yes to one or more of those offers. This means the airline increases its average order value and, ultimately, the bottom line.
Airline tickets could be considered a significant purchase, but funnels can also start with free or low-priced products. If you’ve ever seen an offer for a book (or another physical product) that only required you to pay the cost of shipping, you’ve been in a free-plus-shipping funnel. Many people wonder why anyone would invest their time and money in writing and publishing a book only to give it away, but there’s a clear strategy behind this kind of funnel.
When I ran a free-plus-shipping book offer, the book was at the top of my funnel. That’s where I converted strangers into leads. As they checked out, paying only for shipping, I made two to three additional offers. I was acquiring leads with the book, but I was also converting some of them into paying customers right there in the shopping cart by offering programs that could solve a problem for them. Most authors won’t get rich off book sales—you can’t build a seven-figure or eight-figure company off a book alone. But with a well-designed funnel, you can use that book as a means to introduce the other products and programs you offer.
Once you know what they are, it’s easy to identify funnels online, but funnels are everywhere, including brick-and-mortar businesses. Take the dentist’s office for example. Let’s say your dentist retires, so you respond to an ad for a free cleaning with a new dentist. Once you’re in the office, the dentist doesn’t just let you go after your cleaning is done. If you have any dental issues, he or she will point them out and suggest you make an appointment for a filling or a root canal. Even if your teeth are in perfect shape, she offers you a deep cleaning to bring your gums up to optimal health, and she pitches you the latest electric toothbrush, which she happens to have right there, ready for purchase! If you decline those options, she asks if you’ve thought about whitening your smile or even upgrading your look with veneers to correct a gap you may never have noticed before she pointed it out.
While you’re not clicking through pages on a website, this visit to the dentist is still a funnel. The dentist brought you in with a free offer, but her objective is to sell you more services that will enhance your life and increase her profit at the same time. If you select the offers that appeal to you, you leave with added value. The dentist ends the day with a new loyal customer, who they can expect to do business with again in the future, and an increased average order value as well.
Set up the right way, funnels work to grow any kind of business. They work for people selling information products, service-based businesses, coaches and consultants. They work for lawyers, accountants, doctors, people holding live events, and brick-and-mortar companies. Whatever kind of business you run, there’s a funnel strategy that will work for you. As you’ll see in the following chapters, funnels can help you bring in and convert more leads and increase how much the average customer spends with you in a single purchase and over their customer lifetime. In Chapter 2, we’ll dive into specific ways to increase your average order value.
Your Funnel Doctor’s Orders



First, check your mindset. Are you reading from a place of skepticism, curiosity, or optimism? Any one of those is fine as long as you remain open-minded about the difference your well-designed funnels can make for your business.
Second, decide not to be overwhelmed by the information that follows. I have no doubt that you have some of what you need to take full advantage of funnels already in place. Everything else is doable, one step at a time.
Third, commit to taking the action suggested at the end of each chapter in Your Funnel Doctor’s Orders. Learning about funnels and ads isn’t enough, you need to actually use the knowledge you’re acquiring. Decide, and do it.




Seven-Figure Funnel

The height of the pandemic, when most people were still staying inside, saw a lot of businesses close their doors. That wasn’t the case for Cecily Habimana, co-owner of Sew Creative Lounge. Instead, she launched an online event during this time to great success, and she was able to do it because of her funnel and paid ads.
When she first started, Sew Creative Lounge had almost no online presence, but the pandemic forced her to change that. At that time, she only had a website for their classes. She had no opt-in offers, challenges, or events. Not surprisingly, in 2019, the company only did $133,000 in sales. Luckily, Cecily had the foresight and determination to take action to make sure she’d survive the pandemic with her business intact. She had no idea she would almost 10x her sales in the process!
In 2021, we worked with Cecily to build a funnel leading to her free online event. “It allowed me to get a lot of people into my community who may not have known who I was,” says Cecily. However, Cecily didn’t just throw up a landing page for the event so she could collect new leads. She worked with us to be strategic in creating her funnel to maximize her revenue on the front end and the back end. She offered an upsell and an order bump. She also sold the conference replay and pitched her membership program to attendees.
With ads, Cecily got a massive 12,000 people registered for the event and added to her email list. Then she sold just over 200 conference boxes at $150 apiece, bringing in about $30,000, and $8000 in replays. “The replay sales paid for our ads,” explains Cecily. But she didn’t stop there. On the back end, she sold 200 new people into her membership program. “That was a really, really strong funnel for us,” she says.
While the event was profitable, only a small percentage of the people registered actually made purchases. Cecily didn’t see this as a problem because she recognized most people don’t buy when they first encounter your brand. She looked at those thousands of new email subscribers as potential customers and focused on nurturing a relationship with them. Cecily says, “The biggest thing that allowed our business to grow to $1 million this year was the community piece. And the only way we were able to find that community was through that funnel.”
Cecily Habimana, Sew Creative Lounge
sewcreativelounge.com
instagram.com/sewcreativelounge
facebook.com/sewcreativelounge




Chapter 2: Add-Ons

Many entrepreneurs, even those who’ve been in business for years, overlook or underutilize add-ons. Either they don’t know about these strategies, or they haven’t figured out how to make them work for their business. I coach my clients to take advantage of add-ons because they’re the most effective and accessible tools to increase your average order value without a lot of extra effort. Bottom line: businesses that make use of add-ons make more money.
Upselling



One of the most common and profit-generating add-ons is an upsell. You may not know exactly what this is yet, but I can guarantee you’ve been upsold online and in the real world. For example, when you walk into McDonald’s and order a Quarter Pounder with Cheese, the cashier doesn’t just ring you up and send you on your way. If they’re doing their job, they ask something like: “Do you want fries and a drink with that?” When you walk into a store to buy the new smartphone you’ve researched and picked out, a good salesperson will also offer you earbuds, a phone case, and a smartwatch to go with it. Oh, and don’t forget about the insurance for your phone too! A car salesman doesn’t just let you off the lot without offering you heated seats and upgraded rims, and extended vehicle protection warranties. These are all upsells, offers for a product or service that complement something the customer is already buying.
Let’s look at some more examples, shall we?
Food delivery apps offer you the chance to add a slice of cheesecake or some other dessert to your dinner order before you submit your order for delivery. Florists offer you an opportunity to add a box of chocolates to the flowers you send to your mother for Mother’s Day. Do you need a vase too? They’ve got you covered right there at checkout with an offer for the perfect vase. When you buy a Christmas tree, the seller offers you a tree stand. Smart business owners take advantage of the opportunity to sell more to a customer who is already in a buying frame of mind.
If you’re wondering if this can work for you in whatever kind of business you own and run, I have good news. I’ve never worked with a client whose business didn’t have growth opportunities through upsells. As a business owner, if you don’t keep offering additional products and services to your customers, they’re going to shop somewhere else. Fortunately, there are plenty of ways you can upsell to your customers no matter what industry you’re in. Digital products, like printable downloads, ebooks, audiobooks, and video courses, are great upsells to add to anything from hair care products or luxury bags to coaching services or consulting packages.
Shopping cart software and email software make it easy for you to offer upsells at checkout or even after the sale. If you primarily sell in person right now, the same principles apply, and as you increase your online marketing, you’ll be able to take advantage of those software options.
The most common mistake entrepreneurs make with upsells is not offering them at all. Just adding this strategy to your sales strategy puts you ahead of most small businesses. The second most common mistake I see is offering an upsell that doesn’t make logical sense with the original purchase. You want to offer people something that makes them say, “Oh, yeah, I need that too.” Someone who has just spent over $1000 on a phone doesn’t need you to explain why they should get the $40 case to protect that investment. A knife sharpener to go with a high-end knife set, a will for the newly engaged person seeking a prenuptial agreement, a book-marketing course for the author seeking publishing services—these are all potential upsells, products the customer might already be looking for or easily recognize that they need.
The third common misstep entrepreneurs make with upsells is not factoring in profitability. This is more likely to be an issue with physical products, for which you must consider fulfillment costs. Digital products eliminate that problem because once you create them, they cost you very little if anything to deliver. Or a digital product might be the first purchase and a chance to work with you or your team might be the upsell. It all depends on your business model. No matter what you’re selling, you can always upsell them the next logical thing. Just make sure the profit margins make sense!
With online sales, you can choose where and when to offer the upsell. You’ll often see an upsell right on the sales page or the checkout page, like when you register for a conference and you’re offered a chance to upgrade to a VIP ticket. Sometimes, you won’t get the upsell until a little later. When you purchase the basic membership for a scheduling software and the company sends you an email offering you the opportunity to upgrade to the next level, that’s an upsell. Sales carts and email software give you ample opportunities to upsell your customers, and a percentage of them will say yes.
Downselling



Upsells offer you a chance to sell more to someone who’s already buying from you. Downsells, on the other hand, give you a chance to capture a customer who’s saying no to your first offer by offering them a lower-priced product or service. You’ve experienced downsells also.
Let’s take a look at another example. A salesperson tries to sell you a high-speed laptop for $2000. You listen to their pitch, but you’re not ready to invest that much money. Before you can walk away, the salesperson pulls out a $1000 laptop and runs you through how great it is. It’s not as fast, she explains, but unless you’re a gamer or a video-content developer, it will work just fine. That’s a downsell, and if you say yes, then it just saved that salesperson from losing out on a commission and the business still got the sale!
Like upselling, downselling is made easier for online businesses with the right software. Exit pop-ups, retargeting ads, and abandoned-cart emails are all ways to capture a lead or customer’s attention before they get away and give them another chance to buy. Exit pop-ups make the offer for you with a message that pops onscreen when a website visitor clicks to leave the site.
 
[image: ]
Figure 1 Example Exit Pop-up

 
Retargeting ads can offer your lower-priced product to people who visited your sales page but chose not to buy. And if a potential customer entered their contact information before they changed their mind about buying your product and abandoned their shopping cart, you can retarget them with emails offering your lower-priced product.
Downsells are based on pricing psychology. For decades, researchers have studied the thought process, conscious or not, behind what makes customers buy. Whole books have been written about all the elements of pricing, such as the number you end a price with, when to use round numbers, where you display the price, and how colors and fonts affect buyers’ responses to pricing. When it comes to downsells, pricing psychology tells us that your customer will automatically make a comparison. They’ve just seen an offer for a $2,000 laptop, for example, and they’ve chosen not to buy. When they see the downsell offer for $1,000, suddenly, it looks like a deal. The lower price seems affordable because the customer can’t help making the comparison. If they only see the $1,000 offer, they might decide it’s too expensive, but the price difference reframes what they consider affordable and makes them more likely to say yes to the downsell.
Cross-Selling



Cross-selling is very similar to upselling. Both strategies allow you to sell an additional product or service to a customer who’s already buying from you. With a cross-sell, however, the customer may have bought from you long ago and that additional product or service isn’t always an obvious complement to the original purchase. However, it should still be a product the customer is likely to be interested in buying. Cross-selling is less about increasing average order value and more about increasing customer lifetime value and customer retention rates.
Maybe years have gone by since you last walked into a bank to deposit a check, but if you did today, the teller might offer you a credit card application. If you decline that, he might ask if you’re happy with your mortgage. You didn’t come in to buy anything, but you’re already a customer and the bank wants to sell you new products. When you open an account with an investing app, you’re offered a deposit account, or what we used to call a checking account back when people still wrote checks. You likely already have a deposit account, so you don’t need one, but if the app makes you a compelling offer for a free account, you might just say yes. These are both examples of cross-selling.
Amazon’s customers aren’t looking for a shipping service. They’re on the site to buy clothes, toys, books, groceries, or any of the many items we use in daily life. But at checkout, Amazon cross-sells the opportunity for customers to get a Prime membership, which includes free shipping and other benefits. If you’re one of the millions of Prime members, the odds are you joined when you were cross-sold. Big businesses use cross-selling because it works, and small businesses can also utilize this strategy in the same ways.




Order Bumps 



I’m a big fan of all the add-on strategies, but I’m particularly excited about order bumps. Order bumps are interesting because they can be used to cross-sell or upsell to your customers at checkout. The beauty of the order bump is how easy it makes it for customers to add an extra product to their order. The customer has already entered their contact information and their credit card number, and all they have to do to get this add-on product is tap or click.
 
[image: ]
Figure 2 Example Order Bump

 
On the checkout page for my Facebook ads course, I offer buyers a chance to purchase a done-for-you ad campaign completely set up by our agency. To get it, they click the box, and the offer is added to their order. To increase the sense of urgency and scarcity, I offer a discount only available at checkout, a common tactic. More and more businesses are using order bumps on their checkout pages, and that’s because they work!
Your Funnel Doctor’s Orders



Add-ons don’t have to be complicated, and like everything else in The Prescription, they work for brick-and-mortar businesses as well as they work for online businesses. (Yes, even order bumps. Think of the chips, candy, and gum waiting for you at checkout in the grocery store.) If you want a healthy, thriving business, embrace add-ons as part of your funnels.
Make a list of all the products and services you currently offer. Decide what product you could use as an upsell, downsell, cross-sell, or order bump for your signature or most popular product. If you don’t have many options, start by planning to create a digital product you can use as an easy upsell, something that complements your product perfectly.




From Cold Audience to Piping Hot with Ads and Events

Early in 2020, just five years after Dacia Woods and Ronetta Liggett sat down in a Starbucks to map out their new travel business, the COVID-19 pandemic grounded planes and emptied cruise ships. Their company, Ladies and Luggage, had to refund customers and ended the year with just $300,000 in revenue. Even in 2021, most people were still hesitant to travel, and the company only offered and sold seven trips, bringing in $1.4 million in revenue.
While the business partners jokingly say they had “zero” idea what they were doing when they started their business, they were always committed to learning more and growing. Ronnie and Dacia even ran paid ads on their own, investing between $100 and $200 a month, but those ads didn’t do much for their business. Dacia was also a huge advocate of live video, but going live didn’t produce a significant increase in their traffic, subscribers, or sales either.
Even as travel picked back up, the company didn’t see the growth the business partners wanted. After meeting with our agency, they quickly realized they hadn’t invested nearly enough in ads. In addition, their funnels needed some work to be ready to maximize their ad spend. “I had no idea what a funnel was before working with you. [I didn’t know] what we needed it for,” says Ronnie. “But by working with you, I understand how it works and why we need it.”
After hiring us to set up their funnels, Dacia and Ronnie were ready to invest more money in ads with the expectation that they’d see higher returns than their small ad spend had produced. And that’s exactly what happened. In just over a year, Ladies and Luggage saw its email list grow from 2500 to 27,000. (No, that’s not a typo. They 10xed their list.) They added 5000 followers to their Facebook page, and their Facebook group expanded from 2000 members to 15,000!
Based on their experience, Dacia says, “There is no way your business is going to grow to the level that you would like for it to grow without paid ads.” In 2022, the company sold 28 trips for a total of $3.5 million in revenue. Their ad investment? $128,000. Like many business owners I work with, once they saw the success of paid ads, they looked back and realized they should’ve invested even more. Dacia and Ronnie plan to double their ad spend in 2023 so they can continue to increase their revenue and hit new goals.
The partners didn’t just set up their funnels, run ads, and hope for the best. They actively engaged new followers and subscribers in their Facebook group and through email. They also used ads to fill their launch events, an experiment they weren’t sure would work and which took some tweaking to get right.
While participating in a Traffic Sales & Profit Mastermind event, Dacia tried to figure out how she could make a similar event work to launch new trips. The webinars and challenges so many entrepreneurs used to promote their products and services didn’t seem to make sense for Ladies and Luggage. Instead, they started out with Facebook Live events to promote their trips, but they quickly heard from their community members that they wanted more interaction. They wanted to see each other and be able to easily communicate in a way that felt more natural. Dacia and Ronnie moved the events to Zoom and, over time, reduced their launch period from seven days to just three days. That’s where they found their sweet spot.
Almost every month, Ladies and Luggage hosts at least one virtual event to launch a new trip. They run ads to get women to sign up for the virtual event, and then they send emails to engage with the new subscribers and encourage them to attend the event live. This process has allowed them to build excitement and then get on Zoom and build trust by investing time in answering the attendees’ questions. As of this writing, this strategy has resulted in six figures or more in sales every single month.
While they were thrilled with the results, the partners also found an unexpected benefit to these live events. They tapped into a new avatar, women in their sixties and beyond who were ready to travel but wanted a bit more information and interaction before making a commitment. Dacia says that with the live virtual events, “They know, like, and trust you quicker. They go from cold audience to piping hot, quick.” While the company’s primary avatar is a woman in her forties, this group of women in the sixty-plus age category has turned out to be a pool of great clients. Ladies and Luggage now tailor some of their marketing, messaging, and creatives to reach more of them.
Dacia reiterates that they couldn’t have filled these events with so many of their ideal clients without paid ads. “You have to have paid traffic. You may have to start off small because your audience is small or your budget is small. But if you’re looking [to make] six or seven figures, you’re not gonna spend $100 a month or even $1000 a month. You gotta get those paid ads in.” Ronnie agrees, and she adds, “You need to get with somebody like Ryan to build the ads for you. You don’t know the back end [of Facebook ads]. You need to get with somebody who does.”
Dacia Woods & Ronetta Liggett, Ladies and Luggage
ladiesandluggage.com
facebook.com/ladiesandluggage
facebook.com/groups/ladiesandluggage
instagram.com/ladiesandluggage




Chapter 3: Lead Generation and List Building

Two of the most important elements of effective funnels are lead generation and list building. If you don’t have a funnel in place yet, this is where you start. Even if you have funnels running and working well, you can’t ever underestimate the importance of lead generation and list building to grow your business. Successful businesses never lose focus on these two activities.
Lead generation is the process of getting the attention of potential customers (leads) through your marketing efforts. You can get more leads by networking, speaking at live or virtual events, publishing content on various platforms, or giving media interviews. As you’ll see in later chapters, paid ads are one of the best ways to consistently generate the right leads.
You’ll add these leads to your email list so you can contact them with offers whenever it makes sense to do so. Here’s what people who spend all their time chasing follows and likes on social media don’t understand. You do not own those contacts. When someone likes your page or follows you, the platform keeps track of them, but they don’t give you any contact information for that person. This is a major problem because if a social media platform decides to shut down your account, you lose all the data associated with those people. You won’t be able to contact them with your offers—unless you’ve gotten them on your email or SMS list. Once someone agrees to be contacted by you through email or SMS, by opting in, you own their contact information. Unless they decide to take action to unsubscribe, you can contact them as often as you think is best.
Like lead generation, list building should be an ongoing process. When potential customers see your post on social media, they might like it, but that doesn’t mean they’ll buy from you right away. According to marketing research, 97% of the people who see something for the first time are not ready to make a purchase. That means only 3% of people you connect with are looking to buy.[1] When you meet someone at a networking event, they might be vaguely interested in working with you, but accepting your LinkedIn invitation is just the first step. In either case, getting a lead on your email list allows you to nurture a relationship with that person and many other people at once by using an email service provider and automated emails.
The Email List



Most business owners drastically underestimate the importance of their email list. In my professional opinion, the number of subscribers to your email list is a key performance indicator (KPI) you should look at every single day. Week over week, month over month, and year over year, your goal should be to grow your email list. It’s that important to the success of your business.
Too many entrepreneurs rely on social media as their only means to communicate with leads. As I mentioned, you have no way to access contact information for your social media followers unless you ask them for it and they give it to you. With the algorithms so many entrepreneurs complain about, social media platforms decide what small percentage of your followers get to see your organic posts. Not only do they control your number of viewers, but they also have the ability to completely take away your account, temporarily or permanently.
If you’ve never had a social media account shut down or suspended, maybe even for reasons no one can explain, consider yourself lucky. It happens to the best of business owners, and when it happens to you, your email list can save your launch, promotion, or other sales activities. Even if you never have a glitch on social media, your email list gives you the opportunity to take leads from cold to warm with regular communication. And warm leads are much easier to sell to than cold leads.
When a new subscriber consents to join your email list, they give you permission to email them whenever you want—a privilege you want to make the most of without abusing it. Let me just point out here that it’s important not to fall into any of the shady practices that are all too common in the online world. Some business owners get talked into these practices simply because they don’t know they’re shady. But there are laws, regulations, and ethics that apply here. You cannot add people to your email list without their express consent. You don’t want to get involved in buying email contact lists or data scraping, which uses software to “scrape” emails from another website’s data without consent. These practices can get your emails reported as spam, blocked by email providers, like Gmail, or even fined by the Federal Trade Commission. Stick to legal, ethical methods of growing your email list.
People buy from brands they know, like, and trust. Email provides a powerful opportunity to show them who you are and what you have to offer so they can get to know you, start to like you, and finally, trust you. Email marketing makes this relationship easier to develop because you don’t have to worry about which posts any given platform might decide to show or not show to your followers. Instead, you can land right in your subscribers’ inbox and take steps to encourage them to open and read your emails by providing value in ways they care about. Every seven-figure to multiple-seven-figure business owner I work with focuses on growing and nurturing their email lists. (Some of my clients attribute as much as 50% of their total revenue to sales emails!)
You’ll start and maintain your email list using an email service provider. This software maintains contact information for your leads and allows you to reach many people at once via email and, in some cases, via text message. Using an email service provider also makes it much easier for you to stay on the right side of the laws that regulate email marketing. Sending blasts from your regular email is a great way to end up blacklisted as spam. Research and choose an email service provider instead. In addition, you don’t want to use your Gmail address, or similar email services typically used for personal email. Using a branded email address increases your deliverability rate.
Back in the early internet days, you could just invite people to subscribe for more information from you or sign up for your newsletter, and if you published interesting content, you would probably get subscribers. These days, most people are overwhelmed with emails and other online communications. Even if they like what you have to say, they’re not looking for more email. So how do you get them to join your email list? You ethically bribe them.
Lead magnets are designed to attract more leads to your business and get them to give you their contact information so you can communicate with them whenever you want. Also called opt-in gifts or ethical bribes, these are free resources you give new subscribers in exchange for their contact information. Ideally, this gift will showcase your products and services in a way that increases the subscriber’s interest in what you have to offer.
If you’ve ever shopped at Costco, then you’ve probably been offered a free sample of the latest chicken sausage, granola, or taquitos. These samples aren’t just there to satisfy your hunger, although if you’re hungry, you’re even more likely to purchase the product. Like many retailers, Costco has learned that if you enjoy the sample, the likelihood that you’ll buy the full package increases. The first taste is free not out of the generosity of Costco’s heart, but to get more sales.
Here are a few common lead magnets:
	Webinars (live or on demand)




	Guided challenges




	Downloadable guides




	Video series




	Q&A calls




	Checklists




	Coupons or discount offers




	Ebooks




	Audio downloads




	Virtual events




	Private podcasts




	Courses




	Consultation calls





 


Your lead magnet options are only limited by your imagination and by what your customer wants. Whatever format you deliver the resource in, it should appeal to your ideal customer and help them solve a small problem related to the product or service you sell. If they can get a solution from you in a freebie, they’ll start to trust that your paid products and services must offer an even bigger solution. What problem does your business solve for your customers? Whatever that is, your lead magnet should give them a small win right away.
SMS – Text Message Marketing



While many entrepreneurs focus on email marketing—and you should too—most underestimate the effectiveness of getting leads to sign up to receive SMS or text messages. When you request contact information in exchange for your lead magnet, you can ask for a phone number and have leads agree to receive text messages from you. This opens a whole new avenue for you to communicate with them.
Think about your inbox and how full it usually is with emails, a lot of which have marketing messages. If you’re like most people, you probably don’t open most of them. You might plan to come back to them later, but you never do, and eventually, you just delete those emails. You can absolutely improve your email open rates with better subject lines and by creating a reputation for providing value in your emails. However, your email open rates are still unlikely to beat SMS open rates or click-through rates. There’s an immediacy to SMS that email doesn’t have, and for now, few marketers are taking advantage of it, so your messages can still stand out.
The numbers vary, but some studies put average email open rates at just 20% and SMS open rates as high as 98%. SMS click-through rates, around 19%, also beat out email click-through rates, which come in at around 3.2%.[2] Email marketing still works, but you can’t ignore SMS marketing. Of course, your ideal customer will decide which works best for them.
Your Ideal Customer



If you’re just starting out in business, you may not have enough customers to know who your best customers are and will be. In that case, the most important step you can take to identify your ideal customer is to put your offer out there and see who responds to it. In the best-case scenario, you’ll do this in person. No matter what product or service you sell, there are opportunities to get in front of your potential customers in a real way. You can sell physical products at trade shows or at pop-ups in your city. You can pitch your service at networking events, from the stage as a speaker, or at an in-person event you host. Be creative and find ways to get in the room with your potential customers and see how they respond to your offer.
When I launched my business, I didn’t know who my customer avatar, or ideal customer, would be. However, after running my agency for about a year, I noticed some trends. Most of my clients were educated, professional women, thirty-five and older, who were experts in their fields but were still learning the ins and outs of online sales marketing. They were hungry for a higher level of success, and they were willing to put in the work.
Too many small business owners think they’re selling to “everyone.” After all, everyone needs a dentist or life insurance. Everyone wears clothes, likes to travel, or wants to be healthy. On the surface, that might seem true, but if you’re selling to everyone, you’re actually selling to no one. How you speak to a forty-year-old physician and married mother of three about her fashion choices or health needs is completely different from how you would speak to a twenty-year-old, single, male college student about the same things. If you try to speak to them the same way, you’ll fail to connect with either one. You’ll confuse them both. And a confused mind does not buy!
I also encourage you to get to know your ideal customer so you don’t attract the wrong people. Speaking directly to your avatar will not only attract the right people, but it will also deflect people who aren’t your ideal customers. People think good marketing is only about attracting the right people, but it’s also about repelling the wrong people. This can save you from wasting a lot of time, effort, and money trying to sell to people who will never buy from you.
Profiling your ideal customer is one of the most important steps you can take in your marketing efforts. When someone encounters your messaging, your business, your products, or your services, you’ll have a much better chance of selling to them if they feel like you’re talking directly to them. This process can also help you decide what products to offer.
To get to know the person you’re selling to, you’ll create a customer avatar, a representation of your ideal client or customer. This is a sketch of the person most likely to connect with your offer and buy your products or services. If you don’t have a clear picture of your avatar, your messaging will be confusing. Whatever you do, don’t skip this essential step of getting to know your ideal customer.
So who is your ideal customer? If you’ve been in business for a while, someone probably comes to mind. Maybe this person was easy to sell to and work with, and they opened, read, and clicked through all your emails. Maybe they’ve purchased from you or worked with you multiple times, or they sent you a great testimonial and lots of referrals. Maybe it’s the person who’s constantly posting on social media about your products. Keep them in mind as you create your customer avatar.
To understand your ideal customer, consider both demographics and psychographics. Demographics are the facts about this person. This is just data you can use to identify a person or a group of people. Depending on what you’re selling, you might include things like age, gender, marital status, ethnicity, level of education, and income level. Psychographics, on the other hand, get inside the person’s head. This information includes their values, interests, concerns, preferences and opinions, needs and desires, attitudes, and even spending habits.
As you develop your customer avatar, you’ll want to understand their biggest pain points. This is one of the most important points you should consider because your business should sell them ways to ease those pains. If a travel agency’s ideal customer really wants to take big trips to distant places but hates the idea of traveling without help interpreting the local language, this is a significant pain point that the travel agent must address. Pay attention to what your ideal customers are saying to you, to each other, and on social media. They’ll tell you what their pain points are.
With psychographics and demographics in mind, craft a picture of your ideal customer. Everything in your copy (what you write in email, social media posts, and ads), should speak directly to that person. Many savvy business owners will also give their avatar a name so the avatar feels like a real person. I call my avatar Deborah, and I keep Deborah in mind when I write copy, develop services, and run target ads.
As you profile your customer avatar, also consider the following:
	How does a customer feel when they come to you to buy?




	What problem will you help them solve?




	Are they aware that they have the problem?




	How would they describe the problem in their own words?




	What do they believe they need?




	What do you believe they need?







Your Customer List



So far, the email list we’ve talked about consists of people who subscribe to your list without buying anything from you. They get information from you for free, and you give them value so they can see you’re great at what you do and why they should buy from you. You need these leads, but some people will be on your list for years, enjoying the benefits, before they buy. And some of those free subscribers will never spend a dollar with you.
At some point, as your business grows, you need to separate customers from leads and communicate with them differently. You can also distinguish your top spenders or repeat customers from the rest. Doing this will allow you to treat them differently. You might offer them exclusive products, services, discounts, or packages. You’ll do this by segmenting your email list. While you’ll nurture your list of leads, I recommend you prioritize your list of customers, keeping the 80/20 rule, also known as the Pareto Principle, in mind. According to that rule, 80% of your sales will come from 20% of the people on your list. I’ve found this to be true, so it’s worth paying special attention to that 20%.
Depending on what software you choose to use, you might segment your email list by creating separate lists or by having one or two large lists with tags to segment your subscribers in the ways that work best for your marketing and sales. This will allow you to be specific in your messaging. For instance, when you email customers, you can reference the products or services they’ve already bought from you and the results they’ve gotten. You can make them feel special and appreciated and build loyalty.
Best Practices



As your email list grows, so should your revenue, but that will only happen if you nurture a relationship with your subscribers. If sales are the lifeblood of your business, your email list is the backbone. You can never have too many of the right leads (your ideal customers) on your list. That means you should always be growing your list, but list-building doesn’t stop with getting subscribers.
You need to nurture those leads by regularly communicating with them and offering value. Otherwise, they’ll go away or just forget about you. When a new lead first subscribes to your email list, you have the opportunity to start building a relationship with them through an automated series of emails. This series, known as a welcome sequence or a nurture sequence, is scheduled to go out over time after a new person subscribes to your list. Your welcome sequence could go on for a week or a year, depending on what you’re selling and how frequently you email your list. Typically, it will include about ten emails. That way, your leads get used to hearing from you and they learn about you and your business.
Your welcome sequence is a chance to tell your brand story, share valuable content that can prepare leads to work with you, and show the results you’ve created by sharing client testimonials. This isn’t the time to sell, sell, sell. You want to give them a chance to get to know you before you make an offer.
Whole Foods sets itself apart from other grocery stores by focusing on health. Its standards for the products it will carry are higher than those set by the FDA and by other stores. The store has a long list of ingredients not allowed in the products it sells, and it shares the sources of its meat and fish so customers can feel safe when they buy. Whole Foods knows its avatar prioritizes health, so the company speaks to all the steps it takes to make a healthy lifestyle easier to create.
In my business, we lead with our knowledge of the industry, the results we get, and the relationship we build with our clients. We’re not new kids on the block, and my team and I spend a lot of time learning about industry changes and sharpening our skills. We have results to back up our claims. And we’re not a company that will take your money and disappear. These elements make us stand out in a crowded marketplace, and we share them in different ways when we email our list. Identify your unique selling proposition and share it in your messaging.
A lot of entrepreneurs worry about emailing too much. They don’t want to annoy their subscribers by landing in their inbox every day or even every week, blah blah blah. Some email their lists as infrequently as once a month, or even worse, only when they have something to announce or to sell. This is a huge mistake. You’re competing for your subscribers’ attention with all the other emails in their inbox and all the noise online. To succeed, you have to regularly communicate with them. If you’ve clearly profiled your avatar, you have some idea of what they want to get from you in email and how often they might want to hear from you.
Your email communications should be all about your subscribers and what they want and need, including your products and services. That means you should be giving value in every email. You might educate your subscribers about your field or industry or show them different ways to use your product. You might share relevant articles or events. It all depends on what your ideal customer considers valuable.
One important note: Do not ask for the sale in every email. No one wants to be constantly pitched, especially by someone they barely know. (Serial entrepreneur and author Gary Vaynerchuk, aka Gary Vee, wrote the book Jab, Jab, Jab, Right Hook! to capture the formula of “give, give, give, ask!” when it comes to selling. I agree with that principle 100%.) Take the time to share your unique selling proposition (USP), or the quality that sets you apart in the marketplace, before you pitch your offer. As you nurture a relationship with your subscribers, show them the results you’ve gotten, share success stories, and offer tips or resources to balance out the offers for your products or services.
If you’ve ever been on the email list of a big retailer, you might be questioning this wisdom. DSW and Nordstrom, for example, sell to you in every email. They’re always making offers. This works for big companies because they already have an established brand in their subscribers’ minds. They also include style guides, offers for discounts or rewards points, and the chance to be the first to get those trendy new shoes or that limited-edition new bag. Finally, they have the advantage of mostly emailing people who have already bought from them at least once.
Building a relationship with your subscribers through email makes it much more likely that they’ll buy when you do have something to sell. Always be growing your list, and always be communicating with your subscribers. If Instagram blocks your account, LinkedIn stops showing your posts, Tik Tok stops giving you organic reach, or Facebook gets replaced by the next social media giant, you’ll still have those thousands of names on your contact list, and you’ll still be able to sell to them.
But They Need to Open It



You want to continually grow your email lists, but that won’t do you any good if no one opens, reads, or takes action on your emails. Pay attention to your open rates and click-through rates, both of which you can find in your email service provider’s analytics. You want to at least be hitting the averages (20% for open rates and 3% for click-through rates). If you’re not, or you are but you want to do better, you can optimize every element of your emails.
First, look at who you’re sending your emails from. People are more likely to open an email from a person or from a brand they love than they are from a “no-reply” or “support@company.com” email address. This is an opportunity to connect. Next, pay attention to your subject lines. They might hit on your subscribers’ pain points, trigger their curiosity, or get them excited about an offer. For some audiences humorous or personal subject lines work well. The best way to know what works is to test different subject lines and look at the numbers. While you’re at it, don’t forget the preview text. That’s the little line of text you can see before you open an email. This is another chance to capture your subscribers’ interest, so don’t neglect it. Last, the timing of your email can greatly affect your open rates. Test different days and times to figure out what works best for your audience.
Getting subscribers to open your email is a great first step. Next, you want them to take action, and that means you want them to click on a link that takes them somewhere. This is often to buy your product or service, but it could be to sign up for a webinar or master class, to view a video, or some other action. So how do you get people to do that?
There are several ways you can increase the odds that your subscribers will take the action you want them to take. Personalizing emails to address your subscribers by name often works well. Even though most people know it’s a mass email, they still feel more connection when you use their name. Once you have their attention, make sure your content is relevant. If your email subject line says, “Discount inside,” you’d better have a discount code in there.
Don’t confuse your subscribers with multiple choices. Stick to one call to action, even if you repeat it in the same email multiple times. You can also test images, call-to-action buttons, and links to see which works best for your audience.
Your Funnel Doctor’s Orders



First, if you don’t have an email list yet, set aside a few hours to research email service providers or have someone on your team do it. Make a decision and have your email list up and functioning by the end of the week.
Next, whether your email list is new or you’ve had it for years, schedule a weekly review of your list growth so you can stay on top of it and start thinking of ways to attract more subscribers.
Finally, create your customer avatar and refer to it as you create your next product or service and when you write your content for email or social media.




Segmenting for Success

Taylor Gordon of Tailored Business Solutions says she reached out to our agency because she kept seeing our ads everywhere. “I had never seen that much retargeting,” she says, and it made her curious to see how retargeting might work for her operations management agency, which helps businesses scale by implementing systems, processes, and standard operating procedures.
Before working with us, Taylor had run ads for a low-ticket item. She’d worked with another agency and enjoyed the relationship, but she decided it was time to try something new. She was particularly interested in working with us to build out her funnels before running more ads.
We set up a quiz funnel to get more people on Taylor’s email list. Taylor liked the idea of a quiz for a couple of reasons. First, it lent an element of fun to her area of expertise, which can be boring or intimidating to many people. Second, it allowed her to segment people and communicate with them and make offers through email or retargeting ads based on where they were and what they needed.
The quiz worked great for Taylor’s audience, bringing in a couple of hundred new leads within the first thirty days. It also gave her valuable information about her ideal clients. “A lot of people don’t like to communicate their pain points,” says Taylor, “but I was able to see on the quiz’s back end who needed the services. It was definitely a great lead generator.” Quiz takers received an automated email series based on their answers. “That helped convert them into our services as well.”
Not only did her email list grow, but like many of our clients, Taylor also found the ads were great for visibility and brand recognition, which led to easier sales. “You get on a consultation call, introducing yourself, and they say ‘Oh, I already know who you are!’” That created a level of trust with leads and made it much easier for Taylor to close sales. People who didn’t convert on the front end, when they saw the ads, were still much easier to convert on the back end, when they talked to Taylor. With the combination of a solid funnel and expert ads, Taylor’s business went from a steady state with little growth to expanding regularly with new leads who were easier to convert.
Taylor Gordon, Tailored Business Solutions
thetailoredbiz.com
instagram.com/tailoredbizsolutions
facebook.com/tailoredbizsolutions




Chapter 4: Acquire and Keep More Customers

If you’re like most of my clients, you started your business to make a difference for your family, your community, and the world. You also realize that the goal in business is to sell your products and services to generate a significant profit while delivering on your promise to your customers. Maybe you want to scale and grow so you can create more jobs and give more people opportunities. Maybe you want to create a legacy for your family. Whatever your vision is, success in business requires you to acquire and keep more customers. This chapter will give you proven strategies to do both.
Create Your Irresistible Offer



None of the strategies in this book will be effective unless you’re selling something people want to buy and give them reasons to choose you over your competitors. In today’s marketplace, products and services can’t just meet your customer’s needs. They also have to stand out from the competition. You stand out from the crowd when you create your irresistible offer, an offer that speaks directly to what your ideal customer wants—not necessarily what you think they need.
Consumers aren’t typically willing to pay premium prices to meet their needs. They want the best price on eggs and milk and gas for their car, for example. But when they’re looking to fulfill a desire—the latest limited-edition Gucci bag, first-class air travel to Dubai, or relief from pain—they’re much more willing to pay a premium. You can still give them what they need, of course, but lead your offer with what they want. To do this, look back at your customer avatar and their pain points as well as your unique selling proposition.
How you package your offer is part of what makes it irresistible to the right people. You can create add-ons and bonuses, additional touchpoints, or information products that make your offer stand out in a crowded marketplace. While you can use your competitors for comparison, don’t copy what they do. Offer something they don’t. If you sell haircare products, for example, you might offer a bonus video haircare tutorial with your proprietary process, a live workshop with you, or a call with one of your haircare coaches. Create something your ideal customers already want and are willing to pay a premium to get. You’re only limited by your creativity—and the cost of delivering your offer.
Customer Acquisition and Retention Matter Most



Too many entrepreneurs, especially those who are new to business, focus on the wrong things. They get excited about social media likes and engagement. They invest hours in creating a twenty-page business plan. They go down the branding rabbit hole, picking the right colors, designing an attractive logo, and tweaking their website. They devote a lot of time to their new business, but they forget to include selling in that time. You can have great branding, a beautiful website, and the perfect logo, but none of it will get people to actually pay you.
Business owners who prioritize customer acquisition and retention focus on learning to clearly articulate the problem their business solves. They develop an irresistible offer. They test different sales strategies to come up with their bankable sales strategy, a reliable method to sell their products or services. In my business, for example, our bankable sales strategy is the sales call. We want to get leads on a call to connect with them, understand their goals, and sell to them. Other successful entrepreneurs sell primarily by email or through live events. Your bankable sales strategy will be the sales strategy that sells best to your avatar, so if one strategy doesn’t get you the results you want, test another one.
Successful entrepreneurs also focus on keeping those customers once they get them. They track the right numbers. They follow up with their customers. And they give their customers reasons to stick around longer. Let’s dive into ways you can attract more customers and keep them buying from you.
JV Partnerships and Affiliate Marketing



While the terms “joint venture” and “affiliate marketing” are often used interchangeably, when you look at them closely, they’re actually different. Generally, a joint venture involves two or more businesses creating a separate entity together for mutual profit. When I partnered with Traffic Sales & Profit to create a unique product for their membership program, Propel, and we split the earnings, we created a joint venture. With affiliate marketing, on the other hand, business owner A gives business owner B the opportunity to sell owner A’s product or service in return for a commission.
Joint ventures and affiliate marketing both share the advantage of allowing you to leverage other people’s audiences, relationships, and expertise. Because you’re both marketing the product or service, you can reach more people through their email list, social platforms, and network. Because you split the profit on a joint venture or pay a commission on an affiliate promotion, you usually won’t have to come out of pocket. You pay out from your sales instead. If you’re the affiliate, promoting someone else’s product or service to your audience, they’ll pay you a commission on your sales.
The two most important factors in joint ventures and affiliate marketing are that: 1) you and your partner or affiliate serve the same or similar avatars, and 2) any product you promote meets your standards. Rather than create a new product or service, you can sell other people’s complementary or supplementary products alongside your own. Keep in mind that if you’re promoting someone’s product as an affiliate, that person takes care of fulfillment. This saves you time and effort while allowing you to give your customers more of what they want. These products can be a part of your irresistible offer. Depending on the circumstances, you might promote the fact that it’s someone else’s product, especially if they have name recognition with your audience, or not.
If you want other business owners to sell your products as affiliates, it’s important to make the affiliate commission attractive. Five or ten percent won’t move people. In some business communities, a fixed amount, such as $500 per sale of a $2500 product, is the norm. In others, people expect to make a 50% commission. In some cases, you might even offer 100% commission on a sale because you know you’ll be able to sell even more to those buyers once they’re on your list. In every case, be clear about whether the affiliate gets a commission only on the initial sale or on all sales for their referrals over an agreed-upon period of time.
It’s also common for entrepreneurs to use contests with leaderboards and prices to incentivize affiliates to sell even more. If you do enough of these, you’ll probably notice the same small number of affiliates is responsible for most of your sales. It’s the 80/20 rule in effect. A few affiliates bring in most of your money, and especially with a big launch with multiple affiliates, it can be good to recognize and reward them.
Referral Programs



You’ve probably seen referral programs in lots of places. For instance, many online banks and personal finance apps offer members the chance to earn more money when they refer a friend. The member sends a customized referral link to a friend, the friend signs up for an account, and the member gets an extra $10, $20, or $100 in their account.
Any business can create a referral program. As a service provider, you might offer your clients a percentage or a flat fee for any new clients they refer. You could do the same with vendors you’ve worked with who offer complimentary services. For example, a website designer might offer a copywriter a commission payment on any clients the copywriter refers.
New-Customer Incentives



You land on a website, and before you can even browse around, a pop-up offers you a discount code. Why? Because you’re a new customer. This kind of new-customer incentive is much more common with product brands and e-commerce brands. Service providers, on the other hand, might offer a sample of their work through a new-customer consultation or even a mini coaching session at a drastically reduced rate or for free. Restaurants might offer a free appetizer or “buy one entrée, get one free” to get new customers in the door. Software companies often offer new customers a free trial.
It’s important to know your backend metrics when you offer these kinds of incentives. For example, if the restaurant owner knows that the average person adds two cocktails and an entrée to their order, then a free appetizer to get them in the door is a no-brainer. If a software company knows the average person sticks around for another eighteen months after their free trial ends, then a free week or even a free month might serve them well.
Like most of the strategies here, new-customer incentives go back to knowing your customer avatar and creating your irresistible offer. What will entice your people to give your product or service a try? What will encourage them to buy more from you after the initial sale?
Networking Events



Getting out to meet people in the real world is one of my favorite ways for entrepreneurs to find more customers. It’s much easier to sell to someone in person—especially with premium-priced products and services. When you meet someone face to face, you can get to know-like-trust a lot faster. If they have questions about your product or service, they can look you in the eyes and get a feel for your integrity and commitment as you answer.
Even when you don’t make a sale, networking events give you the opportunity to learn about your customers and build relationships that may lead to sales, referrals, or JV or affiliate partnerships in the future. You don’t have to find your customers at every event. Sometimes, it’s even more beneficial, in the long run, to connect with other entrepreneurs who already sell to and serve your customers in other ways.
When you’re choosing events to attend, don’t limit yourself to conventional networking functions. Conferences, seminars, workshops, festivals, trade shows, industry events, live podcast recordings—where might your avatar show up? As you consider investing time and money to attend an event, ask yourself a few questions. Whose event is it? Who among your competitors will be there? Who among the hosts, speakers, sponsors, or attendees has a similar audience to yours?
Don’t go into these events looking to make a quick sale. Instead, use these spaces as a chance to better understand your customers, their challenges, and what problems you can help them solve. As you meet and talk to people, consider this an initial touchpoint. They may be ready to buy a month later when they need your product or service, they see an offer from you, and they reflect on the great conversation they had with you.
A lot of networking is planting seeds. I’m an introvert by nature, but many of my most productive business relationships have come from meeting people in person. If you’re an introvert, don’t let that stop you from making the most of this strategy. Get out there and get comfortable talking to the people you want to sell to or partner with to sell your products and services.
Dynamic CRM



A dynamic customer relationship management system (CRM) can make some of these other strategies, including behavior-based marketing, a lot easier. While you have to get the software that works best for your budget, keep in mind that if you choose the cheapest option, you’ll get the cheapest features and functionality. Free is free for a reason. Fortunately, you have many options at different price points, including Active Campaign, Keap, Klaviyo, Clickfunnels 2.0, Go High Level, Kartra, and others.
These systems make it much easier for you to nurture leads early in your funnel. They provide ways to speak to returning customers differently based on when and what they bought from you. They allow you to tag and segment leads and customers so you can track their behavior at different touchpoints in your funnel and make informed decisions about what you offer them and when.




Behavior-Based Marketing 



With behavior-based marketing, you communicate with and sell to people based on actions they’ve already taken. Let’s look at an example of people who sign up for a webinar you’re hosting. That process includes several different actions a lead could take. First, the person registers. Then, they open or don’t open the email confirmation with the webinar information. Next, they open or don’t open the reminders you send via email and/or text message. They attend the webinar or they don’t. If they attend the webinar, they stay for the entire presentation and pitch, or they leave after a certain amount of time. They go to the sales page or they don’t.
The list of actions your lead can take goes on and on, and at any point in that process, you can market to that person based on their actions. If a lead signs up for the webinar and doesn’t attend live, for example, you can email them a link to the replay and reminders to watch it. If someone makes it to your sales page but doesn’t purchase, you can send them emails to address the objections that might have kept them from tapping the buy button. All of this can be automated through webinar, landing page, and email software. Ideally, you’ll have written communications ready to go at each stage of the process.
Monthly Recurring Revenue (MRR)



Monthly recurring revenue (MRR) is the holy grail of business. Many of the biggest companies in the world operate with this business model. If you have a Netflix subscription or pay a monthly fee for the latest iPhone, you’re contributing to a company’s monthly recurring revenue. Even car companies are testing this business model, charging monthly fees for options like remote start and heated seats. Only time will tell if car buyers think these fees are worth it, but there’s one thing for sure. With the right product or service, monthly recurring revenue works.
Monthly recurring revenue creates predictability and consistency. It creates a regular income stream, which allows you to pay the team you need to help grow your business. It positions you to consistently invest in marketing and advertising because you know you have that money coming in. Consistent income helps you build long-lasting relationships with your customers because you have the necessary capital to continue to offer them what they want.
I haven’t come across a business that can’t take advantage of this model. Many businesses, big or small, offer monthly plans for coaching, masterminds, travel, software, bookkeeping, or subscription boxes. I pay a monthly fee for a subscription box from Izzy and Liv, the Brown Sugar Box, for my daughter. Every month, they deliver her a box of new items from T-shirts to jewelry and hair products. Some of our clients have monthly packages with us for ad management services. Whatever product or service you offer, there’s a good chance you can create a monthly offering that appeals to your avatar.
Sometimes, monthly offers come with a specific time commitment. They may include an option to pay in full for a specific period and receive a discount or bonus. Whether your offer is monthly or requires a commitment will depend on the product or service and your avatar. Don’t be afraid to set minimums when it makes sense. Be prepared to have a system in place to manage missed payments and to continue to generate leads and make sales to make up for inevitable attrition while taking necessary steps to minimize it.




Track and Analyze Churn Metrics 



I’ve already emphasized the importance of tracking your number of email subscribers, but that isn’t the only number you need to track, analyze, and respond to. Your bookkeeper can help you calculate your customer lifetime value (CLV), the amount of revenue you can expect to bring in from your average customer over the span of your relationship with them.
This number is important for several reasons, but in terms of customer acquisition, customer lifetime value helps you decide how much you can afford to spend to acquire a customer. For example, if the customer lifetime value for your subscription service is $1800, you won’t spend more than that to acquire a new customer. Obviously, this is a number you’ll focus on increasing by taking steps to keep your customers around longer or sell more to them over the life of their relationship with your business.
Once you’ve created monthly recurring revenue in your business, you’ll want to track how long, on average, people stay in your membership or program. This is your churn rate. Keep in mind that even when there’s a required commitment—even when they’ve signed a contract—some people will drop out early.
Keep a constant eye on your churn rate. If it’s holding steady at a reasonable rate for your industry, or it’s improving, then you may not have any specific action to take. However, if you see it trending in the wrong direction, you can take action before too much damage is done. Knowing this number also allows you to make informed decisions about how much you spend on marketing. For instance, if you know your average customer stays for six months, at $1000 a month, you know you can spend up to that amount to acquire a new customer and still break even.
Customer Feedback Channel



Never assume you know what your customers think about your products or services. A simple and user-friendly customer feedback channel will help you find out what they really think, and that information can help you retain customers. Rather than complain to their friends and colleagues, customers can bring their concerns directly to you so you can address them. They can also share with you what they love about your products and services, and you can use this feedback as confirmation and in the form of testimonials.
A customer feedback channel can also be a selling point that helps you acquire new customers. People may feel safer buying from you when they know they can easily communicate with you or your team. You can also address concerns that come up in customer feedback in the FAQs on your sales page. Use that information to attract more customers.
Your customer feedback channel could be as simple as a Google form or other online form, a survey, or an open Zoom call. You could use your project management or communication tool, like Slack, Trello, or Asana. The tool you choose to use matters much less than asking effective questions and giving your customers a way to reach out to share their experience of your product or service with you. The best business owners want feedback. They want to know how to improve. While all feedback won’t be accurate, you can look for trends in what your customers are saying.
Customer Communication Calendar



How often do you communicate with your customers outside of your deliverables or selling to them? The frequency and type of communication you have with your leads and your customers will depend on your business model, but a customer communication calendar can ensure you stay top of mind with your free subscribers and your paying customers. Consistent communication is even more important when you sell higher-priced products and services because you’re building the know-like-trust factor needed to get people to spend (or spend more) with you. If you have a customer success manager on your team, this calendar should be one of their responsibilities.
Regular communication is especially important with the customer base that provides your monthly recurring revenue. You can keep an eye out for certain red flags that may be warning signs that a customer is considering canceling their membership. For instance, if a member hasn’t logged into their online course or shown up for a coaching call for weeks, it’s time to reengage them. If my team notices one of our clients hasn’t scheduled their next call, we communicate with that person to find out what’s going on and make sure we give them the support they need to get back on track.
A lot of your customer communications can be automated. You’ll send out emails to your email lists on the schedule that works for your business, for instance, and a lot of online learning software has the option to nudge members when they haven’t logged in for a while. But don’t get complacent and rely solely on automation, especially when you’re selling premium-priced services and products. Communicate directly with your customers when it makes sense to do so.
Host In-Person Events



There are so many benefits to hosting your own events. When you host an event, you immediately position yourself as a leader and a resource. You also give the people who rock with you online a chance to meet with you in the real world. For your most loyal fans, this can be like meeting a celebrity. (Trust me. It’s true.) Selling, as I’ve mentioned, is almost always easier in person too. This strategy is especially effective for service providers, but if you’re the face of your product-based business, it can work very well for you too.
Hosting an in-person event can be as simple as organizing a dinner at someone else’s conference and inviting people to come. It can be as complicated as putting on a conference with twenty speakers and breakout workshops for thousands of people. You don’t have to start big to make this an effective strategy for you and your business, but your options for hosting events—from mixers and meet-and-greets to seminars, workshops, and conferences—are nearly limitless.
Customer Retention Program



A well-thought-out customer retention program can help you retain more customers. Many businesses have a team member or even a team in charge of this program because they know it’s less expensive to keep an existing customer than it is to acquire a new one.
To design your customer retention program, examine the reasons behind your customer attrition. Is there a payment processing issue? Is there a problem with service or deliverability? Figure out what parts of your process you can improve to keep customers around longer.
An exit survey can provide valuable information about attrition. If someone is canceling a subscription, for instance, you can automate a survey that asks why and gives them options to solve the problem rather than cancel their membership. For instance, if you try to cancel your subscription with one of the streaming services, they’ll typically offer you a lower price for a couple of months. Small and medium-sized businesses can make the same kinds of offers.
Unique Services or Products



The uniqueness of your product or service and how you position it in your irresistible offer will make a huge difference in your ability to get new customers and keep existing customers. This doesn’t mean you have to invent something totally new to sell to people. That’s incredibly difficult in a crowded marketplace. It means you should figure out how to make what you’re selling stand out from everyone else’s product or service that appears, on the surface, to be the same. For instance, my CPA uses the Profit First system. That’s a unique service I haven’t found elsewhere, and it has made me a loyal customer.
It’s just as important to be able to communicate your uniqueness and how it makes your product or service more valuable for your customers. No one cares that you’re different until they can see how your difference can benefit them. With my bookkeeper’s Profit First differentiator, I know I can pay myself more and pay my team more easily than I might under other systems.
Communicate your unique selling proposition, your uniqueness, everywhere you might encounter potential customers. Share it at events, on sales calls, in your emails, on your sales page—everywhere you’re marketing or selling. You want to become known for this special factor, so you have to communicate it constantly.
Your Funnel Doctors Orders



Don’t let all these strategies overwhelm you. There’s a good chance you’ve already implemented some of them, and luckily, you don’t have to use them all to be successful in business.
Look over the strategies in this chapter, and determine which you already have in place. Then, choose one to three strategies to implement this month. Put them on your calendar or get your team to work on them right away!




Chapter 5: Paid Ads: The Key to Growing Your Business Online

There used to be a time in the early days of social media, when a small business could grow to a fairly decent size simply by maximizing organic traffic. Rather than pay for ads, which weren’t even available on many platforms outside of search engines, they grew their business by posting to their page followers, their fans, and later, social media groups. This was back in the day when a platform like Facebook would show your organic posts to most of your page followers. Well, times have changed. These days, organic reach is way too small and way too slow to be the sole or primary means you use to grow your business.
You might regret that you missed out on the “good old days,” but every business era has its ups and downs. While it was certainly easier to get followers and make sure they saw your content, the technology entrepreneurs used to build websites, capture email addresses, create sales pages, and deliver products and online services was much more limited. Online entrepreneurs dealt with their websites frequently getting hacked or just crashing for no reason at all. Group calls happened over the phone, using conference-call services, because there was no accessible video meeting service. Building a landing page (a sales page or opt-in page) meant paying someone, learning to code, or dealing with unstable plug-ins. The tech barrier kept a lot of people out of online business. Those entrepreneurs who made it often invested a lot of money, time, and effort to do what you can do in just a few minutes with inexpensive software today.
Whether it was easier to build a business back then or it’s easier now is up for debate. What’s not up for discussion? Those days are over. We’re dealing with the reality of the current world of online marketing and sales. The good news is there’s still plenty of opportunity for those of us willing to dive in and learn more about what’s working now. And I can tell you what’s working in two words: Paid Ads.
Paid ads include any advertisement you pay for, including radio and TV ads; magazine, newspaper, and billboard ads; and ads on search engines, social media, and seller platforms, like Amazon. Some of these are obviously outdated or inappropriate for a small business. It might work for a brand as big and well-established as McDonald’s or Delta Airlines to advertise on television, but for smaller businesses, TV is a gamble, and you’re not likely to win that bet—if you can even afford to buy your way in. TV and radio stations, newspapers, and magazines can send you a media kit detailing their audience, but they can’t guarantee or track how many people will see or hear your ad. The way we consume entertainment at home has changed. With DVRs and commercial-free streaming services, your avatar might never sit through an ad.
When I refer to paid ads in this book, I don’t want you to think about TV, radio, magazines, or other conventional, old-school media. I’m referring specifically to online ads. Right now, that primarily includes ads on social media platforms and search engines. Most of our clients focus on social media, where their organic presence can support their paid ads.
Why Paid Ads Work



There are no guaranteed results with any type of advertisement, and that includes online ads, but there’s a reason why the biggest companies in the world still spend money on advertising. In 2020, Coca-Cola had almost 46.5% of the global carbonated soft drink market share.[3] Its closest competitor, PepsiCo, lagged far behind at just 18.8%. And yet, Coca-Cola still ran ads across multiple platforms online and offline. No company, no matter how big, can afford to rest on its successes. There’s always a competitor looking to steal market share and take the lead. Advertising keeps your brand top of mind for your customers so that when they’re ready to buy, your brand is the one they choose.
You may not feel like the Coke of your industry yet, but that’s all the more reason to run ads. Paid ads can help you carve out your niche in your industry, get in front of people who would otherwise never hear about you or your business, and hit your business goals a lot faster. Once you get it dialed in, paid traffic is like a faucet. You can turn it on and off. If your business gets swamped or you need to slow down for a moment, you can. And then you can come back and turn on the faucet again.
Over the last several years, organic post reach has consistently declined across all the major platforms. In 2022, the average reach for an organic Facebook post was just 2.2%,[4] and the average engagement for an organic Facebook post was only .07%.[5] As I write this, TikTok is still in an early growth phase, so reach and engagement are still better there. However, if history is any indicator, as the platform starts to attract more advertising dollars, organic reach for business posts will plummet. Advertising equals revenue for these companies. If they showed your posts to all your followers, you’d never need to buy ads, and they’d be out of business.
The beauty of ads is that you can target your existing followers, increasing the odds that they’ll see your offer for a lead magnet or your product or service, and you can also target new people. With social media ads, you can ask a platform to show your ads to people who are similar to your existing followers. This allows you to grow your audience a lot faster than you would by posting videos and hoping one of them goes viral. Ads give you a unique opportunity to rapidly scale your business by getting in front of your ideal customers, rather than waiting for them to find you.
Online ads also have the added benefit of giving you more data than you can get from most advertising platforms. For instance, when you run an Instagram ad, you can use demographic and interest information to precisely target a group of people with the characteristics of your avatar. On the back end, you’ll see exactly how well your ad did or did not perform. You’ll know exactly how many people saw the ad, what percentage engaged with any video in your ad and how much of the video they watched, how many people clicked on your link, and more. This data allows you to get to know your avatar and their behavior even better, and it gives you multiple variables to look at to make your ads even more effective. You can’t get that kind of data from a billboard or a magazine.
The most basic goal of business is to maximize profit by delivering your product or service to your customers as promised. Ads can help you get there by generating a steady flow of leads for your funnel. It’s just a numbers game. The more targeted leads you have entering your proven funnel, the more people you’ll convert into customers with your irresistible offer, and the more money you’ll make.
Lies, Myths, and Misunderstandings



I recognize how intimidating it can be to get into paid ads for the first time. There’s so much misinformation floating around about advertising, and whenever you’re investing your money, it’s natural to be cautious. There are no guarantees, but with calculated risk, paid ads can bring your business significant rewards. Let’s dismantle some of the myths that might be holding you back from using ads to your advantage.
Myth: Referrals are enough to grow your business.
Many of my agency’s best clients still come from referrals, so I’m not against using referrals as a means to capture new leads. A customer who has tried your product or service and got great results from it can be one of your best salespeople. But relying on any one lead source leaves your business vulnerable.
If you’ve been in business for a while, you’ve seen how referrals can ebb and flow. That’s why having multiple sources of traffic is important. Having sources you can more heavily influence and over which you have more control is critical. With paid ads, you decide where and when they run and who you target and retarget. You don’t have to wait for a client or customer to finally get around to telling a friend or colleague about your business. Even with a paid referral program, your business is at someone else’s mercy. It’s dangerous to completely hand over responsibility for your business growth to other people. Paid ads give you much more influence over your flow of leads.
Myth: Paid ads are too expensive.
When people tell me they can’t afford to run ads, my automatic response is that they can’t afford not to invest in ads. A lot of business owners need a reality check around this myth. The usefulness of ads always goes back to your long-term goals. If you’re just looking to hit six figures and stay around $100,000 in annual revenue, and you’re in no rush to get there, you can maybe skip paid ads. But if you’re trying to scale and grow to seven figures and beyond, you can’t rely on word of mouth, your social media posts, and other organic traffic to get you there. In my professional opinion, if your business isn’t growing, it’s dying. For your business to flourish, you need to continuously fill your pipeline. Paid ads, done right, are the best way I’ve found to do that.
How many businesses do you think reach the high six figures or cross over into seven or eight figures without ever paying for ads? Take a look at the big players in your industry and see if they’re running ads of any kind. If they’re not, that’s great for you—less competition for your ads—but it’s highly likely they do run ads even if you don’t see them. Remember the biggest corporations in the world, companies that have been household names for generations, still pay for advertising. It’s just the cost of doing business.
Myth: Paid ads don’t work.
People who say online ads don’t work have often had, or know someone who had, a bad experience with ads. And yes, there are plenty of people with those stories because the barrier to entry for online ads is so low. You’ll need thousands of dollars to run a TV commercial, even on a local station in the middle of the night. Typically, a television station will also have detailed standards an ad must meet, which often requires hiring a production team to produce a commercial. Online ads are the exact opposite.
With just $10, you could create a Facebook ad and have it up and running in a couple of hours. While there are some standards to be met on any online platform, they aren’t nearly as high as those for television or a popular magazine. That means lots of people have run poorly designed ads, with ineffective campaigns, and non-existent funnels. That’s like baking a cake with just half the ingredients and wondering why it comes out of the oven looking more like a pancake.
Other people invest their time and money and try to run ads the right way. But they run one or two ads, fail to get immediate results, and decide ads are a scam. You wouldn’t go to a new gym once or twice, fail to see any change in your body, and then decide gyms don’t work for fitness. Expecting overnight success with ads is just as illogical. If paid advertising didn’t work, companies, big, small, and in between, would quickly stop investing in it.
Myth: Your business should hit a specific revenue number before you run ads.
There are certainly business coaches out there telling people they shouldn’t pay for ads until they have a six-figure year, consistent five-figure months, or some other arbitrary number. Often, these numbers are simply based on their own experience. The coach had their first $100,000 year without running ads—although it may have taken them years to achieve it—so they tell other people to follow their “no ads” process. Or perhaps they’re just afraid to advise their clients to run ads when the coach still hasn’t done so successfully for themselves.
In truth, you don’t need to hit a specific revenue number to be ready to run paid ads. Instead, I recommend you have proof of concept and clear indications of product-market fit. Proof of concept just means your product or service does what it’s supposed to do. It solves the problem it’s supposed to solve. It works. If you’ve proven you can sell your product or service to your target market, then you’ve also demonstrated product-market fit. With these two boxes checked, all you need is a solid funnel, or an expert who can help you set up that funnel, and you’re ready to start paid advertising.
How you measure product-market fit will depend on several factors. You might want to sell a few dozen of a lower-priced product before you start running ads, but just a few sales of a higher-priced product or service could be sufficient. If you’re an experienced business owner launching a new product or service, and you’ve done your research, you might be ready to start running ads even before you’ve made your first sale.
Myth: Only huge corporations need to run paid ads.
Businesses of every size are successfully running online ads every day. Don’t believe me? Hop on your favorite social media platform right now and scroll for a few minutes. You might see ads from Chanel, BMW, Nike, or your favorite hotel chain, but keep scrolling. You might notice ads from a consultant you met at a networking meeting, a local attorney whose website you visited, or the new independent restaurant opening in your city. The size of a business doesn’t determine its ability to benefit from paid ads.
Myth: You don’t need to run ads because your customers aren’t online.
While this may be true about some small niche, I haven’t come across it yet. Busy executives are online. New moms and college students are online. Child-free couples and grandparents are online. Teachers, bus drivers, physicians, and dentists—you can find them all online.
Obviously, some demographics spend more time online than others. Teenagers and young adults who can’t remember life before the internet are likely to spend more time using search engines and scrolling through social media sites than our elders who remember a time before the average household had a television set. Great-grandparents might not have a TikTok account, but they’re often on Facebook and use Google. However, if you can’t reach some percentage of those seniors, you can certainly reach the adult children starting to make purchasing decisions for or with them. Your customers are online. You just need to figure out where.
Myth: You can run your ads without expert help.
In fact, it’s true. You can run ads on your own. You don’t have to hire an agency or an ad manager to help you. You can go it alone, but the odds aren’t in your favor. There are lots of moving parts and a significant learning curve to running online ads. Each platform has its own set-up, so if you wanted to run ads on multiple platforms, you’d have to learn each one. In addition, the dashboards for running ads, such as Facebook’s Ads Manager, are constantly changing, so you’d have to constantly keep track of those changes. One day, you open the dashboard, and it looks nothing like it looked the day before, so you’re back to square one.
There’s nothing stopping you from running your own ads. People do it every day. I’ve even taught people how to set up ads, step by step. But if you’re serious about using online ads to grow your business, my recommendation is that you work with an expert. Whether it’s me and my agency or someone else, invest in a professional whose zone of genius is digital marketing, sales funnels, and paid ads, just like your zone of genius is your area of expertise. You’ll get better results, and you’ll have more time to do what you do best in your business!
Your Funnel Doctor’s Orders



Write down your goals for your business.
What would you like your annual revenue to be this year? Next year? Five years from now? How many customers do you need to get you to those goals?
Assess whether you have the organic reach to get you there or if paid ads might be a necessary tool to grow and scale your business to the size and impact you envision.




Before You Hire an Agency to Run Your Ads

I highly recommend you work with a reputable digital marketing agency to run your paid ads. In the long run, it will save you money and time. Use this checklist to identify the right agency for you.
	Shows receipts. Ask for specific results the agency has gotten for their clients.




	Has skin in the game. Consider it a red flag if an agency doesn’t run ads to sell their own services.




	Has worked with clients in your industry or a closely related industry.




	Requires a minimum ad spend. Without it, you’re not likely to get results, and the fee you pay the agency will be wasted money.




	Explains the process. Any agency worth hiring should be willing to walk you through the ad process.




	Offers open communication. You should be able to contact the agency, ask questions, and give your input at any point in the process.




	Keeps you updated. The agency should be willing to give you regular reports are how your ads are performing.




	Provides the support you need. If you need help with copy, graphics, or targeting, choose an agency that provides those services.




	Shares client testimonials. Our clients love us and love talking about it. Any agency getting results should have similar endorsements.




	Makes you feel comfortable. You’ll be working closely with the agency, so it’s important you feel like these are people who you like and trust and who care about your business.





 


When you’re ready to hire an agency, my team and I are happy to talk with you about setting up your funnels and running paid ads. Book a call with our team at www.thefunneldoctoragency.com.
Want to learn more about this in depth? Watch our free training at ThePrescriptionTraining.com.  
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Chapter 6: Ready to Run Ads

Hopefully, the value of paid ads and how they can breathe new life into your business and help it grow at a faster pace is obvious to you at this point. If I’m doing my job with this book, then you should be excited about the idea, and you should be preparing yourself to invest in ads. But don’t rush into anything just yet. Every business can benefit from paid advertisement—at some point. Running ads before you’re ready, however, won’t produce good results.
Getting your business ready to be successful with ads requires the same things you need to have a successful business, period. As I mentioned in previous chapters, I highly recommend you have two things in place before you invest in ads: 1) product-market fit, evidence that your product or service meets a demand in the marketplace and you can sell it to your target market, and 2) an irresistible offer.
Those two elements are essential to succeeding in business, regardless of whether you’re selling with ads, from the stage, or at a networking event. If you’ve confirmed product-market fit and you have an irresistible offer, you should probably be running ads. Let’s look at a few more indicators that you’re ready to go.
You’re Already Selling and You Want to Scale



If you’re running a profitable business with reliable revenue, but you want more and you’ve got systems in place to handle an increase in customers, it’s time to run ads. Paid ads done right can help you scale faster by getting your offer in front of more of the people in your target audience. Organic traffic should always be a part of your business plan, but it’s rarely enough to scale a business to multiple six and seven figures and beyond. Ads can be a catalyst for that kind of growth.
If your irresistible offer is converting reliably, then it stands to reason that showing it to more people will result in more sales. No matter what your bankable sales strategy is, ads can get more people in your funnel so you can use that strategy with more leads and convert more of them. If you convert most of your clients on sales calls, sell through webinars and master classes, or drive people to buy products directly from your website, ads will amplify your sales strategy.
Let’s look at live events as an example. If you currently fill your mastermind twice a year with a live event, imagine if you doubled or tripled the number of qualified people who attend your event. That means you have the potential to double or triple the number of people in your mastermind, and of course, double or triple your revenue. (Yes, there are ways to select your ad’s audience so you’re more likely to reach qualified leads. We’ll dive into that in Chapter 9, but for now, know that an experienced digital marketing strategist can help you with this.)
Know Your Customer and How to Reach Them



If you’re still trying to figure out who’s buying your product or service, you need to do some homework before you run ads. It’s one thing to profile your customer avatar. That’s a great start. However, you also need confirmation by getting to know more about your actual customers. Find out where they hang out online. Pay attention to who they follow or are connected to; what media they read, watch, or listen to; and how they spend their free time and their discretionary income.
It’s also helpful to have a basic understanding of the varying natures of the different platforms. LinkedIn, of course, appeals to more professionals and corporate workers. If that’s who your avatar is, go there. If your avatar is under thirty-five, don’t just assume you’ll find them on TikTok. Get on the platform and find out. Hang out where you expect to find your avatar. Test your organic content and see if you get the engagement you expect from your ideal customers. That way, you can find a digital marketing professional who has deep experience with the platform that will best serve you.
Have at Least 100 subscribers on Your Email List



You’re not required to have an email list before you run ads, but having at least one hundred email subscribers will make it a lot easier. Here’s why. With some platforms, such as Facebook, Instagram, and TikTok, you can upload your email list and target those people and/or a look-alike audience created from that list. You simply export your list of contacts from your customer relationship management software or your email service provider and upload that file to the ad manager on your chosen platform. You’ll need a minimum of a hundred contacts to use this targeting option, and of course, an even larger list will allow you to target that many more people. These are all data-driven platforms, and the more data you can give them, the more effective they can be.
Set a Budget for Marketing and Advertising



Like any business expense, you need to have a budget for marketing, including running paid ads. You can set a maximum for your total ad spend and daily ad spend, and those numbers should be based on what your business can afford and what you’re willing to invest. Remember ads are a long game, so you don’t want to jump in, run ads for a few days, and jump out. While you might increase what you spend on ads when you have something specific to promote, like a product launch, a live event, a webinar, or a challenge, you should be running ads most of the time. That means you should have a regular line item for ad spend.
One of the most common questions I’m asked is: “Ryan, how much should I spend on ads?” And my answer is always the same: It depends.
Let’s start with the minimum. You do need to budget for the expert you’ll pay to help you run your ads. While it may be an expense you haven’t considered until now, working with a qualified expert will save you money, time, and frustration and help you increase the ROI you get on your ads. I also recommend you commit at least $1500 a month to your ad spend, for at least three months. You have to be financially prepared to make the investment.
No one outside of your business can dictate how much you should spend on ads. You’ll have to look at your numbers to make that decision. What’s your annual revenue? What’s your monthly revenue? Does your revenue ebb and flow so some months are much better than others? What are your business goals, and how fast are you trying to grow? Use your answers to those questions to decide how much you’ll invest in ads.
Adopt a Positive Mindset



While you can read my words or hear me say advertising is not optional, until you believe it for yourself—and believe it can work for your business—it will be hard for you to fully take advantage of online advertising. Embracing ads as part of a long-term approach to growing your business is a critical part of getting ready to invest in this strategy. While advertising is the cost of doing business, you have to be prepared for the fact that your investment won’t necessarily come back to you right away and look down the road to the coming weeks and months when you’ll see returns.
If you’re not quite sold yet, take a step back. Go back to Chapter 1 and Chapter 2 and read about funnels and how they work again. Assess your value ladder, the products or services you offer and how you’re leading customers from your free lead magnet to your premium offerings. Look at your customer lifetime value, and let it sink in how much more revenue you could bring in if you multiplied your customer base.
Time and time again, I see people who are small-minded with their budget, even when they’re making money. They have a scarcity mindset when it comes to ads. While it might make sense to start with a smaller budget while you test the waters, too often, entrepreneurs want big returns from tiny investments. That’s just not the current state of advertising. Don’t expect overnight success. Take a realistic view of ads and commit to getting results. Once you can make a mindset shift and see your ad dollars as an investment that will compound as it pays off in the coming weeks and months, the sky’s the limit.
Your Funnel Doctor’s Orders



Use the checklist below to determine how ready you are to run ads and what you still need to work on.
I currently have:
	Demonstrated product-market fit




	An irresistible offer




	A bankable sales strategy




	Consistent sales




	A desire to scale




	Clear knowledge about my customers and where they congregate online




	100 or more email subscribers




	$1500 or more to commit to a monthly ad spend




	Additional budget to hire an expert




	Belief that ads can help me grow my business faster




	A commitment to getting results from online ads over time





 






Going from Unknown to Household Name with Ads

Tracy L. Tate, CEO of TLJ Professional Services, was stunned by how quickly her calendar filled with discovery calls once she started running ads. Tracy’s business is about all things financial, providing bookkeeping, accounting, tax, and educational services to small business owners with a focus on bars and restaurants. However, her background in accounting didn’t teach her much about marketing. When she came to our agency, her goal was for people to know who she is and what her company does, but she wasn’t sure how to make that happen. “I think we’ve accomplished that today,” says Tracy. People reach out and say, ‘Oh, I saw you on Facebook!’ Or they recognize the name. They recognize my face. They recognize my voice.”
That’s the kind of brand recognition most business owners would love to get if they only knew how, but of course, she needed more than awareness to build a successful business. She needed leads, and she needed sales. When she first came to our agency, the number of subscribers on Tracy’s email list had been holding steady at around 1100. In just under two years of running ads, the list grew to 5500 subscribers.
Tracy uses a discovery call as her bankable sales strategy, and she noticed that when she took a step back from ads for a month, her new subscribers dropped off precipitously, as did her scheduled discovery calls. “I noticed my calendar was empty,” shares Tracy. “I’m not used to not having appointments.” Putting her ads on pause for a short while allowed her to clearly see the difference those ads made in capturing leads.
For Tracy, getting her funnels set up and running ads to them made a huge difference. She found she could control the traffic she got, which let her decide to choose when she wanted more leads and sales. Because of her consistency in running ads, her reputation as the expert in her niche has grown, and so has her business’s bottom line.
Tracy L. Tate, TLJ Professional Services
tljprofessionalservices.com
facebook.com/tljprofessionalservices
instagram.com/tljprofessionalservicesinc
linkedin.com/in/tljprofessionalservices/




Chapter 7: Success Strategies

Over time and having worked on hundreds of online ad campaigns, I’ve identified best practices that can make a measurable difference in the results you get with your paid ads. (You’re running a business, so that measurable difference should be in your bottom line.) None of these success strategies require you to master any of the online platforms. They don’t require you to become an ads expert either. Instead, they tap into your strength as an entrepreneur, depend on your willingness to get to know your own business, and give you ways to collaborate with your digital marketing strategist. Let’s look at some of the steps you can take to make the most of paid ads.
Focus on Increased Order Value



In Chapter 2, I addressed add-ons and explained how they can help you increase your average order value. Remember order bumps, upsells, down sells and cross-sells? Well, they’re back. As you’re getting ready to run paid ads, remember that it’s easier to sell to someone who’s already looking to buy. Add-ons allow you to offer more value and make more money at checkout. Increasing your average order value is essential to recouping the money you invest in ads. Think about it this way. The more money you make on the average sale, the faster you’ll break even on your ad investment and start making a profit.
Tap into Premium Pricing



Premium pricing is another strategy that can help you make your money back and start profiting faster. Some experts consider any product or service priced at $1000 or more to be a high-priced product. Others say $3000 is the minimum. What’s the right answer? Consider the marketplace. There was a time when online courses in certain niches started at $997. Now, it’s not unusual to see courses in the same niche priced at $3000 or more. A consulting package might have a monthly retainer of $5000, with a six-month minimum commitment, and masterminds can run $10,000, $20,000, $30,000, or more for a six- or twelve-month program. Premium is in the eye of the beholder. How you define premium pricing will depend on your avatar and your product or service, but you can make more money with fewer sales when you tap into premium pricing and offer customers a chance to get more from you with a higher-priced offering.
Creating a high-priced offer can be fairly simple for service providers. Lots of lawyers command a higher price because of the results they’ve demonstrated they can get. Concierge doctors charge a monthly fee for patients who want greater access to their healthcare provider. Travel businesses offer higher-priced trips for customers who want luxury or extreme adventure. Many coaches and consultants offer VIP days or intensives for clients who want more, faster.
If you have a product-based business, you might have to get creative to come up with a higher-priced offering, but it’s certainly possible in many cases. A jewelry company offers exclusive sales and “first looks” for club members who pay an annual fee. A hair product company sells online healthy-hair consultations with product bundles. A handbag company makes limited-edition bags to entice their most loyal customers to spend more. Most businesses can find a way to sell at a premium price.
If you’ve created a lower-priced product or service because you want to be accessible to customers at that tier, that doesn’t have to go away. However, your higher-priced product or service can tap into another market, and it gives you a distinct advantage. When you charge more, you quickly raise your average order value. If you only convert three customers on a given day, you make a lot more money with a $3000 product than with a $50 product. That gives you the leeway to spend more money to get each customer. If a higher-priced product or service works for your company, it can get you ahead of the competition in the ad game.
Consider Volume



Many businesses, especially those that sell lower-priced physical or digital products, rely on volume instead of high prices. This can also be an effective strategy when you’re running ads. Volume is typically easier to create when you have a deeper product line, product bundles, and/or consumable products your customers use and need to restock on a regular basis. An accessories company that produces new designs every month has a better chance of creating volume than a competitor that only has a new line of designs once a year. If a beauty company can get customers to fall in love with their shampoo, they’ll reorder every month.
Subscriptions, which I addressed in Chapter 4 as a source of monthly recurring revenue, can be a source of volume for companies that sell physical products, digital products, or services. Getting customers to commit to buying from you every month creates reliable income. You might remember when subscription options all of a sudden appeared on Amazon. “Subscribe and save” means you’ll save a little each month, but Amazon can also count on the revenue from your regular purchase for a number of months, which increases the company’s volume of sales. (And you can be sure they have the data to tell them how long you’ll stick to that subscription.) Small businesses can create that same kind of regular revenue with their own subscription options.
Whether you rely on bundles, new products, or subscriptions, increasing your volume of sales can make a huge difference in the success of your ads, especially if your products are lower priced. The advantage of high-volume sales is similar to the advantage of selling premium-priced products. More money in equals more money to support your team and, yes, to invest in ads to grow your business.
Use Loss Leaders Wisely



Back when people had no choice but to do their Christmas shopping in a store, big box stores would often advertise significant purchases like wide-screen TVs at unbelievably low prices. Customers would flood the stores, the few sale-priced TVs on the floor would be gone within minutes, and everyone who didn’t get one would be left standing in the store, hungry to buy something. The stores didn’t make any money on the TVs. They were loss leaders, but they drove people into the store to spend on other items.
If you’ve achieved a product-market fit and the data shows you a loss leader will pay off, you can use this strategy in your business. Beauty companies often give away free samples of products because the data shows them a sufficient percentage of people who get the samples will become paying customers. Software companies do this with free or low-priced trials or low-usage accounts that allow you to use the product for a maximum number of times or minutes without paying. Even service providers can use a loss leader, like a mini coaching session or access to a small sample of an online course. A web designer might offer a limited number of free or low-cost website audits to get people in the digital door and demonstrate their expertise.
Driving people to your loss leader with ads can work well because their investment is minimal, maybe no more than some of their time, so the barrier to saying yes is lower. Once you have them interested, it’s up to you to impress them with the value of your product or service and to have an effective funnel to lead them to buy your full-price offer.
Retarget, Retarget, Retarget



Retargeting is one of my favorite ways to maximize your ad budget. Decades ago, there was an accepted rule of advertising that said a consumer had to see an ad seven times, on average, before they took action. This became known as the Rule of 7. Today, expert opinions vary, but that number is estimated to be much higher. At a marketing conference I went to in 2022, an expert shared new data that shows it now takes an average of thirty times for someone to see your offer before they are ready to buy. I was blown away!
Of course, there are ways to reduce that number, but the fact remains that whether you’re advertising a lead magnet, a product, a service, or an event, people need to see it multiple times before they click or tap to learn more. That’s where retargeting comes in.
If you’ve ever clicked on an ad and visited a sales page but decided not to buy and then suddenly found your social media feed filled with that company’s ads, you’ve been retargeted. Remember retargeting allows you to show ads based on the actions a person has already taken. They might have visited your website or your sales page. They might even have started to check out and then changed their mind or gotten distracted and clicked away. Maybe they watched your video ad all the way through, or they followed your page. Retargeting allows you to speak to them based on that action. It allows you to communicate with leads and customers at specific touchpoints so you can meet them where they are.
Retargeting is an incredibly powerful strategy because you can spend your ad dollars getting in front of people who’ve already shown an interest in your product or service, and you can tailor your messaging to them wherever they are in your customer journey. To succeed in business these days, it’s almost mandatory to just keep showing up in front of people, warming them up, and then getting them ready to become customers. Retargeting keeps you top of mind with potential customers.
Measure Your ROI



So many people misconstrue what it means to get a return on investment with ads, and they end up frustrated and confused by the results they get. To avoid that frustration and confusion, start by getting clear about your business goals. Even if you’re currently running ads for leads, your business depends on sales, so what do you ultimately want those leads to buy? How many sales do you need to meet your revenue goals? Look at your customer lifetime value to understand how much you can afford to spend to acquire those customers. Staying on top of these numbers is critical to your success.
You also need a realistic timeframe over which you’ll measure the success of your ads. Every business has a sales cycle. If you’re selling real estate, and you run ads to get leads, you ultimately want to convert those leads into clients who buy property. But you know that’s not going to happen in a week or two. It could take six months to a year to get them to the closing table. Interior design has a longer sales cycle than something like weight-loss coaching. A coach might run ads for a free webinar and turn some of those leads into customers for a group-coaching program within a week. It could take months to convert a customer for high-end interior design services. As a business owner, it’s your responsibility to know your sales cycle and to include that timeframe in your evaluation of your ads’ success.
In the meantime, assess how your ad is performing by looking at data, like how many clicks you get, your cost per lead, your ad reach (the number of people your ad reaches), impressions (the number of times your ad is seen), and your cost per impression. These front-end numbers can help you understand the effectiveness of your ads so you can make any necessary changes along the way.
Analyze Your Funnel’s Effectiveness



When a business owner fails to get the results they want from advertising, it’s tempting for them to immediately blame the ads, but the ad’s job is to get people to your landing page (your sales page or opt-in page). If your ad is doing its job and getting people to the page, but they’re not taking the action you want them to take—they’re not opting in or buying—then you have to evaluate the page itself. Look at your conversion numbers and determine what percentage of people who saw the page took the action you wanted them to take. If that number isn’t high enough, the changes you need to make are probably there on the page, not with your ad.
Here are some questions to ask to examine the effectiveness of your landing page:
	Is the headline attention-grabbing?




	Does the messaging speak to your avatar? 



	Is the offer itself, whether for a product or service or for a free lead magnet, enticing? 



	Does the page have a clean, easy-to-read design? 



	Is there enough social proof? 



	Is video used effectively?




	Are the benefits of the offer clear?





 


You might need to test different headlines, payment plans, videos, or even color schemes for your page, but don’t stop there. Look at the data for every point of your funnel. This will include things like your open rates and click-through rates for your welcome series of emails. If you see your numbers fall off at a given point, start there and make improvements.
Work with a Reputable Professional



As a digital marketing specialist and agency owner, I’m obviously biased in my belief that the best way to succeed with ads is to hire an expert. I’m passionate about what I do because I know how easily paid ads can go wrong for entrepreneurs who try to DIY the whole process. I’ve also seen the kinds of results they can get when they rely on proven expertise. Working with an expert can, and should, save you time and money and help you maximize your ROI.
You’re the subject-matter expert in your niche. Your customers come to you because they value your expertise in your industry. Trying to master digital marketing and paid ads takes you out of your zone of genius. However, I never suggest you’re completely hands-off with your ads. You should definitely have an understanding of the basics of how ads work and be clear about the ads you’re running, but leave the details to someone who’s an expert in digital marketing and specifically in paid ads. Money loves speed. Hiring someone who already has the knowledge to get your ads up and running quickly will get you to the money faster.
When you’re looking for an expert to help you with your ads, you want to see receipts. Ask for the numbers. What results has this expert or agency gotten for other business owners? Do they have skin in the game themselves? An agency that believes paid ads are the best way to grow your business should be running ads and should have its own funnels set up and operating.
You also want to know how long the agency has been in business. You don’t just run ads once and walk away with the win. Ads are a long game, and you want to work with an agency that will be around to run future campaigns with you, not someone who’s just testing the waters and may move on to the next venture just when you need them.
Find out what kinds of entrepreneurs, in what industries and niches, the agency has supported as well. If they typically work with tech companies, and you own a small chain of hair salons, they might not be the right agency for you. And of course, ask about budget. What are their fees, and what minimum ad spend do they require from you? Do your due diligence before you hire an agency. Trust their expertise, but remember this is a collaboration, and you should be involved in the process.
Your Funnel Doctor’s Orders



If you’re serious about taking your business to the next level with solid funnels and paid advertising, I’d love to talk to you about sales business goals. Schedule a call with us at www.thefunneldoctoragency.com.
Want to learn more about this in depth? Watch our free training at ThePrescriptionTraining.com.  
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When Going Viral Actually Makes You Money

At first, Mea Hill of Green Family Jewels thought she could handle all her digital marketing on her own and get the results she wanted. She did her research, and she learned a lot, but Mea quickly realized she wanted to work with a professional. Through trial and error—giving different agencies a shot only to find out they weren’t the right fit—she ended up with our agency. “It may sound a little cliché,” says Mea, “but my life truly changed from being introduced to you.”
In 2020, her online apparel store was approaching six figures for the first time, and Mea really wanted to reach that milestone. As she went into 2021, she focused on how to use paid traffic to get there. Her turban-mask sets had been selling well, so Mea developed a concept for a video ad leading to the product. Our agency developed the ad strategy, wrote the copy, and did the targeting, and with our encouragement, Mea decided to include an upsell with the promotion. She had no idea how successful her strategy would be.
“I remember when you messaged me to say the video had hundreds of thousands of views,” Mea says. She was shocked at the idea that she’d gone viral, but numbers don’t lie. Still, video views are great, but they don’t always equal sales. Because her funnel was tight, in Mea’s case, they did. She hit six figures—her primary goal—and kept going. Part of that success was due to targeting the right people. Another big factor was the use of upsells.
Before we worked together, Mea had never used upsells in her business, but once she learned about them, she was all in. “I’m a math person,” Mea says, “so it only makes sense. If they’re buying one, you know they’re already interested.” Once a customer put the turban-mask set in their cart and entered their information to check out, Mea offered them the opportunity to buy another set as a gift for their mom or for a friend. The second set (or more) was offered at a discount, but only for a few minutes. A timer on the page increased the urgency to buy and save. Customers went for it, and sales shot up.
Mea also saw exponential growth of her email list. At first, the number increased by 500 subscribers at a time, and then by 1,000. By the time the campaign had finished running, the Green Family Jewels email list had grown from around 2,000 subscribers to 40,000. “The growth was unbelievable,” says Mea.
Mea’s results were exceptional, and she was thrilled, but in addition to the impressive numbers, Mea also experienced a mindset shift that would serve her well in her business. Through her work with our agency, she learned how important it is to think about the psychology behind her customer journey. “I always thought if I take a nice picture and they like it, they’ll buy it. So when I realized how psychological this whole process was, everything changed.”
About running paid ads, Mea says, “If you’re new to business, know that scared money don’t make money. This is your business. Your brand is your baby. You definitely need paid ads, but you have to be with the right expert. Book that consultation call, and work with a person you can trust.”
Mea Hill, Green Family Jewels
greenfamilyjewels.com
instagram.com/greenfamilyjewels
facebook.com/greenfamilyjewelsllc




Chapter 8: Why Ads Fail

So far, we’ve covered essential strategies to successfully run ads, but I’d be guilty of malpractice if I didn’t also share some of the most common reasons ads go wrong. As with any investment with a promise of a healthy return, there are no guarantees with ads. The truth is that plenty of business owners run ads that fail, at least by my definition. They invest money, but they don’t make money. They might get lots of clicks, likes, and shares, but they don’t see a significant increase in revenue. Often, they’re just making easily avoidable mistakes. I’ll focus on Facebook ads as the example here, but keep in mind that these issues can derail your ads on any platform.
Mistake #1. Missing Pixels



Have you ever visited a website for the first time and seen a notice that said something like “This site uses cookies” and asked you to click “accept” or “customize” cookies? If you’ve been on the internet anytime in the last few years, it’s a safe bet that you have. Data privacy laws require website visitors to accept or reject cookies because cookies collect data about your visit to your website. A pixel is a third-party cookie. It allows Facebook (and other platforms) to track a visitor’s behavior on the site.
This small piece of tracking code, a unique series of numbers, is essential to the success of your ads. You, or more likely your ads manager or digital marketing strategist, will put the right pixel on the different webpages in your funnel. This will allow you to track all the activity that happens on those pages. If, for example, a new visitor lands on your opt-in page and they choose not to enter their contact information for your incredibly appealing lead magnet, the pixel keeps track of that. In the case of Facebook, that means you can now show that person ads for your lead magnet, or another offer, in the future. You can also create a look-alike audience of people who Facebook defines as similar to your site visitors and even see what device people most often use when they buy from you.
Without pixels on the right webpages, you can’t track any of the information you need to make ads effective. You’ll have no idea who landed on what pages or what action they took. Without that information, you severely limit what you can do with ads. Even if you’re not running ads on Facebook or Instagram yet, it’s important to install the Facebook pixel on your website and landing pages sooner rather than later. That way, you’ll already have data about the people who visited those pages when you start running ads.
The ultimate goal of using pixels is to track data about the people who actually buy from you and also segment out the buyers who spend the most with your company. That way, you can create lookalike audiences and target your ads to reach more people like those who already buy from you. It’s great to get your ads in front of people who click on your ads, watch your videos, or subscribe to your list. It’s even better to reach a group of people just like your existing buyers.
This technology can change at any time so I won’t dive too deeply into pixels. Just know there are different kinds of pixels, they’re provided by Facebook and other platforms, and you shouldn’t run ads without them. When you hire a professional to help you get your ads up and running, ask them what pixels they’re using and where. They should be able to explain to you the purpose of any pixel and where it’s used.
At a minimum, you should have a pixel on your landing pages, sales pages, opt-in pages, and thank-you pages. A specific kind of pixel, an event pixel, needs to be placed on your thank-you pages and confirmation pages. That way it can track data for people who reach that page by subscribing and becoming a lead or by making a purchase and becoming a paying customer.
Mistake #2. Boosted Posts



Too many business owners fall into the trap of boosting posts because Facebook makes it so easy. Occasionally you’ll notice that Facebook (or another platform) offers you an opportunity to boost an organic post. You might see something like: “Boost this post and reach an extra 1000 people for $30.” It’s so tempting because you don’t even have to log into the ads manager, which is constantly changing and can be intimidating even for seasoned business owners. You can boost a post with just a few clicks.
As with most things, with paid ads, the easiest way isn’t always the best way. When you boost a post you only get access to a fraction of the options you have when you run ads through the ads manager. You might get your ad in front of an extra 1000 people, but they might turn out to be random people who don’t align with your target market. Unless something has drastically changed by the time you read this book, boosting a post is a waste of money.
Mistake #3. The Wrong Objective for Your Ads



Every ad campaign needs to have an objective. Do you want leads? Do you want sales? Are you creating awareness for your brand? This isn’t just your personal goal for the ad. Within an ads manager, you’ll be asked to pick an objective for your ad campaign. If you choose the wrong objective, you can end up wasting a lot of money.
Ad objectives include:
	Brand awareness







	Traffic




	Reach




	Conversions




	Engagement




	Lead generation




	Video views




	Messages




	App installs




	Catalog sales




	Store traffic





 


Let’s say you want more people to subscribe to your email list, so you run an ad to your lead magnet. If you choose traffic as your campaign objective, that’s exactly what Facebook will give you, lots of people clicking to your page. But your real goal isn’t traffic. You want people to complete the process to subscribe to your email list, so your campaign objective should actually be conversions. The platform will give you what you ask for, so it’s up to you and your ads manager to choose the objective that matches your ultimate goal for each ad you run.
Mistake #4. Failure to Understand Ad Strategy



Good ad strategy starts with good business strategy. Much of what we’ve covered in the early chapters of this book has really been about making sure your business is already set up and operating profitably before you invest money in paid ads. This includes having your bankable sales strategy in place so you know how you’ll sell to people. We run ads for our agency just as we do for our customers. Our primary strategy is to use ads to get more people on our list and more leads in our database, and that influences the kinds of ads we run.
Beyond basic business strategy, effective ad strategy should focus on consistently acquiring leads and customers. There’s never a time when you can sit back and relax and not be concerned with getting new leads. Remember that most people won’t buy from you until they’ve seen your offer multiple times. As you add people to your email list, you can not only send them emails with your offers, but you can also retarget them with ads. Some companies run ads for awareness too, but most small businesses don’t need to experiment with awareness campaigns until they’ve gotten good at running ads for new leads and customers.
Mistake #5. Wrong Metrics for ROI



It’s not unusual for business owners to obsess over how their ads are performing, especially the first few times they run them. They’ve invested money in something new, and they want to know if it’s working or not. It makes sense. The problem is there are so many metrics you can track that it’s easy to focus on the wrong ones. Vanity metrics can suck you in and make you think your ads are doing great even when they’re not performing well.
A brand can get hundreds of likes, comments, and shares on an ad, but that doesn’t mean the ad is doing its job. These numbers are considered vanity metrics because they measure how other people see you. It might feel good to see lots of engagement, but engagement doesn’t necessarily equal sales. At the end of the day, if an ad doesn’t increase your revenue, you have a problem. Likes and comments don’t pay the bills.
This is why it’s so important to have a solid funnel. Ads get people into a funnel, and then the funnel has to take care of the rest. Even if they don’t buy right away, you have them on your email list, so you can retarget them. You can sell to them with your next launch. To accurately measure your ROI, you have to know your sales cycle and keep an eye on your revenue. You can’t expect overnight results, but if your ads aren’t making you money within a timeframe that makes sense, you need to know it so you can figure out what part of the process needs to be improved.
Mistake #6. Only Running Ads to Sell



While you can and should use ads to sell your product or service, using them exclusively to sell is a rookie mistake. On the surface, it makes sense. The result you want is sales, so you should run ads with that objective. Unfortunately, it’s not that simple. That might work for big brands with millions of loyal fans and huge brand recognition and millions of advertising dollars to play with. For instance, Beyonce could run an ad to sell a new album or private concert tickets, and her fans would be fighting for the chance to buy. However, for most business owners, only running ads when you’re trying to sell is a poor choice.
This goes back to understanding ad strategy. In addition to running ads to make offers for your paid products and services, it’s important to also run ads to get new people on your email list. It’s always easier to sell to warm—or better yet, hot—leads. The best way to warm people up is to get them on your email list, where you can nurture a relationship with them and give them what they need to know, like, and trust you. Then, when you retarget them with ads for your products or services, they’re much more likely to buy. Keep in mind also that your email list will experience some amount of attrition. Running ads for leads can help you make up for that loss and continue to grow your list.
While you may or may not constantly run ads to sell, every business owner can benefit from continuously running ads to grow their list. This is how my clients get the most out of their ad dollars. Always having ads running might sound overwhelming, but think of your favorite brands. Is there ever a time they’re not trying to reach new customers? Probably not.
You don’t always have to go full force with your ads. There are times when it makes sense to invest more in your ad spend, such as when you’re launching a new product or service. At other times, you might significantly reduce your ad spend, keeping ads running just enough to get new leads into your funnel. This is especially important for businesses with a longer sales cycle or seasonal sales, but it’s a best practice in any industry.
Your Funnel Doctor’s Orders



Find out if you have a Facebook pixel installed on your website, landing pages, and sales pages. If you haven’t run ads yet, there’s a good chance you don’t.
Get your Facebook pixel from the ads manager associated with your Facebook business page or Instagram business page and have it installed as soon as possible so you can start collecting data on your visitors.




Hands Off, Money In

Janice Fredericks-Spell knows how to make things happen fast in business. Through her company, The Retail Genius, she teaches Black aspiring entrepreneurs how to break into the beauty supply industry and build a six-figure beauty supply store in sixty days—just like she did. Like all of our clients, she’s brilliant at what she does, but when she came to us, she wasn’t converting as many leads into customers as she would’ve liked. “I didn’t really have a solid funnel,” Janice explains. “So when you showed me what a real funnel could look like, it was insane how hands-off things could be!”
Learning about funnels opened Janice’s eyes to new possibilities to grow her business without having to constantly work in it. As we built her webinar funnel, she was shocked to see how much could be automated. “ I didn’t have to send emails and do all the things. It was truly ‘set it and forget it,’ and I was really appreciative of that. It made a lot of money for me as well!”
Next, we focused on Janice’s ad strategy and getting her offers in front of the right people over and over again. We retargeted people with ads for her live events, challenges, and discovery calls with the goal of getting more people into her program. Part of our strategy for her was to show the same people different ads with a variety of content. “It helped so many people with that ‘know, like, trust’ factor, outside of what we were already doing with emails,” she says. By the time leads got on a call, they felt like they already knew her and her business. They’d already established a level of confidence in her, making it much easier to sell to them.
Janice has no regrets about working with our agency. “Working with your team was my first decent experience with a team. Prior to that, I always had to check up and follow up with the people I worked with. But with your agency, it was a pretty seamless process.” For Janice, the power of funnels and paid ads is undeniable. Selling has never been so easy.
Janice Fredericks-Spell, The Retail Genius
instagram.com/theretailgenius
theretailgenius.com
facebook.com/beautysupplybootcamps




Chapter 9: Create High-Performing Ads

Ads are to funnels as peanut butter is to jelly. They’re just better when you put them together. You can have a perfectly designed funnel with the right messaging, great copy, and an irresistible offer, but without the traffic, your business still won’t succeed. You can have highly effective ads that target your avatar and send people running to your lead magnet or your product or service, but if your funnel is missing important elements, many of those people will just click away. On the other hand, when you have a well-designed funnel, an irresistible offer, and compelling messaging, and you combine all that with expert ad strategy to drive targeted traffic to your funnel, success is inevitable. Think of it as the peanut-butter-and-jelly formula to crush your competition.
Let’s look at the elements you need to create high-performing ads.
Campaign Objective



Even if you hire a professional to run your ads for you—which, by now, you know I recommend—you need to understand how your ads are being set up. As a business owner, you can’t afford to be completely hands-off. A big part of overseeing your digital marketing is to make sure each campaign has the right objective. As you saw in Chapter 8, one of the biggest mistakes owners make when running ads is choosing the wrong campaign objective.
Choosing the right objective requires you to understand the purpose behind each ad you run. Clearly communicate your goals with your ads manager or digital marketing strategist, so they can confirm that you’re both on the same page. If, for example, you’re trying to fill your webinar, then you need to run a lead-generation campaign (a type of conversion campaign) to get leads. It’s not enough to tell Facebook, Instagram, or any other platform that you want more clicks or traffic. You want people to sign up, which means your objective is conversions. Facebook also has a platform-based lead form you can use to collect leads while letting people stay on Facebook, but again, this all goes back to selecting the correct objective.
Often, you’ll run conversion ads to get sales and lead-gen ads to grow your list at the same time. Why? It’s important to continuously generate leads and grow your email list and SMS list even when you’re selling. If your ads manager suggests you choose a different objective, just make sure you understand why and that the reason makes sense for your business goals. Don’t fall for the vanity metrics, like video views or engagement. They might feel good, but they’ll rarely do anything for your bottom line.
Keep in mind that there are some instances when it makes sense at the TOF (Top of Funnel) to run ads with brand awareness or video views as an objective, and then retarget later. If you do this, make sure you have a clear strategy and do the right amount of testing. You don’t want to just retarget people who like to click or watch videos. You want to retarget people who are potential buyers.
Targeting



Effective targeting for your ads starts with knowing who the target is for your business. Once you know your avatar well, then see how granular you can get with their demographics, interests, and behaviors for your ads. Remember you can also create a look-alike audience based on your existing email list. If you’ve collected the right data, you can target people who’ve visited your website, viewed your videos, or engaged with your social media posts. You can even retarget people based on the amount of your video they watched. Don’t you love technology? I do! These options make it easier for us to find the best leads and potential customers and get your ads in front of them.
Let’s look at the travel industry as an example. Our clients in this industry know their customer avatars very well. Once we cover the demographics, such as age, gender, and income, we can target their audience based on interests. Just choosing people who like Expedia or Kayak isn’t always enough. Those are broad audiences, so we go deeper and look at their hobbies, frequent flyer programs they love, and influencers they follow. If we’re looking for first-class travelers or high-net-worth individuals, we might target fans of luxury brands.
Digital marketing strategists don’t have any kind of special magic when it comes to targeting. We just have experience that lets us focus on details business owners might overlook. We talk to our clients to get to know your avatar, use whatever data you have, and then target your audience using the interests most likely to get your ads in front of the right people.
Pixels and UTM Tracking Links



We talked a little about pixels in the previous chapter. Remember you should not only have your Facebook pixel (or the pixel from whatever platform you’re advertising on) installed on your landing page, but you should also have a pixel on the thank-you page, where leads are sent after they give you their contact information or make a purchase.
In addition to general pixels, some platforms, like Facebook, allow you to use specialized pixels to track more specific data. Conversion event pixels allow you to track the actions people take based on different events. A lead event pixel tracks people who become leads. An add-to-cart event tracks people who add your product or service to their shopping cart, and a purchase event will track people who buy.
You can also set up UTM tracking links. These snippets of code, added to the end of a URL, can give you even more information than you typically get from pixels. For instance, if you’re sending traffic to your sales page from various sources, you can track exactly where your conversions come from. Pixels are a basic necessity, but UTM tracking links can go even deeper with your data.
If you’re running ten different ads to the same landing page, UTM links will let you easily see which ads are getting better results. Then you can move more of your budget to those ads. Let’s say you’re planning to host a webinar to launch your new program. You promote the webinar through email and with organic posts. You have affiliates promoting the webinar to their email lists and on their social media, and you’re running ads to the webinar registration page. It’s in your best interest to know which of those methods is performing the best. Then, you can direct more of your efforts to the most effective promotions.
Ad Creative



Your ad creative, the graphic or video that runs with your ad, should capture your avatar’s attention. This is a top priority because the visual is what gets people to stop scrolling long enough to read or watch your ad. This is where you want to get creative and stand out among all the other posts your avatar could be engaged with instead of yours. Your image or video might include an influencer talking about your product, a client testimonial, pictures of your product, a mockup of your course or app, or whatever you believe will captivate your avatar.
On the technical side, you want to use high-resolution images and make sure images or videos have the appropriate aspect ratio for the platform where you’ll run the ad. And don’t forget about the design aspect. Your color palette, fonts, and logo should be consistent with your brand and appeal to your audience.
When it comes to ad creative, what works for your favorite brand won’t necessarily work for your business. For travel, people typically like to see videos or images of the experience. If you’re selling a trip to Dubai, they want to see the Burj Khalifa in the background, the luxury shopping, or water and desert excursions. For haircare products, “before and after” images or videos—from frizzy to curly, curly to straight, or unruly to styled—often work well. Meal prep companies show their branded box and all the meals you can make with the ingredients in one delivery. If you’re well-known as the face of your brand, then your audience might want to see you. Whatever your creative is, it should tell a story.
Aesthetic Design



The most important factor in designing your ads, landing pages, sales pages, and other online marketing materials is that they all look clean and professional. No one wants to enter their contact information on a janky-looking website, much less enter their credit card number. Good design includes the quality of your images, your font choices, your brand colors, and the style and formatting of graphics and pages. Your goal should be attractive design that appeals to your avatar. This also includes employing user-friendly forms and making it easy to find a way to buy or sign up so people don’t have to scroll, and scroll, and scroll to take the action you want them to take. It should go without saying, but all your webpages should be responsive so they look equally as good on a desktop or laptop computer, smartphone, or tablet.
Most platforms will force you to meet certain parameters, like high-quality images, when you submit your ads for approval. Make sure your ads and the funnels they lead to all have a similar aesthetic. That way, people will feel like they’ve landed in the right place after clicking on your ad. Professional, cohesive design and simple-to-follow processes can go a long way to increasing your conversions.
Ad Copy



When you write the copy for your ads and your landing pages, you want to write in a way that speaks to your avatar. This means understanding their pain points and their desires and using words and phrases they use to talk about the problem you can help them solve or the goal you can help them achieve. In our agency, we generally create the copy for our clients because it’s a skill not every entrepreneur has developed, and it can easily go wrong.
To write copy that sells, you have to know who your avatar is and what they want. You have to be clear about your offer and its benefits and clearly communicate the transformation your clients get from your product or service. Even if you hire a copywriter or agency to write your copy for you, you must be able to explain all this information to them.
Done right, your copy will appeal to your avatar and, at the same time, repel people who aren’t in your target market. This is a good thing. If I see an ad that starts “Hey, Sis, it’s time for the glamping trip you’ve always wanted to take.” I know the seller isn’t talking to me, and I won’t waste their time or mine by clicking on their ad or going through their funnel. You don’t have to be that blatant in your copy—although you might—but you do want to be that clear about who you’re targeting.
Just as your image or video should tell a story, so should your copy. The inventor of a hair-growth product can tell the story of how she was losing her hair due to stress and created her product to restore her locks. An attorney can tell the story of the client he helped win a medical malpractice lawsuit after the client’s child suffered an injury during a procedure. A consultant can tell the story of the restaurant she helped go from ready to close its doors to Friday-night waiting lists.
People connect to stories. They find elements they can relate to when you tell a story. They keep listening or reading to see how it ends, and they remember the story much better than they remember any sales pitch. Stories sell!
Optimize for Conversion



You can have a beautiful sales page, but that doesn’t mean it’s going to convert. When we work with a client who’s using their ads to sell a product or service, we’re careful to make sure the sales page has everything it needs to sell.
To be optimized for conversion, your sales page should have the following:
	A single clear goal




	Attention-getting Hook or Headline




	Video




	Aesthetically pleasing design




	Clearly defined benefits




	Testimonials and/or reviews




	Media features (media where you and/ or your product or service have been seen)




	Irresistible offer (See Chapter 4.)




	Clear call to action







Note that while you can create a successful sales page without video, we’ve found it to be so effective that we recommend almost all our clients use video on their sales pages. A successful opt-in page will have many of the same features to convert visitors into leads who subscribe to your email list and/or text messages.
Your Funnel Doctor’s Orders



Take a few minutes to think through the objectives for any ads you might want to run and what you need to have in place to make those ads successful.
	Do you need to grow your email list? 



	If so, what lead magnet would you use for your lead-generation ads? 



	Do you have everything in place to run those ads?




	What product or service might you run ads for? 



	Are you planning a launch soon? 



	What do your landing pages need to be optimized for conversion? 



	Do you have pixels and tracking links in place? 



	Are you clear about your avatar and what they’re searching for and engaged with on social media and in the real world?







Use this information to get ready to run your ads, and remember you don’t have to do it all alone. A qualified digital marketing strategist can help you set up your funnels and your ads to get the best possible results.




Chapter 10: Follow-Up That Works

Have you ever heard a salesperson or an entrepreneur say, “The fortune’s in the follow-up”? If not, stick around the business world a while longer, and you will. It might sound like an oversimplification, but there’s plenty of truth to that saying. Your product or service is just one of many things demanding your leads’ time. They need to see your offer multiple times before they make a decision, and even then it’s easy for them to get busy and forget to take action to buy. Remember the Rule of 7, which told us people have to see a marketing message at least seven times before they take the desired action. And remember that number is now estimated to be not seven, but thirty.
Making an offer one, two, or three times just isn’t enough. You can’t give up just because you’ve sent ten emails with your offer, posted about it a few times, or even run a few ads without the results you want. Consistent, ongoing follow-up can make a huge difference in your sales. But very few businesses do enough of it.
You’re guiding your leads through your funnel to become customers and hopefully buy from you many times, but there are multiple places where they could drop off without ever making a purchase. It’s up to you to meet them with effective follow-up wherever they are in your funnel. Every time you do, you increase the likelihood of a sale. When you follow up with leads who haven’t bought yet, people who almost bought but clicked away at the last minute, or customers who’ve purchased and might be interested in buying more, you create opportunities to increase your revenue.
On any given day, you’re probably on the receiving end of sales follow-up in some form or another. Your local auto repair shop sends an email to ask how your experience was and if you’d like to schedule an oil change and use the enclosed coupon to save a few dollars. You buy a couple of outfits at a new boutique in your neighborhood, and the manager sends you a thank-you card, along with a coupon good for a discount on your next purchase and an invitation to an upcoming trunk show. You purchase a subscription for one software product, and the company emails you offers to subscribe to the entire product suite. You might not say yes to all those offers, but some percentage of people will.
When you fail to follow up with leads or customers, for whatever reason, you leave money on the table. Fortunately, paid ads and well-designed funnels make it easy to follow up, and most of it, you can do on autopilot.
Remind Them and Remind Them Again



Follow-up is the process of encouraging a lead or a customer to take the next action you want them to take, with the ultimate goal of making a sale. Every business should be engaged in follow-up in some way, but your approach will depend on what you’re selling, what your funnel looks like, and where each person is in your funnel. Take, as an example, someone who sees your ad for a product, clicks through to your sales page, and enters their information. They’re about to buy, but they don’t. Either something distracts them, or they have second thoughts and click away. We call this an abandoned cart, and you can follow up by retargeting this person with ads, emails, or text messages that nudge them to come back and finish the checkout process. You can even offer an incentive, like a coupon code, or leverage urgency by reminding them the offer will expire soon. With an average cart abandonment rate of 69.99%, it’s worth following up with those people[6].
If your bankable sales strategy is a discovery call, you have several opportunities for follow-up in that process. You can send reminders through emails, text messages, or direct messages on social media platforms to increase the chances that a lead will show up for the call. After the call, you can send the link to buy, a proposal or contract, or whatever the next step is in your process. Every communication from you keeps you top of mind with your lead.
Your follow-up communications should always have a call to action because people are a lot more likely to do something when you explicitly tell them to. This is one of the basic principles of sales psychology. Don’t just send a “thank you for signing up for my newsletter” email, for example. Think about the next step you want them to take. Even a call to action as simple as “Click here to download your free checklist” gets your lead in the habit of engaging when they hear from you.
Automate It



With the technology we have available today, you rarely have to do much of your follow-up yourself. In some cases, all of it can be automated. This is easiest to see with product-based businesses, but even if you’re a service provider, most of your follow-up can be set up to happen automatically. You just need the right systems in place. Learning the different software that makes all this work might be challenging for some business owners, especially when they first start out, but you don’t have to become an IT expert. You can hire someone to set everything up for you. Our agency can walk you through every step from choosing the right technology to planning and setting up your funnels. We do it all so you don’t have to.
In Chapter 3, you saw how you can segment your email and SMS lists and tag leads and customers based on data you have about them. How you segment your lists will depend on your marketing and sales strategies, your goals, and what data you have about your people. You can segment based on demographics, like age, gender, income, family status, or geographic location. You can also segment your list based on number of past purchases, frequency of purchases, or dollar amount of purchases. Imagine how your follow-up might be different for subscribers in a city where you’re hosting an event or for subscribers who have demonstrated their interest in one product but their disinterest in another.
With automation, you can be following up with leads and customers even when you and your team are away from your laptops or your phones. You can be at an amusement park with your kids, on a trip with friends, or attending a conference to expand your network and still have sales coming in.
Follow-up can be automated in several ways, including:
 
	Email




	Direct mail




	Text message/SMS




	Voice message




	Video message




	Chatbots




	Direct message




	Phone call




	Ads 






Follow-up actions you can automate include:
 
	Upsells, downsells, and cross-sells


	Abandoned-cart reminders


	Retargeting with ads


	Nurture series


	Appointment scheduling


	Welcome sequences


	Post-purchase sequences


	Re-engagement campaigns


	Proposal reminders


	Appointment reminders


	Direct mail


	Webinar reminder


	Thank-you with upsell 




Every follow-up action can be automated!
The technology you use to set up your funnels will make a difference. Some platforms offer more functionality or a better user experience than others. Some may be better suited to the way you do business. By the time you read this, new options will likely be available, but I’ve had good experiences with a few that I routinely recommend to our clients. Many of these companies want to create all-in-one platforms. That means you can use one program to create all the parts of your funnels, including landing pages, sales pages, and thank-you pages. You can also use it to schedule appointments, receive payments, manage your contacts, send emails and text messages, and capture your entire lead flow.
Here are my current preferred systems:
	Clickfunnels 2.0




	Active Campaign 



	Keap




	Klaviyo




	Go High Level




	Kartra







Increase Customer Lifetime Value



Selling more to existing customers is much easier and much less expensive than going out and getting new customers. Let’s say your business is built on a value-ladder model, which every business should be. You offer a low-priced, entry-level product to get customers into your funnel. As you nurture a relationship with those customers, they get to know, like, and trust you more, and you offer them the next product on the ladder. This product provides a little more value and comes at a slightly higher price. You repeat this process over and over until your customer reaches the top of the ladder, where they buy your premium product or service. Consistent follow-up is the best way to maximize the percentage of clients who keep moving up to the next rung.
If you have a membership program or subscription service that creates monthly recurring revenue, following up with those customers is essential. It can encourage them to stick around longer, reducing churn. That means you can increase your average customer lifetime value simply by consistently communicating with your customers.
Your Funnel Doctor’s Orders



Map out your customer journey by documenting their interactions with you from the time they become aware of your brand to the moment they buy one or more products or services from you.
Assess what you have and identify places to increase follow-up.




High-Ticket Sales with Ads

Many entrepreneurs mistakenly believe they can’t sell their high-ticket offers with ads. Shanterria Earley, founder and CEO of Travel Divas, used to believe that too. She didn’t think running ads on social media would help her group-travel management company sell more of their luxury travel experiences. She didn’t believe her audience of African American women “who are ready to stamp their passports” would spend thousands of dollars on a trip they found through a Facebook ad.
Because of her doubts, when she first decided to work with our agency, Shanterria wasn’t sold on retargeting ads. She just couldn’t see the point. “I really did not believe I could sell a trip with a Facebook ad. So I always thought I had to sell the trip in actual emails.”
We were happy to prove Shanterria wrong. One of the campaigns we set up for her was for a high-ticket trip to Switzerland during the Christmas season. Before airfare, the trip started at $4300 for double rooms and $6300 for singles for high-end tours and hotel accommodations. Shanterria had faced some challenges with selling the trip. She was emailing her list and posting organically to social media, but her leads weren’t converting. “I didn’t know if it was the price or why we couldn’t sell this trip,” Shanterria shares.
We suggested Shanterria test out conversion ads with the goal of getting women to buy. Within just a couple of days, she saw the number of people clicking the ads to visit and revisit the sales page increasing. “Within the first four days, we had our first sale with the ads. And so we kept it going.” In the end, the Travel Divas Switzerland trip sold out through Facebook ads. With the revenue from the trip, Shanterria more than 10xed what she’d spent on ads. “You really can invest a small part of your budget in Facebook ads, and if you’re really super strategic and using an expert, you get the return on that investment,” says Shanterria. “I’m sold one hundred percent on conversion ads and working with the Funnel Doctor.”
She now sees two options for businesses, organic marketing, which she considers a slow game, or paid ads, which she learned is the best way to gain fast momentum. She sees nothing wrong with organic methods, but she’s not here for the slow game. Shanterria tells her marketing team, “No one wakes up thinking about your business or thinking they’re gonna spend money. You have to show up.” Where she was once doubtful, she now sees paid ads as the number one way to get in front of people faster. She says, “The reason behind our success is we get massive traffic to our website. And we convert that traffic.”
She also recognizes the importance of growing her email list. “Some people are not ready to shop with you right now,” she says. “Get people on your list. Use the pop-up box. Put the link in your email signature. Use it on social media. Try to get as many people as you can on your email list. You can always use that list to sell or to communicate. You can get all the information you need to be successful from your list because these are the people who are interested.” Shanterria segments her list, separating cold leads from warm and hot leads. Then she meets each group of people where they are on the customer journey.
Shanterria sees her email list as the top of her funnel, and she works to keep bringing new people in every day. “We tell stories. We show them social proof,” she says. “We show videos and entertain in our emails, and we’re not necessarily selling all the time. We’re trying to make them feel like part of our community. When it’s time to sell, they don’t have any hesitation. They’ve already seen the testimonies. They’ve seen the videos. They know who we are. When we put the perfect trip in front of them, they’re gonna pull out a credit card and buy.”
Shanterria Earley, Travel Divas
thetraveldivas.com
instagram.com/traveldivas
facebook.com/groups/traveldivas
facebook.com/TravelDivas
youtube.com/@TravelDivas




Chapter 11: Your Successful Funnels

Congratulations! You’ve invested the time to read ten chapters of this book and get a clear understanding of funnels, digital marketing, and paid ads. You now know how these tools can help take your business to the next level. We’ve covered a lot of information, and you’re probably both incredibly excited about the possibilities and a little overwhelmed at the thought of managing it all. The good news is that you don’t have to do it all at once or all on your own.
If you’ve already started implementing what you’ve learned, you’re ahead of the game, and if you haven’t, now is the time. It doesn’t matter if you’ve been in business for years or you’re just getting started. I’ve watched some clients hit their first six-figure year and others achieve multiple seven-figures. The solid strategies in this book can get you to the next level, whatever it might be for you. Everything we’ve covered relies on you understanding three things: 1) your sales process, 2) how you get traffic, and 3) how you retain customers.
Understand Your Sales Process



Your sales process will be unique to your business. This isn’t a one-size-fits-all deal. You need to figure out what works best for you, and you can do that in three steps. First, understand your product or service. Be able to confidently explain how it can help people and why it’s the solution they need. If you’re not clear, your audience will be confused, and when they’re confused, they’ll go somewhere else to find what they want. Clearly articulate the benefits of your offer.
Second, provide a clear and simple way for people to pay you. When they’re ready to buy, will your customers click a “buy” button, call your office, or sign a contract? This might sound like an obvious choice that requires little thought, but if the way to buy doesn’t align with your avatar and your product or service, you’ll lose people. If, for example, potential customers have to DM you and wait for you to send an invoice so they can buy your product, you’re making it too difficult. Many people will give up and click away. Simplify the buying process and make it make sense.
Third, know your bankable sales strategy. What mechanism will you use to sell? You might sell your premium service with a live event, a sales call, or in-person meetings. For e-commerce, your bankable sales strategy might be a loss leader followed by an email or text series. Webinars and challenges might sell coaching or courses. Figure out what works best for your product or service and for your audience.
Understand How You Get Traffic



As you’ve seen, traffic doesn’t just magically appear. You can have a beautiful website, a sales page written by the world’s best copywriter, and the most memorable branding, but if you don’t work proactively to get traffic, you won’t make sales.
Start by knowing your avatar and where they congregate online and in real life. Then look for places where you can insert your product or service into existing traffic streams. That could mean showing up as a sponsor, a speaker, or an attendee at a conference, trade show, or meet-up. You might find your avatar in a Facebook group, where you can show up as a guest expert, or in the audience of a podcast, where you can be interviewed as a guest. You might connect with another influencer on social media and establish a brand partnership or affiliate relationship to get your product or service in front of their audience.
All those strategies can work for you, and you should use the ones that fit your business model best. But as soon as you’re ready, you should also use paid ads to get traffic. Ads are even more effective than organic methods because they allow you to take full control. By running ads on the right platform, where your audience hangs out, and targeting them with something they want, you choose when you get traffic.
Understand How You Retain Customers



Without a plan to retain your customers as long as possible and maximize customer lifetime value, your business is vulnerable. You can get a thousand clients in a month, but if you don’t have them on retainer or subscription, the very next month, you’re back at square one. Monthly recurring revenue options, such as subscriptions and membership programs, can mitigate this risk. Pay attention to your churn rate, the percentage of customers who leave every month, and look for ways to reduce that number. Watch for signs that your customers may be thinking of canceling, and have strategies in place to encourage them to stay.
Take the example of the owner of a personal training program who notices a client is missing workouts. The owner should recognize there’s a good chance that the client is considering dropping out of the program. This is the opportunity for her to offer the client an incentive to stay. This might be a change in trainers, a switch to a different program, a downshift to a lower-commitment package, or even a discount offer.
More and more, people are reaching subscription fatigue. They examine their spending and realize they’re paying monthly fees for streaming services, kids’ lessons and activities, concierge health care, gym memberships and workout apps, meal-prep services, and more. Their natural reaction is to look for something to cut. Give them reasons to stick with your program, and follow up with them to make sure they’re satisfied with the value they’re receiving.
Accelerate Your Business Income and Serve More People



You’re in business to make money, of course, but if you’re like my clients, you also want to serve more people. In my experience, most business owners are passionate about increasing their revenue and their profit. At our agency, we’re committed to helping business owners get their products or services to the masses, make more money, capitalize on that additional revenue, and continue to serve an increasing number of people at the highest level. Our clients are ethical, passionate business owners who are just as invested in getting results for their clients or customers as they are in making a profit. Beyond making money, they want to grow their businesses to create a legacy for their family, to provide jobs in their community and beyond, and to make a positive impact on the world.
The information in The Prescription will help you accelerate your business income and serve more people, but only if you take the next step, and that’s execution. You have to implement what you’ve learned. A lot of entrepreneurs will shortchange themselves by stopping here. They’ll feel like they’ve accomplished something by learning this new information, so they’ll close the book and go back to business as usual. Don’t let that be the case for you. One step at a time, you can apply what you’ve learned, and grow your business to achieve and surpass your goals.
Your Funnel Doctor’s Orders



If you haven’t confirmed your product-market fit yet, now is the time to do it. If you haven’t built a funnel or updated the one you have, don’t wait. I wrote this book because I want you to win. Start where you are in your business, and build on what you have in place. If you’re ready to invest in paid ads or want professional help setting up your successful sales funnel, book a call with our team at yourfunneldoctor.com.
Want to learn more about this in depth? Watch our free training at ThePrescriptionTraining.com.  
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