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			“Create an effortless, on-demand buying experience using video to improve clarity and eliminate confusion (and leverage your sales team to help!) using these strategies from Todd Hartley, CEO of WireBuzz and a Business Mastery event speaker.”

			— Tony Robbins, #1 NY Times Best-Selling Author, 
Entrepreneur, & Philanthropist

			“Todd’s video sales training quickly helped our sales organization generate even more revenue specifically through executing his video prospecting strategies, which significantly increased our show rate.”

			— Neal Tricarico, Executive Sales Leader, 
Robbins Research International

			“Todd’s coaching has impacted my company dramatically. The biggest takeaway I had from working with Todd was how to sell remotely. In addition, he was brilliant at helping our team learn how to use videos to help our customers and stay relevant. Not only have I learned a ton, but I enjoy working with him and his team.”

			— Faith Zaslavsky, President of Oncology at Myriad Genetics

			“My career has taken off since I engaged Todd and started the Breast Cancer School for Patients. It ultimately led to me being appointed by the President of the United States to chair the president’s cancer panel. I had the idea, but Todd had the vision to implement. I would not have been able to achieve it if I had not met Todd.”

			— Dr. John Williams, Chairperson of the President’s Cancer Panel

			“I recognize that I’m not a pro in marketing or in sales. I’m a geeky accountant, in fact. Todd is a pro. I figured I shouldn’t reinvent the wheel, so I trusted his advice. Here’s a recipe—really, here’s the whole cookbook for sales and marketing. All you have to do is implement. Using these strategies, I closed a deal 24 hours after executing his advice.”

			— Kim Le, Financial Entrepreneur

			“Thank you for all of the great knowledge you’ve given to our team. It has impacted my business, my life, and my clients’ lives by helping me serve them at a higher level.”

			— Karissa Kouchis, Sales Entrepreneur

			“Accelerating Yes is an amazing guide to increase sales. Todd is an excellent teacher in showing you how to leverage video and empower your sales team to close more deals.”

			— John Hall, Author of Top of Mind and Chief Strategist at Relevance

			“FINALLY a truly new (and effective) framework for maximizing sales the way buyers behave now.”

			— Jay Baer, Author of Youtility: Why Smart Marketing is About Help not Hype
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			To my parents and grandparents, your uncommon, selfless lives paved a path of charmed karma that I see in front of me everywhere I go.

			To my Wendy, thank you for reminding me, “don’t quit before the miracle!”
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			Who The Heck Is Todd Hartley?

			Throughout this book there will be exercises for you to complete while you read. Click HERE to download the workbook and let’s get started!

		

	
		
			Future Sales 
Rock Star

			In 2015, I was a young entrepreneur of a burgeoning digital sales and marketing agency. I found myself married to the love of my life, working in Scottsdale, Arizona, creating the business I always wanted.

			At that time, I’d been in business for 5 years, and my company, WireBuzz, had 15 incredible employees. We had rented a nice building in a cool location. My team and I had built one of the very first video marketing agencies, before there was even a word for it. We were young, ambitious, definitely a little crazy, and perfectly positioned at the cusp of the Content Marketing Revolution.

			I knew we were doing something big. Something important.

			And yet, I was totally…completely…utterly screwed.

			I’m not going to make payroll this month, I thought. I didn’t have enough cash in the bank for all the butts in the seats. With the clock ticking, I had to come up with a lot of money really fast.

			Investors? Didn’t want them.

			A loan? No thanks.

			We had tons of big-dollar projects on hold and close to converting into revenue, but clients kept punting “yes” into the future. It felt like my sales funnel was plugged up. Deals were stuck and I was in trouble.

			I was confident that I had a valuable product. Early data was already showing that buyers preferred video. The ability to identify developing trends has been a major blessing in my life, but also a curse. I was early to realize that video was a key component for business strategies, but was then challenged to help my clients seize the moment before competitors did.

			Business leaders only thought of video as TV commercials. I understood that if I could get them to realize video was the future of sales, they would sign with me. I also knew that optimizing my own sales process was the only way I could get out of this mess.

			So I obsessed over my sales process.

			Where are the leads leaking out?

			Night after night, I stayed up late, studying our sales cycle. Finally, I decided to take a new angle. I asked myself, Which group is most likely to say the magic word: yes?

			Then I saw it, right at the bottom of the sales cycle. These were the people who were just a question away from the magic word. And I knew that if I prioritized them now by answering any of their questions, alleviating any objections, and injecting clarity into the process, they would convert.

			But how can I reconnect?

			There was no time to schedule a face-to-face appointment. And honestly, our relationship wasn’t that close yet. You don’t want to come on that strong that early, right?

			Do I send another email?

			Because frankly, I didn’t think they were reading them. I wasn’t even certain that their assistants were either. Even back then, people were already getting tired of their inboxes.

			Maybe a PDF proposal? Do those even get opened?

			Should I cross my fingers and hope that my internal champion, the person who had been selling me to their boss, would come through? Could they talk about what I do with the same level of energy, confidence, and clarity that I could? Did they even understand my product?

			***

			Before I go further, I have a few questions for you.

			
					What percentage of your sales emails are opened? Do you know?

					How many of your proposals fail to close? Why do you think that is?

					Do you rely on an internal champion, a person pitching you to their organization, to sell your product or service on your behalf? Can they sell like you can?

			

			I’ve discovered that emails, PDF proposals, and relying on internal champions are low-success tactics.

			Nobody reads a wall of text in an email.

			Nobody wants to read through a boring proposal.

			And nobody can talk about your business like you can.

			This new, remote-first sales world means most businesses no longer have physical access to prospects. Salespeople can’t speak face-to-face with customers. Marketers can’t use the strategies that worked only a few years ago. Business owners watch helplessly as their companies take a beating, not understanding why they can’t sell their products anymore.

			It’s painful, isn’t it?

			And what does that mean for you?

			Has revenue taken a nosedive?

			Have you lost a big commission or let down your team?

			Have you had excruciating conversations about layoffs?

			Have you had to let go of an employee who just purchased a home or had a baby? The one you’ve been rooting for?

			And what about the people who are closest to you? Are they losing faith in you?

			Lately, have you done more apologizing than celebrating?

			[image: ]

			If you answered “yes” to any of these questions, you are not alone. But the good news is that you are in the perfect place to pivot.

    
			HOW TO SELL IN A REMOTE-FIRST WORLD

			If I could show you how to close 75% of your late-stage prospects by the end of the quarter—and do so 100% remotely—would you pay attention?

    

			I want you to do a little bit of math. (It’ll be painless, I promise!)

			Count your late-stage prospects, or the ones who are very close to the magic word, yes. You’ve sent emails back and forth, they know who you are, but for whatever reason, you haven’t closed the deal.

			How many do you have? Do you have a number in your head? Great!

			Now how much are each of those contracts worth? An estimate is fine.

			Finally, insert those numbers into the following equation:

			(late-stage prospects) x (average contract price) x 75% = $$$

			_____ x $_____ x 75% = $_____

			Go ahead, calculate the number. Like what you see?

			That’s the result of implementing just one of my 5 Zones of Influence. When you implement all of them, transformation is possible.

			The training you’re about to receive taught a self-described “geeky accountant” how to close six-figure deals just 24 hours after implementation.

			And it empowered a multimillion-dollar AI company to increase their revenue by 31% while bringing in $119M in sales in a single quarter.

			If that isn’t enough, it also helped a national sales director for a $2B company celebrate their highest revenue in 14 years!

			By the way, these strategies work whether you’re selling in person or remotely. And it doesn’t matter what industry you are in, because it’s not about your business; it’s about your buyer.

			After all…
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			How do I know? I’ve spent the last two decades learning how to leverage video to sell remotely.

			***

			Zoom back into the early days of WireBuzz, when I was willing to try anything to make ends meet. As the owner of a video marketing agency, I figured I should play to my strengths. So I decided I would earn the money to pay my awesome team by using video to create personalized Follow-Up videos for all of my late-stage prospects.
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			So for every prospect in the Decision Stage, I put my mug on camera and created a customized Show & Tell video for each of them. I identified areas of confusion, reintroduced myself, and presented a dynamite proposal. Back then, I didn’t have the 5 Zones of Influence to guide me, but these tactics have since been incorporated into my blueprint.

			Now picture this: My internal champions each sat in a room full of stakeholders with dozens of other proposals on the table. But it could have been hundreds, and it still wouldn’t have mattered. When they hit Play on my video, I was the only salesperson in the room. Where were my competitors now? In a pile of PDFs left on a desk. Or locked up in someone’s email.

			Meanwhile, I had the ultimate advantage. I was inside our prospect’s conference room, educating their buying committee and getting them fired up. How sweet is that?
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			By the 29th, I had hit payroll.

			By the next month, I was ready to hire another awesome team member. The month after that, I upgraded each step of my sales cycle with the 5 Zones of Influence.

			And guess what? Today, WireBuzz does a hell of a lot more than just make payroll. I’m so proud to say we’re on the Inc. 5000 list as one of the fastest-growing, privately-held businesses in America.

			I want that for you. And the numbers show I can be your guide to get you there.

			In 2020, a study by Proposify found that clients who submitted their proposals using my video strategies generated between 41% and 103% higher close rates.1

			WireBuzz used to have a nine-week sales cycle. That feels so long. And if you have an even longer cycle, you know how much work goes into every lead. Nine weeks is like seven meetings and 1,000 emails!
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			But when we started educating clients with video, we removed 66% of wasted time. Our salespeople were closing three deals in the time it used to take to close one. And the salespeople who have been with me since the early days have now tripled their commissions.

			Imagine what it would feel like for you and your team to earn those big wins!
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			We achieved all of this by using the 5 Zones of Influence. Each zone’s tactics are straightforward to implement, no-nonsense, and incredibly effective.
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			When I talk about sales, I mean the entire process of selling—not just from the salesperson’s perspective. Yes, they play a major role (and I have content in this book designed specifically for salespeople), but so does the marketing team. And of course, don’t forget about the CEOs, CMOs, and business owners large and small who can pivot to a remote-business plan.

			So whether you are…

			
					An executive

					A salesperson

					A marketer

					A small-business owner

					A solopreneur

			

			…or simply a change-maker in your organization, this book is for you.

			I know that right now you probably aren’t all-in. And that’s okay. I get that it’s one thing to toss out a few old ideas but something entirely different to transform your whole strategy.

			But that kind of shake-up is what your prospects demand.

			If you think buyers are going to be satisfied reverting to the old way of doing things, then you’re in for an unwelcome surprise.

			And this holds true whether we’re talking about business-to-consumer (B2C) or business-to-business (B2B) transactions. It’s all the same now. Why? As you’ll soon discover, the buyer is now 100% in charge of the buying experience. After all, it’s their experience, right?

			Maybe you’ve witnessed this shift in buyer behavior yourself. Suddenly, prospects expect businesses to be remote-sales geniuses, selling through virtual avenues that are constantly in flux. Customers want seamless online transactions. And they expect on-demand access to information about products and services.

			Most marketers and salespeople blame the 2020 global COVID-19 pandemic for this new trend. But while that may have exacerbated it, it certainly didn’t create it. I’ve been following the major changes in buyer psychology for over a decade. For those of us deep in the digital marketing industry, this has been a long time coming.

			Blaming this remote-first transformation on the pandemic isn’t going to help you in the long term. Why? Because it suggests that this was merely an upset, a one-off, and that soon sales will be back to business as usual.

			But it won’t be.

			This isn’t a one-off.

			It isn’t going away.

			And it’s not going to get any easier.

			That is, unless you supply what your prospects are already demanding.

			If you still think a majority of sales will go back to traditional face-to-face selling, check this out.

			McKinsey & Company found that 70% to 80% of B2B decision-makers prefer remote human interactions or digital self-serve options.2 That’s a stream of buyer demand I wouldn’t recommend swimming against.

			Business leaders prefer remote interactions because, as LinkedIn’s State of Sales Report 2021 discovered, 70% of buyers (people you are trying to sell to) want to continue to work remotely for at least 50% of their workweek.3 In fact, Bloomberg Wealth recently reported that 65% of workers would take a 5% pay cut to continue working from home.4 Decision-makers are transitioning to working from home most of the time, which means face-to-face sales will probably be the secondary form of sales for the rest of your career. That makes remote selling the most common, primary type of sales.

			If you’re planning on being successful, now is the time to excel in the art of selling remotely.

			Listen, buyers have never wanted to talk with salespeople. Let me prove it to you.

			When was the last time you bought a car? Did you enjoy the experience? Were you excited about the buying process? It’s such an awkward and outdated sales interaction. You’re either uncomfortable because you think you’re wasting the sales rep’s time (more likely, vice versa) or you just don’t want to be pressured into purchasing something until you’re ready…or both of the above.

			Perhaps that’s one reason Carvana, an online used-car retailer, made the Fortune 500 List in 2021. Known for its multi-story car vending machines, Carvana gets that one thing everyone can agree on is that talking to salespeople totally sucks. #HardlyJoking

			If we all hate to buy directly from salespeople, why are we still trying to sell this way?

			Maybe you don’t even realize what’s happening. Here are a few symptoms of an old-school sales model that are signs your system needs an upgrade.

			[image: ]

			If any of these symptoms sound familiar, then it’s time to make a change. A 2018 survey by HubSpot found that 82% of buyers (Yo, that’s the people YOU want to talk to!) do not want to talk to a salesperson until they are ready to make a buying decision.5

			That’s heavy.

			How about a game to chill out? Let’s play higher or lower. It will be fun!

			Do you think the number of people who don’t want to talk to a salesperson (82%) is higher or lower today?

			Think about it. A lot has happened since 2018, don’t you agree? As buyers, we all had to transition to remote buying. Even the “grays” in your life are now rocking remote Zoom meetings and crushing Demo videos that help them make smarter buying decisions.

			So is that number (82%) higher or lower today? Lock in your answer before you continue reading.

			***

			Yes, it’s higher! Most professionals in the field would agree that today more than 90% of buyers are no longer interested in talking with a salesperson, until they’re ready to make a buying decision. A 2021 study found that only a mere 3% of buyers even trust sales reps.6

			Does that make you worried? A little nervous? Maybe absolutely terrified?

			Don’t be! Instead, embrace this trend as your golden opportunity. If a vast majority of people prefer to research online, shouldn’t your business be ready to educate, convince, and convert remotely? Damn right, it should—especially if you plan to stay in business.

			What’s more, this trend is impacting sales of all sizes. LinkedIn’s State of Sales 2021 report is based on a survey of more than 400 buyers and 400 sellers in the US and Canada. At a high level, 48% of respondents said they closed deals of $500,000 or more without ever meeting a buyer in person.7

			This is pretty good evidence that even when it comes to big-purchase items, remote sales are the new norm.

			Then why the resistance?

			Take a little history dive with me, won’t you?

			Most marketers missed a critical shift in consumer behavior that took place in 2004, at the beginning of the Content Marketing Revolution. Around this time, subtle yet consequential changes in content consumption shook up the industry. Like geological forces below our feet, these events reshaped the way we buy and sell without us ever knowing. Yet unlike tectonic plates, it didn’t take millennia to form our continents; it only took about 10 years.

			The repercussions were devastating. In the 1990s, a talented, young college graduate could land an awesome gig at a multimillion-dollar company and over decades diligently work their way up to the esteemed role of Chief Marketing Officer (CMO). But when they reached the final rung of the ladder, they could no longer recognize their job.

			Since that time, sales and marketing have changed so dramatically and quickly, and in ways that were hard to detect, today the whole industry is still trying to figure out what the hell happened. In other words, the decision-makers at the very top—the ones who can move the needle for the company—are stuck using outdated strategies.

			At the core of the problem is one simple truth:
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			This is the shift: Buyers became comfortable researching products, services, and business solutions on their own, independent of a salesperson.

			The Content Marketing Revolution gave us the freedom to expect information at our fingertips. Soon it became part of the joy of making a purchase (when done the right way). Today, it’s no longer a luxury; your customers expect it.
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			I know this shift is a harsh reality for many businesses. Most industries believe they need face-to-face communication in order to survive. They consider video only in a historical context of commercials. If right now you’re thinking, “Well, we’ve never sold with video, so we don’t need to start now,” then we need to have some real talk.

			I get it. It’s so easy to continue to do whatever you’ve always done. So throughout this book, I’ve inserted small challenges for you that will help push you outside of your comfort zone.

			Let this be the first one: Resist thinking about how your company has been run historically, and instead ask yourself what your customers actually want. Not what is convenient for you, but what they believe will make their lives easier.

			I don’t care what industry you’re in. This fact is universal: Your customers want to learn without jumping through hoops and burning mental calories. They want an Easy button. (We all do.) We’ve used text historically in sales because it was the easiest medium, but it’s no longer the best.

			“So why are you writing a book, Todd?”

			You’re cheeky, aren’t you?

			I’m totally kidding—it is a good question. Here’s the answer: There is still a place for the written word. On a website, text supports video and adds bite-sized bits of knowledge. In a book, it can offer additional information for those who want to dive deep (like you!). It’s a great tool, but it must be used correctly.

			But for sales, we have the technology to implement a better tool. All you need is the knowledge to pivot. #LikeABoss

			That’s where the 5 Zones of Influence come into play.

			The 5 Zones of Influence are the fastest way to a binge-worthy buying experience. Trust me, you’ll use it for the rest of your career.

			If you are a solopreneur, this is how you achieve DIY success.

			If you’re a marketer or salesperson, this is how you become indispensable to your company.

			And if you’re an executive, you can use this framework to help your team generate more revenue in the remote world.
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			I will show you how to shorten your sales cycles and keep you from chasing leads around like a chicken with your head cut off. You’re going to have a few laughs (and learn tactics you can implement right away).

			Then I’m going to show you how to leverage your sales team to jump in and help. Even if you’re a solopreneur, you’ll find this distinction important as you learn how to manage both sides of sales and marketing.

			I will be your guide to the most powerful word in business—the one that comes out of someone’s mouth the moment they transition from a prospect to a client. That word is…

			YES

			So if your company is remote and you can’t get physical access to your prospects, or if you practice traditional face-to-face selling, what you’re about to learn will accelerate the way you sell.

			That’s why I called this book Accelerating YES!

			Getting to that word means empowering you to take action. You’ll find Soul Assignments in each chapter. These are little opportunities for you to implement what you’ve learned in a meaningful way. I call them “Soul” Assignments because I know that if you complete them, it will feed your soul and enrich your spirit with the fearlessness it takes to undergo a transformation.

			Your first Soul Assignment:

			Before we get started with Part One, let’s evaluate how prepared your business is to generate predictable revenue. It will only take three minutes, and it will set you up for success, help increase revenue, and impact your bottom line.

			The Three Phases of the WireBuzz Way to Predictable Revenue

			This assessment will result in a Predictable Revenue Scorecard and personalized report that will show you:

			Whether your website is optimized to function as your best sales asset

			Whether your sales team is effective and prepared to sell in a digital world

			Whether you are using the best methods to target your prospects

			To get your business scored before you proceed ahead, click HERE.

			Are you ready to learn how to create an effortless on-demand buying experience? Then it’s time to meet your new favorite business tool—video!

		

	
		
			Part One 
The New Remote Buyer

		

	
		
			Why Video?

			In the previous section, I told you that digital marketers have known for decades that people prefer video over other mediums. Here’s how I made that discovery.

			From 2003 to 2007, I ran digital marketing initiatives for the seven largest nationally syndicated talk shows in America at what is now iHeartRadio. During this time, I had a recurring meeting with the head of the network where I’d report on which content performed the best. And every week, the data was the same: Video outperformed audio by 10x.

			Despite the numbers, the head of the network would always reply, “Yeah, that’s great…but we’re audio people. Our listeners like audio.”

			I understand why he ignored the numbers. iHeart was about music, talk shows, and even spoken word—not video. But when one type of content outshines another by such a huge margin, you can’t ignore it. Ten times the engagement? That’s downright freakishly powerful. Sure, our listeners liked audio. But they freaking loved video!

			Around 2003, I made the prediction that video would be a monster in business. And I hypothesized that the only thing holding it back was the teeny, tiny problem of bandwidth. That is, a total lack of it.

			Do you remember buffering? You know, the thing we’ll all tell our grandchildren about while they listen wide-eyed in absolute horror? Video was already outperforming every other type of content, even when viewers had to wait 15 minutes while it downloaded. That meant as soon as bandwidth became more available, video would become a major force in the business world.

			And whatever industry you’re in, it will take over that one too.

			Armed with this prediction, I got into video marketing. This was around 2007, when there wasn’t even a term for it yet. At that time, businesses thought the only thing video was good for was a 30-second TV ad. Regardless, I went out on a limb to preach the gospel on everything video.
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			I’ll explain in detail later, but at the core of this realization is something that might come as a bit of relief to you, if you’re worried that this new trend will upend your career. You see, the job of sales and marketing is still the same. The core principles are the same. Sales is about getting people to know what you know and believe what you believe. Because once you do that, buying becomes a no-brainer. And with video, it’s done in such a way that people don’t even feel like they’re working to learn it.

			I’m a bit of a history buff, but the truth is I haven’t read a single history book since I graduated from the University of Arizona (Bear Down!). Most of what I know is from documentaries. Why? Because they’re visual.

			When I talk about WWII, I’m picturing it in my head. And that visualization creates rapid, accelerated learning. Most of us learn faster from video, as we sit back and enjoy a passive learning mechanism. A study from Insivia found that you retain 95% of information presented in video, compared to 10% when reading it in text. If you apply that to business, video becomes an unstoppable tool for conversion.8

			
					People are 4x more likely to watch video than to read text.9

					Viewers retain 95% of a message when they watch it in a video, 10% when reading it in text.10

					After watching a product or service video, prospects are 85% more likely to buy.11

			

			I actually learned about the power of video a lot earlier in life, in a strange series of events involving me cheating on a book report and Quentin Tarantino.

			Remember that feeling in your gut way back in high school, when the day before a book report was due, you hadn’t even started reading that damn book yet?

			You procrastinated because…homework sucks. It takes a ton of effort. But somehow you managed to digest a 300-page book on Sunday with enough time to write the report and meet up with your friends. How did you possibly do that?

			You ran over to the video store and rented the movie instead. Sure, the teacher considered it cheating. But you thought of it as practicing executive-level time-management skills.

			Like everyone else who grew up south of LA, I preferred a day at the beach over my homework. So the last day before my Grapes of Wrath book report was due, I ran over to Video Archives where a very young, very greasy, very talkative, and totally undiscovered Quentin Tarantino checked me out. Soon, I was on my way.

			Instead of reading the book, why did I rent the movie? Because it was the path to least resistance. Reading Steinbeck is hard, but watching video is an effortless transfer of information. You already know this. You learned it years ago. And I’m here just to remind you of how damn brilliant you were, right before the teacher caught you.

			The key here is not to make your prospects work hard to learn about your product or service. If you want to sell faster, make learning easier. And if you want to optimize your business through remote selling, you have to get good at earning attention. Because the only way you can convert prospects into customers is to initiate the knowledge transfer.

			You’ve got information rollin’ around in that massive dome of yours. You know your brand and products are awesome. And if you could only beam that info straight into the mind of who you’re talking to, then they’d be an instant client. Because when the prospect knows what you know and believes what you believe, buying from you becomes a no-brainer, right?

			I don’t have a knowledge-transfer ray gun. But I do have a knowledge-transfer device. Can you guess what it is?

			It’s…a wall of text!

			OMG, I’m obviously kidding.

			It’s…a really long podcast episode with bad audio!

			Sigh…no.

			It’s video! Video is the king of the content jungle.

			Don’t believe me?

			Open your email. Chances are that whatever hobby you’re into, you’ve got a bunch of mail from bloggers, websites, channels, and influencers you follow. Assuming we’re talking about a topic you actually want to know more about, which of these two emails are you more likely to open?

			
					“Read this thinly veiled sales copy presented as a wall of text…”

					“Watch this sweet video that’s relevant to you…”

			

			Video is like a Kit Kat bar in the middle of the day—it just asks you to take a break.

			“But, Todd…”

			(I imagine your voice as sort of a high-pitched whine right now.)

			“But, Todd—I LOVE reading!”

			I know you do—after all, you’re reading this. Text in a great novel or beautiful piece of poetry or super-cool book on remote selling is powerful stuff! A decade ago, I used to start speeches by asking the audience, “How many of you love reading?” And everyone would raise their hand, envisioning themselves curled up on the couch with a cup of cocoa on a rainy afternoon. What kind of a monster doesn’t love that?

			Look, we can’t romanticize sales copy the way we do a good novel. The thing is, as great as your sales and marketing content may be, nobody is going to light a candle or spark up a fat joint and read it in a bubble bath. If you want to sell to people, you have to consider the mechanism that transfers information with the least amount of friction possible.

			What do I mean by friction? In marketing, friction is the psychological resistance, or irritation, that a prospect feels when they are asked to complete an online task.

			Example: Fill out a form or read a long page of text to learn something. When confronted with resistance, most people (especially me) start to whine. “Waaah! Don’t make me work so hard to learn about your business!”

			As a marketer or salesperson, your job is to transfer that information in the easiest way possible. And if you’re one of the best, you know how to make the knowledge transfer effortless. Even if that means removing yourself from the romance of reading to give people a way to consume a passive learning mechanism, then so be it. If you have a better tool at your disposal, shouldn’t you use it? Let’s be romantic about transferring knowledge in the best, most efficient way possible. And leave the walls of text to our favorite authors.

    
      THE FOUR SUPERPOWERS OF VIDEO
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			It’s no secret: People love video and it’s a powerful way to deliver a message. But like Peter Parker’s uncle said, “With great power comes great responsibility.” The 5 Zones of Influence will show you how to wield your new superpower.

		

	
		
			Megatrends And Buyer Psychology

			“What’s your jam, bro?”

			The college student blinked at me, wondering why a middle-aged guy was chatting him up over food from the Student Union. This story takes place at the University of Arizona Strategic Alternative Learning Techniques (SALT) Center. It’s a three-story building on campus dedicated for students who learn differently.

			“When you’re not in class,” I continued, “what do you do?”

			“Uh…”

			I volunteer here for two reasons. One, because I absolutely love it, and two, because it’s an incredible opportunity to give back to a program that changed my life.

			Yup, that’s right. I have attention-and-learning disorders. Today I can talk about it plainly, but as a kid, it was humiliating. Getting a C on a paper was a huge win for me. But with the help of SALT, I was able to fortify my weaknesses, just like an athlete in training. And just like the 5 Zones of Influence will strengthen your video weaknesses.

			I now know my attention problems are nothing to be ashamed of. I also know they don’t have to keep anyone from achieving their goals. But I didn’t disclose my disability until I was an alum of University of Arizona, an advisor to the chairman of the President’s Cancer Panel at the White House, and the CEO of a profitable and growing company. Before I could talk about it in my professional life, I had to first prove that I could overcome it.

			But my time with the SALT students is relevant to you for an entirely different reason. You’ll get why after answering a few questions:
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			If you said, “Yes,” you are in the right place, my friend. You see, students with attention problems act similarly to buyers who are only half in. You know the types. They’re wishy-washy. Flaky. They are just trying to half-heartedly figure out if you’re worth their full, undivided attention.

			This brings me back to that conversation over a burger and fries.

			“Dude, what’s your jam?”

			“Uh, hey, Mr. Hartley. I guess I play a lot of Minecraft.”

			“That’s cool. How long can you spend playing Minecraft?”

			“Oh, I could sit there all day and just crush it. I love it. I play all the time.”

			“Oh yeah? When do you eat?”

			“What do you mean? Sometimes I forget to.”

			Does that sound like someone who can’t pay attention?

			Because of my experience as a student and my work as a marketer, I learned we all need to reframe how we think about attention. To be clear, my strategies aren’t designed specifically for people with neurodiverse challenges, but they are informed by them. We all struggle to focus on what we find uninteresting.

			Most people don’t have a short attention span or a difficult time concentrating. I’m not sure if I’ve ever met someone who can’t pay attention to anything. No, what we all have is a selection bias.
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			And in just a few pages, I’m going to prove it. But first…

			What’s your jam?

			Seriously, I want you to answer in your head. Are you into marketing strategies or trail running or fruit-flavored cocktails or University of Arizona basketball (like me)?

			Whatever your interests, how much time do you spend learning about them? I bet it’s a lot.

			If you want your prospects’ attention, all you have to do is figure out what their jam is. And suddenly, you have a key to enter their world.

			That’s what this chapter is all about: becoming aware of major trends and buyer psychology that impact the way we buy and sell. And once you understand this stuff, you’ll never sell the way you used to.

			My in-laws are the sweetest, salt-of-the-earth-type people. No nonsense, no cussing—all wholesome. At least I thought so, until I woke up at 1:30 a.m. to my mother-in-law yelling, “One more episode!”

			What was the Netflix show that had these early risers up so late? House of Cards. I spent days trying to figure out why they would love a gritty show like that. Then it hit me: They love politics!

			If you want to grab somebody’s attention, recognize that attention is selective. Then create content that is personalized and relevant. That’s why the marketing that generates the best results will all be about unique journey experiences based on the persona group that you’re trying to influence.

			If you can update your sales content for the new world and translate it into their language, your prospects will love you. To do that, you have to understand the major trends and sales psychology that impact buyer behavior.

			MEGATREND #1: ENTER THE RABBIT HOLE
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			Think back to the last big purchase you made. Did you research it? I bet you did. And I’m guessing that research was 100% online.

			Here’s another interesting question: How much time did you spend researching versus buying? For most transactions, the bulk of someone’s time is spent learning about the product.

			Remember, today’s buyers rarely want to talk to salespeople. They want to go down their own rabbit hole. Rabbit holing usually starts with a keyword, moves to a few YouTube videos, hits the website, catches some customer reviews, and then MAYBE makes contact with a salesperson. For smaller purchases, it usually bypasses sales altogether and ends with a purchase.
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			Need an example? I had a gap between my top-two front teeth. Basically, they were perfect...except my 50-yard line was missing. It wasn’t anything I obsessed about. Until one day, while eating lunch at my desk. I took a big bite out of an apple, when the inside of my top lip got stuck in my gap. It took me a few minutes to free my lip from my teeth! (YO...is that TMI?)

			It scared the hell out of me. The next day, I researched aligners. And down the Invisalign rabbit hole I went, learning about the problems they solve, their competitors, and why they argue they are the best. I also found answers to my biggest questions, like...
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			Turns out the price for one brand was between $3,000 and $7,000. But I just needed a 50-yard line, not the full playing field!

			So what did I do next? The same thing everyone else does in this situation. I looked for competitors. Before I knew it, I was researching SmileDirectClub. As I checked off all my boxes, the experience generated momentum to the point of purchase. That’s when I discovered my cost would only be $1,200. How you like me now? Finally something to smile about. #Touchdown!

			Your prospects will go down the rabbit hole whether you control the progression or not. Maybe that will lead them to your competition’s site. Or a bad YouTube review. Or off to something else entirely.

			OR you could control the entire progression—from interest to sale—all on your own customer journey. I’ll teach you how to do that with the WireBuzz Momentum Method.

			But for now, start thinking about your prospects’ rabbit-hole journey.

			
					Where does it take them?

					Do you like where they go?

					Are you giving them too much information to sift through?

					Are you slowing down their momentum by providing walls of text, forcing them to burn too many mental calories to learn about your solution?

					Are you not giving them enough info, so they bail on your site only to go down your competitor’s rabbit hole?

			

			Keep these questions in mind while we dive into the rest of the megatrends.

			MEGATREND #2: SELLING 2 HUMANS (S2H)
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			Going down the rabbit hole unimpeded by a salesperson impacts more than just B2C sales. In fact, research in 2021 by McKinsey & Company examined how COVID-19 changed B2B sales forever. They found that only about 20% of B2B buyers say they want to return to in-person sales, even in sectors such as pharma and medical products where field-sales models have traditionally dominated.14 This means roughly 80% of B2B buyers are not looking to return to in-person, traditional sales.

			This change in buyer behavior means…

			
					You need a rabbit hole that generates momentum and acts like your best salesperson.

					The buyer is now 100% in charge of the sales process.

			

			These little shifts in buyer expectations completely upend how every business needs to sell.

			It’s all about the buyer now. (Plus, marketing and sales teams need to adjust to remote selling.)

			Why?

			Remote selling benefits include…

			[image: ]    Easier to schedule

			[image: ]    Reduces travel expenses

			[image: ]    Saves time
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			Look at these stats from the perspective of our zones (which are listed at the bottom of the image).
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			Customers are big-time buying online. And if you think this is just for small-ticket items, think again. In fact, McKinsey & Company found that 70% of B2B decision-makers say they are open to making new fully self-serve or remote purchases above $50,000. Meanwhile, 27% said they would spend more than $500,000.15

			By the way, these numbers aren’t fixed. Buyers are rapidly adjusting, and as I’m already seeing with my billion-dollar clients, they are speeding up the sales process for their very large purchase items ($1M+) by providing a compelling on-demand buying experience. This has to be done when the buyer is ready to learn, not when the salesperson is available to talk.

			What’s more, it’s effective.
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			It appears that when it comes to remote selling, there is no longer a distinction between B2B and B2C sales. In this new world, there is only one thing you’re selling to…

			…a HUMAN.

			Not a business. Not a consumer. Not a monkey. Yes, a human.

			When customers expect access to information, they are 100% in charge. And from now on, they will research B2C and B2B products and services the same way—through the rabbit hole. That’s why this new remote world is all about S2H.
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			But first, you need to learn the thing humans hate most, FKC.

			Are you wondering what FKC stands for? I’ll give you a hint: It’s not anger toward Colonel Sanders. (I swear!)

    
			MEGATREND #3: FRICTION KILLS CONVERSION (FKC)

			If you want to transfer knowledge efficiently, remember FKC: Friction kills conversion.

    

			[image: ]

			What is friction in sales? You know your prospect has hit friction if they ever feel one or more of these…

			
					Annoyed

					Burdened

					Confused

					Overwhelmed

					Unimpressed

			

			If you ask people to jump through too many hoops or work too hard to figure out how your solution can help them...POOF! They’re gone.

			Earlier, I defined friction as a psychological resistance to completing online tasks. That’s because Marketo’s form-field-testing study found that if you have an online form and there are, say, nine boxes to fill out, your conversion rate is going to be 25% more expensive than if you decrease the friction by reducing the number of fields to just five boxes.16 Reduce the friction and your cost of conversions will go down by a quarter.
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			I already mentioned why you should shy away from using tons of text in your marketing and sales content. But it’s important that you also recognize it as a point of friction. When I say that reading is hard, I don’t mean that text is difficult to comprehend. What I mean is that we commonly associate reading with work. And if you make your customers work too hard, they won’t learn your message.

			When we encounter a wall of text that we’re not chomping at the bit to read, we do this thing that I call skim, skip, bounce. You skim half a sentence somewhere on the page, get frustrated, skip to another sentence, and then you bounce to the competitor’s website hoping for clarity.

			When we’re at the beginning of a rabbit hole, we’re a bit like hummingbirds. We zip around on a website at lightning speed, looking for bits of nutrients before moving on to the next thing. As you’ve probably noticed, it’s impossible to sell to anybody in a hummingbird mentality.
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			If you want to sell, you must slow down the experience. More than any other medium, video allows us to control the pace at which information is presented. That’s helpful, considering 72% of customers prefer learning about a product or service through video. Visitors are going to spend 88% more time on a website with video17, so let’s give them the right nutrients—without giving them too much to digest.

    
			MEGATREND #4: 5G
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			Twenty-five years ago, we sat at our computer desks, staring at our Dells and munching on rice cakes while our videos buffered to download. Immediate and abundant bandwidth has changed everything. As more bandwidth became available, the types of content we preferred to engage with changed.

			Remember when I worked at iHeart? I could tell that people preferred video, even though they had to wait for it to download. And as more bandwidth became available, people started to choose video-based learning over text-based because video is a passive learning mechanism. (And just like a game of cat and mouse…when buyer behavior changes, salespeople adjust. At least, the salespeople who want more money!)

			There has been a lot of noise about how 5G will impact us in the future. But for salespeople, 5G is going to revolutionize the way we convince and convert. In fact, every salesperson will soon have a 5G device connected to a 5G provider that will allow them to send files that are 50x larger and they will be able to do it 50x faster (if they don’t already). Soon the limitations of 4G will be history.

			That means after a meeting, salespeople will pick up their phone and hit Record.

			“Hi, Dwayne. Here are the color samples you asked about. I just sent a copy to your inbox. As far as your question about materials from our last meeting, I have an answer for you…” And then they’ll answer it in the video.

			That kind of personalized follow-up will demonstrate your company’s culture of amazing service, and make human-to-human (H2H) connections like never before.

			But that’s not all…

			Not only will access to bandwidth change the way you sell, it will also increase the trend of rabbit-holing. The easier it is for prospects to access information, the more they will demand it.

			And for all those people reading this book 20 years in the future, chuckling at how quaint our 5G is, I have to ask…

			Do I still have all my hair?

			Kidding aside, just remember: As bandwidth continues to increase, we’ll be able to do even more with video in the future.

    
			MEGATREND #5: NETFLIX

			[image: ]

    

			Earlier, I argued that your prospects don’t have short attention spans (and yeah, I hear that excuse all the time)—they have a selection bias. If you still believe your prospects have short attention spans, the truth is, your stories just suck!

			If attention was at an all-time low, then Netflix wouldn’t be in business. Instead, it’s probably the largest case study on retaining attention: The streaming service holds 222 million customers18 glued to their screens for an average of over three hours a day.19 Need more proof? Look at the butt divot in your couch!

			If most of us watch three hours a day on average, how many people do you suppose admit to binge-watching on the reg? Think about it…lock it in…final answer…

			70%!20

			That’s a lot of engagement! Here’s another one: What percentage of employees admit to watching Netflix at work?

			Lock it in…final answer…

			37%!21

			And that’s just the people who are comfortable admitting it! The real number is likely much higher. BTW, that research was done before the pandemic. I’m willing to bet that as we continue to work from home, that number is going to go way up.

			If you STILL believe that people have short attention spans, think about this.

			Netflix has over 60 million paying Americans and over 200 million worldwide paying customers.22 That means in all likelihood, you have a Netflix account. With that in mind, how many of their customers do you think shared their password outside of their home?

			Lock it in…final answer…

			59%!23

			Did you know that when Netflix was growing fast, they intentionally allowed password sharing? It was a word-of-mouth marketing tactic. Back then, they had a term for people who share their passwords…“passholes.” Were you one? I was a proud passhole-enabler! We even had a “Kids” profile. My wife, Wendy, and I don’t even have kids…but my sister does.

			Even in a close family, our tastes and preferences are individual. That’s why we all want our own profiles. What happens inside your head when Netflix shows you programs you don’t want to watch? You lose interest, right? And now, just like the college kid with “attention disorders,” you don’t care anymore.

			And while many marketers whine about short attention spans, results-focused marketers realize there’s a lot to learn from studying streaming services.

			For one, Netflix’s content is personalized to each user. Why’s that important? Because the secret to engagement is relevancy. I mean, I like college basketball, though I don’t usually watch it on TV. But if the University of Arizona’s men’s basketball team was playing, I’d watch the entire game, probably standing up the whole time. Why? Because I’m an alum—and we’ve had 40 years of college basketball dominance! U of A hoops is personalized and relevant to me.

			The flip side of personalization power is that one-size-fits-all content centered around your product no longer works. Different types of buyers have different needs.

			Netflix also teaches us what an on-demand service looks like. If you want to watch something at 2 am, they are happy to oblige. Your prospects want information when they are ready, NOT when the salesperson is back from a TikTok challenge.

			Lastly, Netflix shows us how to create a binge-worthy buying experience. The secret to moving your prospect all the way through your information is to figure out the different types of customers you serve, and then create journeys for each of those types by speaking intimately to their personal needs in a hyper-relevant way. And when you can sequence your information effectively, you’ll be able to move people all the way through your knowledge transfer like they’re on a Slip ’N Slide.

			When someone knows what you know and believes what you believe, buying from you is an absolute no-brainer.
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			I’ll show you how to leverage the Netflix phenomenon throughout the book. But for now, remember that if you can harness the attention-grabbing business lesson from Netflix, you can command attention in a world that’s starving for it.

    
			MEGATREND #6: STRATEGY
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			Would you build a house without a blueprint?

			Not if you cared about the people who will live in it.

			A successful marketing campaign ends with champagne, but it starts with strategy. That’s how the website designer, content writer, social-media expert, graphic designer, videographer, and everyone else on the team stay connected.
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			I already told you that a sign of old-school marketing is when sales and marketing talk about the product in a different way. Without a shared vision, it’s impossible to deliver a consistent message.

			Digital marketing strategy is a complex topic, even among specialists who do it every day, like me. I can’t give you step-by-step actions to build your marketing strategy in this book (I’d run out of room!), but I do want to give you a simple, cost-effective way to align your content strategy with your business goals. After learning about Zone 1 tactics, you’ll find a Soul Assignment designed to help you build the right strategy for your business.

    
			SALES PSYCH 101: LEAKY PIPES
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			“Pump us leads.” That’s what most of my clients ask me to do.

			“We don’t need any of this marketing and sales optimization nonsense,” they’ll explain. “Just pump us leads, and we’ll be fine.”

			But when I review their sales process from Discovery (Zone 1) through their website (Zone 2) and even their sales tactics (Zone 3), I find so many leaks that it doesn’t matter how many more leads I drive to their site; they aren’t going to get the freakish results they hired me for.

			They don’t need more leads; they need to take better care of the ones they already have.

			So what causes leaks? Most commonly, it’s confusion. When you’re going through a buying experience, who wins your money and who doesn’t can all be boiled down to this:
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			Confusion kills leads. Clarity converts them into customers. In fact, when we look for confusion, that’s where we find the leaks. And unless you plug them, the bulk of your prospects won’t move on to the next stage of your sales cycle.

			So how do you plug a leaky pipe? Video of course!

    
			SALES PSYCH 101: STORIES
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			I told you: Your prospects don’t have short attention spans, your stories just suck. So what is it about the right story that is so critical to sales? Our love of stories is fundamentally human—timeless and passed down through the generations. It started with the first humans gazing up at the stars and sharing stories around a campfire. Then it moved to the walls of caves…to books…to Kindles…and eventually to Netflix.
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			The fastest-growing businesses in the world, the Davids who are right now crushing Goliath, all use stories to transfer information. So what is it about stories? Well, why don’t I just tell you one?
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			Whether or not you liked that example, there is something undeniable here. Our brains are hardwired to process information, remember it, and share it in story format. There’s a decent chance that five years from now, you won’t be able to recall the name of this chapter. But I bet you won’t have a problem remembering it as “that one with the story about dildos.”
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			SOUL ASSIGNMENT: FKC
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			Have you ever watched a prospect navigate your website? It can be a mind-blowing experience. For this Soul Assignment, find someone who is emblematic of your target audience who you trust. Connect over Zoom and ask them to share their screen so you can watch them navigate your customers’ journey, all the way from finding you online to scheduling a meeting with sales, or making a purchase. Don’t forget to hit Record, and resist the temptation to point them in the right direction. Duct-tape your mouth shut, if you have to!

			Where did they stumble or hesitate? Did they lose interest and bail? Your job is to identify the leaky pipes where the leads dribble out. If you find any of the following items, you’ve got friction.

			
					Walls of text

					Confusion about your product

					Dead or misdirected links

					Lack of video on the home page

			

			To better understand how friction impacts your own conversion, check out the rabbit hole on your competition’s website. We can all learn a lot from our biggest competitors. Once you’re on their sites, ask yourself a few questions.

			
					What do they do well?

					How easy is their website to navigate?

					Do they make each type of buyer go through the same experience?

					Is the information personalized and relevant to that specific type of prospect’s needs, pain, and frustrations?

					Are they convincing?

					Do they use video?

					Are they building momentum through the decision-making process?

					What do they do poorly?

					Is the information binge-worthy?

					Are their videos on-demand when the prospect is ready to learn?

					Are you making similar mistakes?

					Do they force potential buyers to request a demo?

			

			Research at least two other companies before moving on to the next chapter.

			Now that you are familiar with the friction in your own rabbit hole, it’s time to pull out the duct tape and plug those leaks with video.

		

	
		
			DIY Video

			You might be scared to get in front of that camera. If you weren’t at least a little apprehensive, you’d probably already be using video. And I bet I can guess a few of your limiting beliefs. How? They are probably similar to the top-three factors holding back the people I talk to from all over the world, and because I struggled with them too.

			But here’s the thing. They are called “limiting beliefs” because…

			
					They limit you from reaching your maximum potential as a remote sales rock star.

					They are not facts but beliefs.

			

			And the only thing that makes them real is your willingness to accept them. You with me?

			These limiting beliefs are going to conspire against you to keep you from getting on camera. And you know what? I get why people are nervous to do so. Trust me—I really, truly understand. Putting your face on display for the rest of the world is one of the most vulnerable experiences you can have.

			How do I know?

			I showed up to one of the most significant opportunities of my career as Bozo the Clown.

			Let me explain. Around 2018, one of my fraternity brothers reached out to me.

			“Hey, I’m going to be in Scottsdale. Can we meet? I’d love to pick your brain about a startup.”

			He and a friend were working on a little side business. Two hours later, I wrote down their whole marketing strategy on some scrap paper lying around my office. At the time, I didn’t think anything of it. A year went by before he reached out to me again.

			“Hey, I wanted to give you an update after the first year. That strategy—what we did together—generated $350,000 in new revenue!”

			I grinned but wasn’t surprised. I’ve been laying out business strategies and marketing and sales tactics for my entire career.

			He continued, “I’ve been watching your thought-leadership videos on Facebook. You’re killing it! I didn’t tell you because I’ve learned to keep my job a secret, but I’m on Tony Robbins’ executive team. We’re looking for new speakers for Tony’s Business Mastery event. Want to meet them?”

			How much good news can one guy get in a single day?

			I’m telling you this because a solid marketing strategy empowers fantastic people to do incredible things every day. Also, for this next part to resonate, you have to understand how much this opportunity meant to me.

			My wife and I are so old-school that we actually call ourselves “Anthony Babies.” When I was 12, I would climb into the car with my grandfather and, sitting in LA traffic, we would bond over a “kids” book he was reading. It wasn’t a children’s book, but one that was written by somebody Pop considered to be a kid.

			Anthony Robbins released his first book, Unlimited Power, at just 25 years old.

			We talked about this book so often that I would recommit weekly to strengthening my weaknesses and developing my strengths. So you see, not only did Tony Robbins influence my early years, he was also a link between my grandpa and me. Suffice it to say, the opportunity to speak at one of his events was a very big deal.

			So every day, I put out another video to my followers with a value bomb. (You’ll soon learn how important it is to be helpful!) I made sure Tony’s decision-maker saw what I was putting out. And soon, I was booked.

			“We’re going to start you off speaking at our next event in Amsterdam!”

			My whole family (I mean, my entire family) was ready to hop on a plane to support me. But weeks before the event, Tony’s team called to cancel. I hadn’t made the cut after all. Soon I was asked to speak again and withdrawn again. After the third time, I was devastated.

			Can I interrupt this bummer of a story to brag about my wife? Every time this happened, she’d coach me through it.

			“Let me get this straight,” she’d say. “Did they say ‘no’ with a period? Or did they really say, ‘not yet’?”

			“It felt like a no, Wendy.”

			“I didn’t ask you what it felt like, I asked if they said ‘no’ or ‘not yet’? Because if they really said ‘not yet,’ then don’t quit before the miracle.”

			I rewrote and reframed and adjusted my material obsessively. After all, Wenderful (my nickname for my wife) is the first name in my motivation box.

			Then, the first week the pandemic hit North America, Tony asked me to create a video series to teach his clients how to sell remotely so they could thrive during quarantine. What an awesome opportunity to help business owners around the world! I rushed to the office and got to work. Everything was coming together. My content was rock solid. My team and family were in my corner. I was on fire. I’m telling you…it was perfect.

			Except I had this small bump on the side of my nose. It wasn’t a big deal, except that whenever I took off my mask to record, it bled. I put my poor team through 67 takes before we captured the entire training video.
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			Then in May, while still locked down at home, I was asked to do a virtual training for each of Tony’s 74 businesses. About 1,500 people. In addition, Tony’s head of sales scheduled me to do six private trainings for his international sales teams. My entire summer was booked, and I had just 10 days to pull it together. This was it.

			Later, I asked Wendy how many hours I had spent preparing during those 10 days.

			“I’ve been tracking you. You’re at 112 hours.”

			(I’m obsessive.) As Tony always says, “You are rewarded in public for what you have intensely practiced and refined in private!”

			That’s when I got a call from my doctor.

			“Todd, I have some bad news.”

			Remember my nose? Skin cancer. Two spots. Each of them required three surgeries to remove all the cancer and to rebuild my nose. Thirteen weeks of recovery.

			Now? I thought. But I’m finally booked with Tony!

			I had exactly what I wanted. So close. But there was no way I was going to present to over a thousand people, in this position I’ve been working toward for years, with my face covered in bandages.

			This fear comes from the biggest, baddest limiting belief of them all:

    
			LIMITING BELIEF #1: “I DON’T LIKE HOW I LOOK ON CAMERA.”

			“I have to cancel,” I told Wendy. “I can’t get on stage like that.”

			“Todd, you have a choice to make. Do you care more about your vanity or this opportunity to serve people?”

			Damn, she’s good.

    

			We can’t always look our best. Sometimes we look ridiculous. Once in a while, we have to show up to the biggest opportunities of our lives looking like Bozo the Clown. But I’m willing to bet that your desire to positively impact people’s lives will outweigh your own insecurities. And you know what? People will connect with you on a deeper level because you were willing to be vulnerable, while staying committed to serving them. They will love you for it.
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			If you don’t like how you look on screen, here’s a not-so-secret little secret:

			Nobody does.

			Not even supermodels. Even some of the world’s best actors admit to hating watching themselves in their own movies. But if you set aside your own insecurities and self-consciousness, you will find that your desire to deliver the best possible experience for your clients will get you through the first few videos. And it will only get easier from there, I promise.

    
			LIMITING BELIEF #2: “I DON’T HAVE AN EXPENSIVE CAMERA.”

			Fine! Then use what you got, because I bet what you got is pretty damn good. Modern smartphone cameras are totally acceptable for your personal use of video. Now when you or your marketing team create your website, you should have your videos produced professionally (though any that live on your blog can be DIY). But your phone is perfect for sales videos. Don’t let a lack of professional equipment keep you from connecting with your prospects.
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			Now, just because you’re going to use what you got doesn’t mean you can’t learn a few tricks to make it even better. I’ll show you how later in this chapter.

    
			LIMITING BELIEF #3: “NO ONE WILL CARE ABOUT WHAT I HAVE TO SAY.”

			I hear wildly successful people say this all the time. Specifically, they worry that their face will be associated with information their audience will deem unimportant, uninteresting, or obvious. You’d think someone’s accomplishments would stand as proof that this belief is bogus, yet so many people adopt this viewpoint.

    

			Experts start to feel Limiting Belief #3 once they’ve shared their wisdom so many times that it no longer feels special or insightful. This can happen even in the face of their audience telling them the information is valuable. It’s that little voice inside your head that asks…

			“Who are you to talk about this stuff?”

			Isn’t that voice mean?

			Here’s how you shut it up forever.

			Ask yourself, “Does my information have the power to make an impact in someone’s life?”

			If you’re a marketer, salesperson, CEO, solopreneur, or any other professional, you either directly or indirectly sell a product or service that solves some kind of problem. And that means you have the power to help someone.

			If you believe in what you sell, you’ll soon realize that you owe it to people to get your guidance out there.

    
			SOUL ASSIGNMENT: YOU AIN’T NO IMPOSTER

			So which topics are you super confident about? It’s okay to be specific. Write 10 of them below.
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			LIMITING BELIEF #4: “I DON’T FEEL SINCERE ON CAMERA.”

			Looking into a lens and speaking into a piece of tech isn’t natural. And when you aren’t used to it, your facial expressions can seem a little off. It’s a totally normal problem. Luckily, there is an easy fix.

			At the start of the pandemic in 2020, I was training a software billionaire on how to create DIY video while he quarantined on his yacht anchored near Sicily. He wanted to teach his salespeople all over the world how to sell remotely. His biggest obstacle? Feeling sincere on camera. So I gave him some homework.

			“Create five videos,” I suggested. “And at the end of the week, you’re going to learn how to replicate sincerity.”

			“Replicate sincerity?”
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			These videos are what I call Unlocking videos. To unlock someone’s heart requires the use of three keys: gratitude, sincerity, and eye contact.

			He was unsure, but willing to give it a try, so I continued, “Here’s what you’re going to do. Grab your phone…camera at eye level always…and send a video to your mom, sister, brother, or aunt—whoever loves you. The jury has always been in—they will still love you even if you send them a terrible video.”

			It’s much easier to get uncomfortable in front of people who you’re already super comfortable with. Plus, it’s fun to make a human-to-human connection with them.

			Now if you’re going to ask someone to be vulnerable, you’d better be ready to do the same. So I grabbed my phone and hit Record.

			Hey, Mom. I love you so much. I was just sitting at a stoplight and all of a sudden, a disco song came on that you always played in the car. Growing up, we were the coolest kids in town because our station wagon boogied at the light. Thank you for believing in me, encouraging me, and showing me how to become the best version of myself. I’ll talk to you real soon.

			SEND.

			You can’t help but be sincere and grateful when you talk to people you love. After you do five of these, you’ll notice a pattern. Suddenly you aren’t a loud, obnoxious broadcaster with massive pipes, but a loving and supportive friend.

			And when you do it enough times, you’ll eventually be able to replicate sincerity, like a blueprint you can apply to your business videos. And the best part is that people will resonate with the human-to-human connection you’re making with the camera lens.

			And you know what? This practice goes so much deeper than just increasing your sales rate.
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			This is how you make real, authentic, warm H2H connections with the most important people in your life, even when you’re miles away.

			I make Unlocking videos all the time. For example, whenever it’s the birthday of someone we love, Wendy and I always jump on camera and send them a personal birthday wish video.

			The day I wrote this section of the book, we submitted an offer on a home. Currently, the housing market in Scottsdale, Arizona, is highly competitive. Our real estate agent told us that for every home on the market, there were at least seven offers.

			So what do you think we did to stand out from the other offers?

			(If you need a hint, you should really start this book over again. LOL)

			Together, we created a selfie video for the seller and explained how much we loved their home. #H2H

			Guess what? We got the house! Damn right we did.

    
			SOUL ASSIGNMENT: UNLOCKING VIDEOS

			When you imagine yourself on camera, what makes you the most uncomfortable? Are you scared to be vulnerable? Afraid to be authentic? Below is a comment from a Business Mastery attendee who took a leap and made an Unlocking video.
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			If that isn’t the epitome of bravery and vulnerability, I don’t know what is. Bravo!

			Consider a few of your own limiting beliefs. I’ve already mentioned a few of the most common ones, but there may be others. What is holding you back? Write down any limiting beliefs that impact you below.
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			For this assignment, you’re going to bust through your limiting beliefs and make H2H connections by sending five short Unlocking videos to people you love. (Remember, the jury has always been in. They’ll still love you afterward.) Concentrate on how grateful you are that they are in your life, and tell them about that feeling in a video.

			Soon, like following a recipe, you’ll be able to cultivate that same emotion in business.

    
			VIDEO DECISION TREE

			There are three types of quick, DIY videos that salespeople should use. These are the videos you’ll create for social media; to inject clarity after a sales call; or to submit in your proposal.
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			Eventually, you’ll get a feel for when to use each video. But until then, you don’t have to wing it. Instead, use my decision tree.
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			Too much info to rattle off the top of your head? Use a Teleprompter video.

			You probably don’t have time to memorize an entire script for a five-minute or longer video. That’s when you need to rely on technology to keep you sane. There are other times a teleprompter can help you out too. For example, because of my dyslexia, I use a teleprompter anytime I need to read out a bunch of numbers. They are also really useful if you need to include a lot of industry-specific terminology or data (think medical or industrial).
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			Often, it’s easier to teach someone by showing, rather than telling. That’s when you know you need to make a Show & Tell video.

			Gather your graphs, charts, and whatever else you need to be a responsible communicator and put them into a slide program like PowerPoint or Keynote. But don’t just send that! Use video to walk prospects through your presentation. These are helpful anytime you submit a proposal (think graphs and even your product-pricing summary).

			If you can quickly and confidently answer someone’s question, and your audience won’t benefit from anything visual, don’t bother designing graphs and pulling statistics or putting together a script. Instead, make a quick Selfie video.
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			SALES ROCK STAR: KK USES THE TELEPROMPTER VIDEO

			As I mentioned earlier, I had the incredible honor of training Tony Robbins’ sales team. During this training, his top national speaker, Karissa Kouchis (who we all call KK), was in the audience. She’s one of the most natural speakers I’ve ever seen.

    

			During the first summer of the pandemic, Tony hosted a virtual training, with nearly one million people around the world watching live. And when KK wasn’t on stage working with the audience, one of her many responsibilities was to create social-media content and videos promoting the next day’s events.

			She needed to be very precise with certain information like dates, times, time zones, speakers’ names, and action items for the audience. Combine that with super-short deadlines (we’re talking hours, not days), ever-changing scripts, and zero time to memorize lines, and KK decided to rock the teleprompter.

			She remembered the training I had given Team Tony and how I advised her to use Clarity. It’s designed for your phone, because sales rock stars make video anywhere and everywhere. I also like that you can reposition the text on the screen. That way, it doesn’t look pathetic when you can tell someone is reading a script so you think, They don’t even know what they’re doing, do they? The trick is to get that text as close to the camera as possible. That way your eye movement is nearly imperceptible.

			A few days later, KK sent me this message:
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			Now that you have the video decision tree, let’s talk about the actual process of making DIY videos. Here are four mistakes to avoid…and four solutions to make ’em great.

    
			FOUR MISTAKES TO AVOID WHEN MAKING A GREAT DIY VIDEO

			DIY videos don’t have to be complicated. And they don’t have to be intimidating to create. If you can avoid these classic mistakes, you’ll be off to a great start.

    

    
			MISTAKE #1: POSITIONING YOUR CAMERA TOO LOW
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			The only person who wants to look up at your face from down below is your ear, nose, and throat doctor. Everyone else wants to see your face at eye level. If you’re using a laptop or a desktop computer, you might have to make some adjustments to get the camera angle right. Remember, just because your laptop is on your desk and you are in your chair, that doesn’t mean shooting up your nose is the right way to go.

			Trust me—it’s worth the extra effort to look professional. Try lowering your chair or placing a stack of books under your monitor. However you make it happen, your camera and your eyes need to be level with each other.

			SOLUTION: Keep your camera at eye level.
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			MISTAKE #2. POSITIONING YOUR LIGHT SOURCE BEHIND YOU
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			If you live somewhere with an amazing view, it might be tempting to try to show it off. But what your audience really sees is a faceless shadow instead. If you’re positioned with your back in front of a window or another light source, the camera will adjust for the bright light, making your face too dark.

			Instead, the lighting should be in front of you. This will help everyone see your eyes, that charming dimple, and your stunning smile.

			SOLUTION: Keep the light source in front of you.
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			MISTAKE #3. MISUNDERSTANDING YOUR PLATFORM
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			Where will your video be posted? Depending on which platform you’re using, you’ll want to shoot either vertically or horizontally. Below is a cheat sheet to help you decide how to position your camera.
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			What if your platform isn’t on this list? When deciding how to orient your camera, think about how the app is generally used. For example, any platform dominated by the selfie (think Insta, TikTok, and Snapchat) will lend itself to vertical video. Why? Because the app’s users are likely going to hold their phones vertically, and therefore the platform is optimized for vertical video. Similarly, most YouTube and LinkedIn users either view content from a laptop or desktop, or they turn their phones horizontally to view.

			SOLUTION: Know when to shoot horizontally or vertically.

    
			MISTAKE #4. FORGETTING THE BACKGROUND

			Is your camera positioned to face a blank, white wall? You might want to rethink your background, because the only successful graphics against a plain white wall are mugshots.

    

			Don’t let your video look like a mug shot.

			The human eye craves depth—don’t shoot up against a wall. Depending on the sophistication of your camera, it may allow for a shallow depth of field, which essentially creates a beautifully blurred background with a sharply focused foreground. If you don’t have a generous office or home workspace, you can always go outside.

			A messy background can be extremely distracting for your viewer.

			Is the bookshelf behind you cluttered?

			Are your kid’s toys scattered on the floor?

			Can they see your plate from lunch?

			Push the clutter out of the shot. And if you live in one of the friendly green states out there, put away that damn bong!

			SOLUTION: Shoot in front of a background with depth, with an organized, clutter-free feel.

    
			HOW LONG SHOULD MY VIDEO BE?

			That’s the #1 question I’m asked. And I should know the answer—WireBuzz produces thousands of professional videos every year. I’ve got the data. But if I gave you a specific amount of time, I’d be doing you a disservice. There are so many types of video, all serving different functions.

    

			You can learn how long a video should be by studying the mistakes people make when ordering a burrito from Chipotle. Do you have a friend who always adds far too many ingredients? They think they’re going to get their money’s worth by asking for extra rice, more beans, mas pico de gallo, sour cream, and extra extra guac. But what happens next? The poor person behind the counter attempts to wrap it up and…

			RRRRIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIPPPPPPPPPPPPPPPP.

			It’s too big to wrap, nobody can digest it, and they don’t want more. Instead of creating your videos like massive Chipotle burritos, they should be more like little enchiladas. A few perfect ingredients that are easy to digest and leave people craving more.

			Consider the relationship between you and your prospect. The top of your sales cycle—the people who’ve just found your company—need shorter videos. But they’ll need longer ones the further they go down your rabbit hole.
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			Of course, this rule completely breaks down when you consider 30-minute webinars, which are often lead gen at the beginning of the funnel. My point? Don’t worry about how long your video is or about the perfect, magic length. Just tell a succinct yet compelling story that adds massive value…and don’t go a second longer.

    
			USING DIY VIDEO TO ICE-BREAK COLD PROSPECTS

			DON’T ICE-BREAK WITH SPAM!!

			Phew, I think they heard me shout all the way in Canada. (And if you’re an American, Canada is north of us.)
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			Look, you’re better than that. There’s no reason to carpet-bomb the internet with crappy canned messages.

			To make sure we are on the same page (and that you don’t think I hate canned meats), let’s define spam from a digital-marketing context. Spam is basically all the unsolicited junk sent out in bulk. The most common types are email and random direct messages (DMs) in your social-media inbox. For example, LinkedIn connection requests are often unwanted digital messages that have been sent out in bulk. When you receive one, you feel icky, because someone has gotten spammy on you and failed to make an H2H (human-to-human) connection.

			I have met a lot of salespeople. And honestly, most of them ice-break with spam. Salespeople following the turn-and-burn spam strategy keep having to work harder and touch more leads. As a result, they get very poor outcomes from ice-breaking.

			Interestingly, while writing this book, I received the following LinkedIn message. This guy who I don’t know said he came across my profile in his feed.

			Here’s what it said:
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			When you receive an automatically generated message to connect, without any personalization power, how does it make you feel?

			Special? Absolutely not!

			Unique or acknowledged? Not at all.
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			Would you want to click on his connection request? Probably not!

			Is his message relevant to my needs? Not really!

			What about adding value to my life? Is there anything worth clicking on?

			Not a thing!

			The result? I didn’t see any value, so I didn’t connect with him.

			Net Result = That dude wasted his time and mine. [image: ]

			Let’s look at another one.
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			This guy attempted the automated personalization approach but failed miserably because he didn’t execute properly. “Howdy {First Name}!” really makes a person feel special, doesn’t it? It’s obvious he either copied and pasted a generic message and forgot to insert my name or used a bot to spam me. #Lame

			Did he make me feel special or unique? Nope.

			And because I own a video marketing and sales optimization agency, with a full-time crew of video editors, his message wasn’t anywhere close to being relevant to me.

			So not only did he fail at executing automated personalization, he also didn’t do any research on who I am, what my needs are, and why connecting with him would be valuable for me.

    
			SOUL ASSIGNMENT: ICE-BREAK

			As a salesperson, you have to ice-break cold prospects. And the time to do it is coming up fast, in Zone 1.

    

			If we could have some real talk right now, this isn’t easy to do. And I want you to develop relationships—get them to know, love, and trust you—like a boss!

			Because this is so challenging, I created a minicourse on how to ice-break cold prospects on LinkedIn using video.

			Want to experience what it’s like to have prospects actually want to meet with you? In the remote-first selling world, the most effective salespeople are not sending hundreds of cold messages each day. Instead, they use a better, more efficient, more powerful way to introduce themselves, pique someone’s attention, and make a friend.

			Here’s the catch: If you want access, you’ve got to ice-break me! Now that you know how to create the three different types of DIY videos, why don’t you practice ice-breaking cold leads by connecting with me on LinkedIn? When I accept (because you know I can’t resist an H2H connection), send me a direct message with a quick, 30-second ice-breaker video.

			Then hurry back, because we’re about to dive into the secret to your success, the 5 Zones of Influence.

		

	
		
			The 5 Zones Of Influence

			I created the 5 Zones of Influence because every time I heard a “marketing expert” talk about using video to influence a business goal, I felt totally underwhelmed. Their explanation was usually one-dimensional. Most often, they would teach people about how to use video on social but fail to explain the other vital ways they could easily influence others.

			While video is the best tool for knowledge transfer, it won’t serve you unless you know when and how to use it effectively. That’s where my 5 Zones of Influence come into play.

			Once you understand the 5 Zones, you’ll be able to…

			
					Hook prospects’ attention

					Gain influence

					Transfer knowledge

					Prioritize follow-ups

					Shorten sales cycles

					Make it rain!

			

			Ready? Let’s go!
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			Each of these zones will transform your sales cycle in a different way with a novel solution.

			In terms of video, marketing usually creates one-to-many content and sales creates more personalized, one-to-one material. What I mean is that marketing speaks to a wider audience, while sales talks directly to individual clients.
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			To make your life easier, I’ll show you how to create harmony throughout the entire sales cycle with information specific to sales and marketing.

			Let’s take a closer look.

    
			ZONE 1: DISCOVERY

			Zone 1 is how people find you. Often this happens on social-media platforms like YouTube, LinkedIn, and Facebook. But it can also take place through email, webinars, events, and ads. The goal? To drive people to Zone 2, which is your website.

    

			Usually, the marketing team handles discovery. However, that doesn’t mean you won’t find it helpful. Anyone in your company can leverage this content, anytime their prospects or clients have a question or need additional information.

			Depending on what your brand can support, videos in Zone 1 can be highly produced or simple DIY content. A quick video posted on social media can be as influential as a Hollywood-level production. Ideally, marketing should use both kinds of video (professionally created and DIY) in this zone. I’ll let you decide which is right for your business.

			Instead of discussing production quality, I’m going to give you something way more valuable: a single, one-line piece of advice that, if followed, will mean you never have to beg for leads again.

			And this tactic is easy to implement whether you’re the head of sales or a solopreneur. (Actually, this simple method transformed one surgeon into the White House chairman of the President’s Cancer Panel.)

			What’s more, I’ll make sure you never run out of lead-gen ideas again.

			Yeah that’s right, I’m going to turn you into a freaking content fountain.

    
			ZONE 2: WEBSITE

			Your website, which is the focus of Zone 2, should act as your best salesperson and seamlessly transform prospects into clients. In this zone, I’ll show you how to use the Momentum Method to create a binge-worthy buying experience tailored to the most important people who visit your site.

    

			Even better, I’ll show you how to do something that, on the surface, sounds totally impossible: Your website is going to feel hyper-relevant to every member of your target audience, but without you having to create 100% novel content for each group. That means an experience that is customized yet not a PIA (Pain In the Ass).

			By structuring your website using buyer psychology and the latest digital trends, you’ll set the new standard for client care in your industry.

    
			ZONE 3: SALES

			In Zone 3, I will teach you how to leverage video so prospects already love you before the first meeting. Imagine hopping on that first Zoom call, and everyone on the other end already knows, loves, and trusts you. (Like isn’t good enough anymore—your clients gotta love you!)

    

			I’ll also show you how to identify any red flags that might come up during client calls. These are the same warning signs I teach my trainees at billion-dollar companies to look for. When they do, many report closing late-stage prospects within 24 hours. But you can skip this zone if you hate money and success.

			As a little bonus, I’ll show you how to draft an email that gets opened AND read. This framework increased one client’s open rate from 20% to 69.5%. Imagine how many more deals you could close if your prospects and clients actually read what you sent!

    
			ZONE 4: SUPPORT

			You’ll soon learn that your clients are your friends. And you’ve probably been mistreating them. Zone 4 will teach you how to use video to systematically support the people who already give you money.

    

			I have a question for you.

			Why do your clients leave?

			The most common response is that they become frustrated from a lack of transparency—from not knowing where the project stands or where it’s headed. In this zone, you’ll learn how to support your clients using video, no matter what stage of the sales process they are in.

			But this is about more than just good customer service. Our existing clients are the people who already know, love, and trust us. And that means they are more likely to buy from us again.

    
			ZONE 5: TRAINING

			In Zone 5, I’ll teach you how to better educate your employees and company stakeholders. Once you understand the power of video, you can leverage it to streamline every aspect of your business, including internal training for your employees.

    

			Generally…

			
					Marketing will handle Zones 1, 2, and 4.

					Sales will be responsible for Zone 3.

					If the company is large, human resources or decision makers will address Zone 5.

			

			[image: ]

			I talk about zones sequentially because it’s easier to teach them this way. But in practice, they don’t really happen chronologically. In fact, they can occur anytime…with one exception.

			Zone 2: It’s best if your website has persona-specific customer journey pages prior to sending traffic from Zone 1: Discovery. If your website isn’t ready for prime time, there’s no reason to send traffic to it.

			As you’ll soon learn, sales and marketing teams shouldn’t be siloed away from each other. Yet when a company hires me, the first thing I often notice when I walk into their headquarters is that the sales and marketing teams seem to hate each other. Even if they are amiable, they still work independently and are out of sync.

			This happens so frequently that my first task with a new organization is often breaking down those barriers. The teams and I cry it out, align our goals, get into the same boat, and everyone grabs an oar.

			By implementing these 5 Zones of Influence in my clients’ businesses, we’ve been able to transfer knowledge faster, increase leads, shorten sales cycles, and boost sales.

			
					Claudia identified the red flags you’re going to learn about and closed a new deal within four days of this training.

					Kim landed a six-figure deal using my tactics just 24 hours after being trained.

					Faith went from national sales director to president of a $2B company.

					Neil and KK streamlined their sales process with personalized video.

					John grew from a local surgeon to the chairman of the President’s Cancer Panel in Washington, DC.

					A billionaire founder learned how to replicate sincerity.

					The very next quarter after learning the 5 Zones, a software as a service (SaaS) company increased their revenue in one quarter by 31% and generated $119M in sales.

					I won over the love of my life while rocking nothing but a blue Speedo.

			

			These are just a handful of the success stories that the 5 Zones of Influence have impacted.

			Before we get going, can we just pump the brakes for a second? Don’t think you’re going to get results without doing the work. Nothing I have to teach you is hard to understand or difficult to execute, as long as you have this guidebook. But it does take courage to implement.

			I know what you’re thinking.

			It sounds like a lot of work.

			I don’t want to make video.

			It won’t work in my industry! #Limitingbelief

			Listen, I know it seems difficult to undergo a transition.

			But if you implement this material, you will have dramatic results.

			So…

			Are you ready?

			Really, are you SUPER ready?

			Everything starts and ends with this next Soul Assignment.

    
			Soul Assignment: Find Your Motivation

			Change is scary. It’s easy to revert to the old way of doing things, even when you understand that change is necessary. When I need motivation, I think about the people in this little box below.
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			Up first is my wife, Wendy. Next is my team, because they believe in me, and they’ve followed my lead. They bring the right attitude every day to serve people. And I’m also doing this for my family and my in-laws, because they’ve entrusted me with one of the two most important people in their world: one of their daughters.

			You need some fuel to keep going when things get hard. Who are you doing this for? Write their names in the box below.
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			If you’ve been derailed—if your sales are down, if your marketing is weak—I want you to know that you can still prevail. But if you’re going to make up lost ground, you need to remember why you’re doing this in the first place. So please dog-ear this page (or bookmark it if you’re reading this as an e-book) so that when things get difficult, you can remind yourself why you’re going to persevere.

			Next, it’s time for me to reveal some remote-selling secrets that will transform the way you do business. So let’s grow and let’s do this together. #DreamTeam

		

	
		
			Part Two 
Creating Binge-Worthy Buying Experiences

		

	
		
			Zone 1 
Discovery

			When I was about 26 years old, I negotiated such a crappy deal at a radio station that after getting off the air six days a week, I had to wait tables to make ends meet. I was just so honored to be one of their on-air talk show hosts, I didn’t think through the compensation portion of our agreement.

			Luckily for me, I worked with a talented and eccentric Food Network celebrity chef at the restaurant. He had one of those shows where competitors were given a surprise bag of ingredients and instructed to make a better dish than the chef next to them. Twenty years later in my hometown of Phoenix, Arizona, he’s regarded as the founder of the Phoenix food scene. He still cooks up a mean duck cake with nopalito sweet-and-sour cactus sauce. This guy knows what he’s doing in the kitchen.

			I worked for him around the time my wife and I had just started dating. I wanted to cook her something special, so I asked him for his cilantro spaetzle recipe. I had watched him make it a thousand times, so I figured that with a list of ingredients and a little direction, I could whip up something that might impress her.

			Without so much as a glance away from prepping his escargot bourguignonne, he rattled off instructions in his thick Venezuelan accent while I frantically searched for a pen and paper.

			“…then you add the cilantro, and you dice it up real fine. Mix in some green onions and some capers, a little bit of garlic and some olive oil…”

			I scribbled the recipe onto a bar napkin before I hustled off to get ready for his open exhibition. The guests watched in amazement as he casually served up a pan of sizzling chicken scaloppini with crusted parmesan and tossed it onto a bed of his famous spaetzle.

			Afterward, a guest walked up to him and asked, “Excuse me, chef. Can I get your spaetzle recipe?”

			“Sure! You just add a little paprika and dice up the yellow onions…”

			I stood behind him, listening incredulously as he rattled off completely different ingredients. After the guest left, I tapped him on the shoulder. “Hey, you just gave her a totally different recipe!”

			In response (and I will never forget this) he goes, “I know. And it doesn’t matter, because you’re a f*cking moron. Even if I gave you the exact recipe, you’d still never figure it out.” I chuckled a bit. He continued, “That’s how I get you to come back in, because mine is always going to be better!”

			Even if you explain precisely how to do what you do, most people won’t have the time, money, ability, or expertise to execute.

			If you were to share all your secrets in an exact blueprint of your business and give it to a prospect, do you honestly think they could implement it? Do you imagine they would have the time or ability to produce similar results?

			Or rather, would they pick up a few helpful tips, learn more about what you do, and forever consider you the ultimate expert in your field?

			I don’t suggest you give people the wrong recipe, but I do think you should give away knowledge. If you transition from a mindset of scarcity into one of abundance, your clients will love you for it. And guess what? Even if you share every step and every ingredient, they will hire you to do it for them anyway.

			I’ll let you in on a little secret: Those who implement without your help weren’t going to hire you in the first place.

			Here’s another way to think about it.

			In a remote world, how do your prospects find you?

			When you can’t get in front of people, when you can’t speak to them directly, how do they know they can trust you?

			How can you prove that you are the ultimate expert? That you’re reliable and knowledgeable, and can handle their biggest problems?

			How are you discovered?

			Simple—by being helpful.
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			“No way, Todd! There’s more to it than that. I have to rank #1 on Google, spend a ton of money, and put my face on a billboard or something.”

			Nope! You don’t. Sure, there are a few methods of delivery to use to distribute your content (think social, email, and webinars), and you’ll also have to leverage what you already learned about creating awesome DIY video. (Don’t worry, I’ll show you how ASAP.) But teaching you how to implement Zone 1 would be wasted without proving to you that the heart of discovery is simply the act of being helpful.

			Consider this…

			Who gets hired today? If you’re the one doing the hiring, who do you want to work with? Who do you want to promote? If you’re the rock star getting that promotion, what makes you so valuable?

			My guess is that you strive to add value, solve problems, and offer clarity where there is confusion. In a word, you are helpful.

			At WireBuzz, we often make a video when a prospect has a question, and we make it free and accessible to everyone. We have free courses and webinars. When I speak at events, I make sure that my audience leaves with all the tools they need to implement right away. We don’t hold much back. Actually, we consider the production of helpful content the cost of admission into our prospect’s lives. You don’t expect someone to invite you in without earning their trust, do you?

			The content you will create in Zone 1 is supply and demand. Basic economics. If you notice that your prospects demand information on a certain topic, and you know that you can supply it, you have an opportunity to become a magnet that pulls prospects to you. #ClosetEconomist

			Full disclosure: Not everyone agrees with me on this. Actually, there is a guy in our office building who thinks we go a bit overboard. That we’re a little too helpful. This is TMI, but bear with me. Every time (really, every time) he sees me in the bathroom, he says the same thing from across the sink.

			Right when I reach out to dispense the soap, he goes, “Dude, I like your videos, but I just think you’re giving too much away.”

			This guy has something other than just bad timing—he has a scarcity mindset. He believes that experts like you and I have a limited supply of knowledge, and that eventually we’ll just run out of it. He assumes that after years of giving away fantastic advice for free, the flow of information will dry up and there will be nothing left. As if with all that knowledge out there in the world, we’ll just educate ourselves out of a job.

			Maybe you agree with him. Perhaps you see all these experts giving out detailed, clear, industry-specific advice on their YouTube channels and blogs and think, Why are they giving this all away for free?! If that sounds like you, it’s okay and you’re not alone. A lot of people are fearful of giving away too much.

			But you don’t have to be just a trickle in a desert. You have so much value to give and share with the world. You have the opportunity to help people. To educate and to teach. And the more information you give, the better your brand awareness, the further your reach, and the stronger your credibility. There is a price of admission into the audience’s minds, hearts, and wallets. And there are two payment options: paid ads or helpful information. Which option builds goodwill?

			I’m not saying you won’t ever use paid ads, but I do believe helpful information is usually a superior currency.

			Still don’t believe me? Then I have an assignment for you.

			Pick one of your hobbies. Personally, I love trail running (and also going to open houses until we found our dream home). Now think about one of yours.

			Have a hobby in mind?

			Now think of your favorite thought leader who makes content in this space. Why do you like this influencer so much? I bet it’s because they give away a ton of helpful information that you can turn around and implement.

			Here’s the next question:

			After watching their video, do you say, “Geez, I bet so-and-so doesn’t have anything left to teach me”?

			Of course not! You think, “Wow, if what this person is sharing with me is this good, I bet I have a lot more to learn.”

			You don’t watch helpful content from your favorite baker and decide that you have nothing more to learn about souffles. Just because a skier gives you the exact steps to land a backflip doesn’t mean you’re ready to land one yourself. And certainly, even if you do manage to implement some tips, you don’t stop watching their videos as if you have nothing left to learn. You hit Like. You subscribe. You watch more content. You engage. You sign up for their boot camp or hire them for one-on-one training.

			Remember the guy in the bathroom? He’s not a member of my team. In fact, he’s someone who regularly watches my helpful content on Facebook and LinkedIn. And by the way, he’s now a client. Doesn’t that fact alone prove my point? Helpful information is the currency I use to attract attention and consideration.

			If you want to get discovered, let go of your scarcity mindset. Instead, become a magnet that attracts prospects by adding massive value into their lives. Let’s grow!

    
			HELPFUL IS THE NEW VIRAL

			Pretend you teach a course in kickboxing. Your product is essentially the skills your students need to become the raddest, baddest kickboxers around.

    

			But that’s not why most of them came to you in the first place. Juan wanted to learn self-defense; Nicholas needed to lose weight; and Samar wanted to stay in shape.

			Your prospects want something. And it isn’t your product. At least, not right now.

			Yet most businesses spend all of Zone 1 talking about the great features of their products or services. This is called product-centric marketing, and it’s one of the biggest mistakes I see companies make.

			I get it—you are passionate about what you sell. But the thing is, during the Discovery phase, your clients aren’t necessarily looking for your product. Instead, they are searching for a solution to their problem.

			Let’s revisit those kickboxing students. Notice how each had a specific problem that kickboxing solved? Juan chose kickboxing as a way to learn self-defense. Nicholas was overweight and needed a fun way to lose a few pounds. Samar had to find a way to stay in shape while she took a break from running.
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			Your product is the solution to a problem. That’s why at this stage, you’re going to focus on being helpful and not talk about your product or service.

			I understand this distinction is a bit tricky, so let’s compare some product-centric videos to some helpful ones.
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			Do you see a problem here? Most people don’t even know if they want kickboxing lessons yet. For someone to click on one of those links, they would need to have already identified kickboxing as the solution to their problem. But the point of Zone 1 isn’t only to find prospects who are already interested, but also to pique the interest of potential clients who may have never considered this sport (and to show them just how helpful you are). Why would someone want to learn how to do a dropkick if they aren’t even interested in kickboxing?

			Now let’s look at some helpful videos that solve a problem.
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			Do you see how these helpful videos can attract a much larger group of prospects who initially had zero interest in kickboxing? In this way, helpful videos (with a carefully chosen title) cast a much larger net than product-centric content.
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			I know it’s tempting to teach your solution at this stage. And I understand that eventually, you have to educate your prospects about that solution. I get it. I’m not suggesting that if you sell insurance you shouldn’t teach your customers about it. If a client can’t figure out what you do, that’s an obvious deal-breaker. Besides, you have valuable knowledge that your prospects are interested in. Why not talk about your product?

			Most of the time nobody wants product knowledge. Harsh but true.

			Instead, be helpful. Here’s how.

    
			GENERATE CONTENT IDEAS (BECOME A CONTENT FOUNTAIN!)

			The simplicity of the helpful video lies in the fact that you already know which topics to cover.

    

			What are the most common questions your prospects are asking you?

			Here are some content ideas for a few different industries.
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			See how this works?

			Your social-media channels (Facebook, LinkedIn, YouTube, Instagram, TikTok…whatever) are amazing places to post helpful videos.

			Whatever your industry, I’m certain your prospects have questions. All you must do to get discovered is…
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			Like a magnet to metal, helpful content will attract clients.

			Your marketing department is generally responsible for Zone 1 content. But that doesn’t mean you shouldn’t make helpful videos. The best salespeople are often independent and autonomous from the lead generation that the company provides. If you want to be a rock star, you need to generate your own leads.

			And guess what? Rock stars in the business world are helpful. When your clients first meet you, turn their challenges into problems and create helpful videos where you resolve them by providing solutions.

    
			Video Rock Stars: Doctors Harness & Williams Save Lives!

			I left radio in 2007 to launch EmpowHER, a women’s health media site designed to compete with WebMD. That’s when I teamed up with Jay K. Harness, M.D., F.A.C.S., a past president of the American Society of Breast Surgeons. In my stepmom’s honor, we co-founded Breast Cancer Answers together.

    

			Each day, we asked patients to submit questions. Each night, I would get on Skype and record Jay (on video) answering the patients’ questions. The next morning, my WireBuzz editors would produce the videos, add them to the Breast Cancer Answers site, and upload them to YouTube. Then a producer would email the patient their video answer. Soon we had created over 600 videos and reached 1.1 million followers!

			That desire to be helpful is why, in 2013, when Wendy became the next member of the family diagnosed with breast cancer, we had all the answers at our fingertips…in video. Having access to all those videos made our breast-cancer journey so much more manageable.

			Six years later, I was at The American Society of Breast Surgeons conference when Dr. Harness texted me.

			“There’s a breast surgeon I’m sending your way. He needs your help. Can you meet?”

			Soon I was sitting across from John P. Williams, MD, F.A.C.S.

			“I’m a doctor in rural Northern Virginia,” he explained. “There are only so many patients in a day that I can see. And when I go home at night, I lie awake thinking about all the people who I can’t help.”

			I was stunned. Here was this brilliant young surgeon already working long, stressful days who wanted even more on his plate. And I noticed something else unusual. The man took incredibly detailed, organized notes. Like, so meticulous that I just knew he was committed.

			“I have a responsibility to help people. This stuff isn’t common knowledge, and it needs to be accessible. When patients understand the science of what they are going through, they have better outcomes.” He continued, “I saw what you and Dr. Harness did with Breast Cancer Answers. Would you be willing to help me?”

			“What do you have in mind?” I asked.

			John envisioned an online, free breast-cancer “school” for patients. Once they were diagnosed, they could go through the course with their loved ones.

			“I know it needs to be video. Can I hire you to train me?”

			A few months later, John was on a flight to see me in Arizona.

			He didn’t have much experience making video, much less marketing it. But that didn’t matter. He was determined to help patients, even if that meant feeling awkward in front of the camera.

			We can all relate—it can be intimidating to try something new. I think people like John are exceptional in that they are willing to go from being a world-class specialist in one field to accepting the vulnerability of becoming a novice all over again. Often to get to your next level, you have to take a few steps away from what you know. When you aren’t afraid to learn something complementary to your expertise, you slingshot forward.

			John was a quick study, and soon he understood the basics of digital strategy, marketing, scripting, recording, and editing.

			And guess what? His course videos went viral on YouTube. Patients watched 7 minutes and 42 seconds of video on average. And if you aren’t used to watching metrics like View Time, nearly eight minutes is out-of-this-world impressive for a professional content creator. This is just an MD cranking out videos in his basement, and people are watching hundreds of thousands of minutes of them every month!

			Clearly there was a need for video in this space. I’d argue that no matter the profession, video is the answer. Plus, every industry or niche has a prominent lane open for anyone willing to teach the audience the how, what, and why.

			Fast-forward John’s story to years later. Today he is the Chairperson for the President’s Cancer Panel.

			How cool is that? He selected the most impactful type of content (video), started a video-based education platform, sought expert guidance so he could execute at the highest level, and now patients around the world benefit from his information.

			John’s motivation was 100% altruistic. He wasn’t trying to drive patients into his waiting room. His goal was to educate them—wherever they lived in the world—and to help them better advocate for themselves. Yet his desire to better serve patients ended up making him one of the most respected and successful surgeons in the country.

			This is the underlying beauty of being helpful: All you have to do is serve people from your heart and you’ll achieve Zone 1. And you’ll never have to feel like you’re “selling” again. In this way, helpful information is the currency used to attract new prospects.

			You might not be a surgeon, but your product or service helps people solve a problem, whether it’s big or small. And that’s a really incredible thing.

			Take a moment to consider what might happen if your solution reached more people.

			What would it mean for your business and for you personally if you could help more individuals? What if your target prospects could develop a relationship with you while learning directly from you? Would increasing your reach allow your company to grow?

			It doesn’t matter what industry you’re in. When you use the power of video strategically, you get discovered, help more people, and—like a magnet—pull prospects toward you.

			If you start being helpful, imagine where you’ll be in five years.

    
			SOUL ASSIGNMENT: BECOME A CONTENT FOUNTAIN

			Most people think, “I’m going to put a two-hour block of time on my calendar. Once a week, I’m going to sit down and turn on that faucet. And it’s going to gush out content-creation ideas.”

    

			But what ends up happening is that during the two-hour content-creation window, there is too much pressure.

			How many people do you know who can, at any given moment, come up with their video topic, and execute it in one sitting? Particularly when they have a set amount of time to do so? Not many!

			Lady Gaga does not sit down at a scheduled time and simply make a Grammy-winning album. What makes you think you can?

			Think about when great ideas do come to you. In the shower? At the gym? While commuting? Basically at any other time than that two-hour slot you’ve reserved for content creation?

			For me, it happens most often during my morning run. As Chinese philosopher Lao Tzu said, “When the mind is still, the universe surrenders.”

			The thing is, you already produce great content ideas all day long—you just aren’t capturing them. Each golden nugget of professional wisdom you share on a Zoom call…that’s your amazing content. You have the ability to capture and recycle those ideas. That’s the difference between a content faucet and a content fountain. Most of us aren’t faucets; we can’t just twist a handle and pour out ideas. But when we try to act like one, we get frustrated when nothing comes out. This happens to everyone. Even though I’ve been creating content for years, I can’t turn the faucet on and have a great video come rushing out.

			What do your prospects struggle with?

			What problems do they come to you to solve?

			What solutions do they demand?

			Check out your own FAQ page on your website (or your competitors’) for inspiration. Why? If one person is asking, thousands of others are also interested in knowing the answer.

			Jot down the top 10 FAQs that come to mind related to your products and services.
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			This Soul Assignment was intended to get you started. But if you’re committed to being a content fountain, consider keeping your ideas in an app, not a notebook.

			What do I have against the notebook-gathering technique?

			Your great content ideas will fall out of your mouth during a client Zoom call, while picking up organic honey crisps at Whole Foods, and while giving professional advice at the gym. You’re gushing with golden nuggets of wisdom all day long. But your notebook isn’t with you all day.

			You know what’s always at arm’s length? Your cell phone. You’re tethered to that thing like a 13-year-old. Am I right or am I right?

			To prove my point, make eye contact with your phone right now while mouthing, “I love you!” That’s right—do it!

			You love your phone because it is a modern Swiss Army knife, with a thousand problem-solving gadgets you can’t live without. As such, it’s always within your grasp. You know what isn’t with you 24/7? That damn notebook. My hope is that you become a big, beautiful fountain that people stop to admire.

			I use the free Trello app. It’s the central location where I log every FAQ I see or hear throughout the day. For fast access, the Trello website is always open as a browser tab on my computer, and the app is prioritized on my iPhone home screen. The site and app are always synced up, making it a fantastic place for me to write down all the helpful tips I’m sharing with prospects.

    
			HACK ATTENTION IN ZONE 1

			Wendy and I were at happy hour when one of our friends turned to me and said, “Todd, you have to tell my husband the blue Speedo story!”

    

			Full disclosure: I didn’t really want to tell that story in front of a group of people. Especially a group who were only on their first glass of wine. And I don’t really want to tell it to you now. But it does hold the (embarrassing) key to hacking attention.

			At the beginning of every marketing experience, you’ve got to be able to hack attention. You’ve got to be able to do something disruptive, right? Like when you’re watching TV and a commercial comes on, it interrupts the pattern of programming. The same is true with print, television, radio, and some digital-marketing content.

			Now if you know how to interrupt in a marketing and sales context, you can pull people into your message. But this also works in relationships. You see, one of my skills is creating marketing initiatives for a specific person…

			The year is 2000, and I’m falling in love with my hot yoga instructor, Wendy. She’s much more serious than me—I’m a bit of a goofball. And at this point in my life, I’m happy-to-be-single Todd Hartley, running around Scottsdale doing his thing.

			She must have noticed my immaturity, because one night she said, “I just don’t think we’re in the same place in our lives.”

			I started to see less of her. Soon she stopped answering my calls. I was devastated because even then, I knew she was my soulmate. I had to get her back.

			So I laid out a strategy, just like I do for my clients. If she isn’t answering the phone and I can’t get ahold of her, how can I possibly get this woman’s attention? How can I tell her how I feel if I can’t reach her?

			Then it came to me. We met at the gym. And yoga isn’t the only class she teaches. She came an hour early to teach water aerobics for all the older ladies. (Come on, who wouldn’t love her?) I also knew that she was religious about being early to work. She’s thoughtful like that. And I knew the exit she took to get off the freeway.

			So about 15 minutes before I estimated she would arrive, I pulled over at one of the busiest intersections in Scottsdale. I walked to the side of the road, wearing nothing but a swim cap, goggles, and the tightest pair of blue Speedos you’ve ever seen, and held up a sign that read, “Wendy, I love you.” Talk about attention hacking. (Bow chicka wow wow!)

			Look, this is really just marketing. Sure it’s the embarrassing kind. But in essence, marketing is the ability to hack someone’s attention long enough for them to pull over and develop a deeper relationship with you.

			So I was all set up. It was about five minutes until she would arrive. (I was getting mad honks, BTW.) That’s when I heard someone pull up behind me.

			For a second, I was hopeful. Until I heard the cop siren. “Woop woop!”

			Shit.

			“Sir…” He pointed to my shark-printed goggles. “What is going on here? I need to see your ID.”

			“Officer, you don’t understand. I’m waiting for someone…she’s going to be here any second!”

			“Your ID, sir.”

			“Uh, I must have left it in my other Speedo…”

			Not even a chuckle. I was in deep. So I pleaded my case while I retrieved my ID and walked to the cop car.

			“I’m going to do a background check.”

			“No problem,” I said. “But can I get back out there while you do it?”

			To his credit, he said, “Do whatever you gotta do, man. Just don’t get carried away.”

			I bolted out of the car, threw my goggles back on, grabbed my sign, and anxiously looked around. That’s when, right on time, she drove by…and my heart hit the floor. She didn’t see me. She just kept on driving down McDowell Road toward our Scottsdale gym.

			But then…what was this? Brake lights! She put the car in reverse, pulled up next to me, and rolled down her window. “What the hell are you doing out here dressed like that?”

			“I just needed a few moments to talk with you to tell you how much I love you and how foolish I am.” I sputtered it out as fast as I could, while Wendy eyed the cop car.

			And you know what happened? We started a conversation. I disrupted her pattern. I added value and showed my sincerity. #ForTheWin

			Are your marketing tactics as memorable as that? They should be because in essence, it’s all the same.

			(BTW, she even let me come to her water aerobics class and dance with all those old ladies. I mean, I was already dressed for it…)

			So the question is, what is your blue Speedo? How can you disrupt their flow? Can you add something of massive value to them? Can you hack their attention for a chance to develop a deeper relationship?

			While I don’t have a formula for meeting your soulmate, I do have one for prospects.

			Problem, Agitate, Solve + CTA (Call to Action)

			Now that you have a fountain full of content ideas, it’s time to actually make your video. Don’t worry, this isn’t going to be hard. That’s because you’ll start out by using my helpful social-media video script.

			My four-step video script will accelerate your ability to produce video efficiently. Let’s take a high-level view before you learn about each step.
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			#1. PROBLEM

			You’re not going to start the video with an introduction that explains who you are and what you do. Instead, you’ll get right to the problem. What is the prospect struggling with? Simply show your audience that you understand what they are going through.

    

			“In this video, discover how to solve the problem of low email open rates.”

			Then you have to explain why this is a problem.

			“How many prospects slip through the cracks because they never even look at your emails?”

    
			#2. AGITATE (3X)

			An emotionally unaffected buyer will not buy. That’s why you’re going to agitate the problem three times. You will know that you’ve done this right when you can picture them getting irritated by the problem until they act like they are sitting in a dirty diaper. Waaahhh, I need to change! I try to agitate the problem three times, until it is visceral.

    

			“You do realize that only 20% of the emails you send get opened, right? That’s an enormous amount of wasted time during your day. And you’re missing out on hundreds of thousands in revenue opportunities.”

			Do you feel like you’re the one in a crappy diaper now?

    
			#3. SOLVE

			Now release the tension you created in the agitation stage by explaining your solution to the problem.

    

			Instead of setting up your next section with unnecessary words like “I want to share with you,” get right to the solution. Fillers slow down the viewer and make them consider leaving.
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			“There’s a simple adjustment you can make that can increase your open rate by nearly 70%...”

    
			#4. CTA

			Because this video is on social, you’ll need to drive traffic to your website. That’s when your call to action (CTA) comes into place. A CTA is a clear direction for the audience to do something.

    

			“To get free access to my online email training, click the link in the comments below.”
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			SOUL ASSIGNMENT: CREATE ZONE 1 CONTENT

			For this assignment, choose 3 out of the 10 FAQs you wrote down earlier. Then use the Problem, Agitate, Solve + CTA script to get started.
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			Determine what content you need in the video for your audience to easily understand your problem and solution. When you know what you have to do, that’s the time to select which type of video you should create. For each video, decide whether to implement a Teleprompter, Show & Tell, or Selfie video using the decision tree.
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			Now you have a helpful topic, an attention-hacking script, and you know which kind of video to make. What are you waiting for? Go make some content!

			Before we leave Zone 1, let’s revisit the goal. Yes, the primary goal is to be discovered. But that goes hand in hand with moving traffic to your website. That’s why you have a CTA at the end of the video.
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			Did you notice the CTA asked the viewer to click the link in the comments? Did you wonder why I didn’t just add the link to the post directly? Because doing so will downgrade your exposure. The mission of every social platform is to keep the audience on it as long as possible. They don’t benefit from someone going to your website…but you sure do. All the influencers know this—that’s why they put links in the comment section.

    
			SOUL ASSIGNMENT: BUILD A WINNING STRATEGY

			One of the best ways to ensure your marketing strategy works throughout your organization is to literally draw the path your prospect should take to make a purchase. The best part? Drawing is free! If you correct any mistakes in the strategy phase, your budget will go further.

    

			On the following page, you’ll see a strategy diagram to fill out. The top-left corner reads “Zone 1.” The box below represents the video you need to create so prospects discover you.

			Before moving on, ask yourself whether your target customer will be interested in the video. Is the content personalized and relevant to their needs, pain, or frustration? If so, write down the video’s title and leave a little space for the call to action (CTA) inside the content box.

			Why the space for a CTA? Because as you now understand, being discovered isn’t good enough.

			In most cases you have to move people from where they discover you (Zone 1), to a hyper-relevant location on your website (Zone 2) where they can take an action like, learn more, make a purchase, schedule a meeting...something. Now, write that CTA inside the box you drew for your Zone 1 discovery content.

			Example: For more information, click on the link in the comments section below.

			Notice the arrow leading from Zone 1 to Zone 2. This signifies the place on your website where you are going to send prospects. If that Zone 2 page isn’t already created on your site, then draw out what needs to be on that page.

			You’ll learn more about what should be on that Zone 2 later on in this book when I talk about your website.

			But for now, map out the virtual path you want your prospects to take.
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			Look at the arrow between Zone 1 and Zone 2. It represents one of the most common leak spots where leads dribble out of the process, never to be realized into revenue. If you make a regular habit of investing more time streamlining the transitions between zones, you will pump the highest possible number of deals through your process and into a sales conversion.

		

	
		
			Zone 2 
Website

			I was raised in a home predominantly run by women. My grandmother worked for my mom as her bookkeeper. My mom was (and still is) a celebrity interior designer in LA. Plus I have two older sisters. Sure, my dad and grandpa were around, but believe me when I say that my home belonged to the women.

			Growing up, I had awful allergies and asthma. I’m not talking about the sniffles. I mean tear-jerking, nose-draining, throat-swells-if-I-look-at-Fluffy allergies. If you also grew up this way, then I bet you didn’t spend the night in friends’ homes either.

			Add those two facts together and it equals this: My first long-term hang with the guys wasn’t until I moved into the Delta Chi fraternity house at the University of Arizona. (Talk about culture shock.) Me, sniffling Todd Hartley, the 64 guys I lived with, plus the 60 or so members who would stop in every day to “chill.”

			But over time, I adjusted to my new role as a beer-drinking, high-fiving frat guy. So complete was this assimilation that when I came home for spring break, every other word out of my mouth was an f-bomb.

			“Tell me about your classes,” my oldest sister Kim asked sweetly.

			“Oh I f*cking love Comm, but Chem is total shit.”

			Kim shot back, “What did they do to you in that fraternity house?!”

			Yikes.

			I learned a valuable lesson that day. Specifically, fraternity bros think you’re cool if you talk like Snoop, whereas my big sister, Kim, wants me to present myself as the classy, housebroken brother she helped raise.

			The point? If you want to generate optimal results, always adjust your messaging based on the audience.

			Sometimes I imagine these various business prospects as aliens from different universes who each speak their own unique language. If you can speak intimately to each of your persona groups, you’ve not only commanded their attention, but odds are you’re also going to win the deal. That means it’s your job—as a responsible communicator who doesn’t drop f-bombs in front of their big sister—to learn their language and culture.

			Align with your aliens, and you’ll develop deeper relationships, resonate with prospects in their world, and move them through the customer journey at warp speed.
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			How can I be sure? The efficacy of using specific language was proven when the internet enabled highly-targeted ads. Those who ran a generic one-size-fits-all ad to the general public saw incredibly high cost-to-conversion rates. Meanwhile, those who ran ads to a very specific type of buyer persona group saw a dramatically lower cost-to-conversion. That’s why we don’t see generic ads on the internet as often as we used to.
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			“Be a responsible communicator.”

			With this phrase, Tony Robbins reminds us of the importance of speaking clearly and effectively in life and business. A responsible communicator owns not just what comes out of their mouth but also how it’s processed, received, retained, and then shared on the other end.

			And when we own how our information is processed by others, we become an unstoppable force. The question is, are you willing to take full ownership of your communication?

			Most don’t…but the best do!

			Owning the complete path of your message is the difference between an average marketer or salesperson and one of the greatest of all time. #GOATmaker

			This sage advice rings true in sales too. Most of the time, people don’t know how to talk about their products and services. At least not to someone who has never heard of them. When you’ve been talking about what you do for your entire career, you adopt a shorthand. You skip around. You go too fast. You present things out of order. Maybe you even fail to explain industry-specific terminology.

			Have you ever listened in on two breast surgeons discussing the latest tech in excisional surgical biopsy? How about a group of trail runners comparing a 10mm to zero-drop shoe? How would you respond if I asked what your favorite platform is for marketing automation? Once you start describing a caffeine high as “an increase in productivity via central nervous system stimulation due to an umber-colored hot beverage,” you can be confident that your customers have no freaking idea what you’re talking about.

			Own what comes out of your mouth, and own how it’s received on the other end. When you talk about your product or service, use relatable analogies. Look for cues that what you’re saying is being processed and retained. Ask if it makes sense. Are heads nodding? If not, adjust for your audience.

			If you make it easy for them to follow you, you’ll be able to transfer more of your information into their head. And isn’t that the entire goal? When a prospect knows what you know and believes what you believe, that’s when buying becomes a no-brainer.
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			If you think about it, all this boils down to the trend of hyper-relevancy and the buyer psychology of plugging the leaks. Remember, leads flee confusion. What’s more confusing than an irresponsible communicator? And what is less relevant than someone failing to speak in the language you understand?

    
			SOUL ASSIGNMENT: BE A RESPONSIBLE COMMUNICATOR

			One of the easiest ways you can become a responsible communicator is to define every acronym the first time you use them.

    

			Example: If I’m talking with a prospect or client about adding a CRM into their sales and marketing efforts, it’s my responsibility to help guide them through the conversation.

			If I confuse them, I lose them.

			So I need to say something like, “Instead of managing all of your leads and clients on spreadsheets, you should consider using customer relationship management (CRM) software.”

			To feed your soul, the next time you use an acronym, make sure you define it. And anytime someone new joins into the conversation, start over with your definitions. #GOATmaker

			In the same way that you tailor language to your audience, you also have to customize your website. Zone 2 is all about ensuring that your website’s customer-journey page is customized to each of your persona groups. If you do this right, your website will act as a personalized, hyper-relevant, binge-worthy rabbit-hole journey. #LeakFree

			Ready? Let’s go for a guided tour down the rabbit hole!

    
			CUSTOMER JOURNEY PAGES

			When someone discovers you in Zone 1, you need to guide them to a very specific landing page designed for that audience. If you instead give them a CTA to your home page, your bounce rate (the percentage of your website visitors that leave after viewing a single page) will go through the roof.

    

			Once on their individual customer-journey page, the next sequence must address their needs, pains, and frustrations and then offer a solution—your product or service. Properly designed journey pages create a momentum-generating Slip ’N Slide through your buying experience.

			There are quite a few different names for this page, including…

			
					Customer-journey page

					Funnel

					Landing page

					Rabbit hole

					Squeeze page

			

			Leave it to marketers to come up with a bunch of catchy names for the same damn thing. Whatever you want to call it, this is usually a single page on an online platform (like your website) that turns prospects into customers, or gets them to a meeting where they can learn more.

			You can think of this process as Main Street-building. Imagine you are creating your own little world, like in a game of Sims or Minecraft. Your goal is to signal to a specific type of customer that they should turn off the interstate and visit your downtown area. So before you put up billboards, you design the shops and restaurants to resonate with the type of buyer you’re trying to attract.

			If your desired customer is retired, your town might be full of quaint antique shops and trim cottage lawns. (If you are trying to attract me, there should be a wine shop next to a healthy farm-to-table restaurant.) Whoever they are, remember to make your world—your customer-journey page—hyper-relevant to them. Then you market directly to that type of person, signaling them to pull off the interstate and check out your town.
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			To help you win all the time, my method breaks your message down into easily digestible pieces.

			If your solution is a deliberate, well-thought-out purchase and your prospect has traditionally been led by a salesperson who answers questions and closes deals in meetings, your journey page should NOT be an in-depth technical description about your solution. In other words, don’t create a text-heavy owner’s manual. Instead, provide the minimum information your target prospect needs to know before they’re willing to schedule a meeting.

			If you sell a direct-to-consumer item, the customer-journey page needs to provide only the most important information they will need to make a purchase decision.

			This exact topic came up when my wife, Wendy, and I were at dinner with a couple of friends.

			As the ladies chatted about yoga poses, I was nerding out about Zone 2 tactics over cocktails with my friend, Hugh Collins—IBM’s security domain specialist and their former North American sales leader for SaaS Security.

			Hugh said, “Far too often, salespeople and marketers confuse selling with implementing. They also confuse selling with overeducating. Either way, the results are the same. If you give too much info (data, specs, speeds, or feeds), and not enough focus on what the buyer needs to know to determine that this solution will meet their business objectives, you’re going to lose the deal.”

			And you know what I said?

			“DAMN, Hugh…you just earned your way into my book!”

			Your business takeaway from my nerdy cocktail conversation is not to make your customer-journey page an owner’s manual. Instead, the page should only provide the most important information that inspires the buyer to take your desired action—like to schedule a meeting or make a purchase. #Cheers!

			Of course, many businesses have multiple ideal customers. A medical device company could make a product for a heart surgeon, but the nurse in the operating room might use it too. And despite their shared primary concern of whether the tech positively impacts patient outcomes, their secondary concerns might differ.

			For example, the nurse could be concerned with ease of setup. Does this device connect with their existing patient medical-records database? Is it easy to clean?

			Meanwhile, the surgeon will be interested in ease of use. Is it simple to operate? What are the ergonomic benefits? Will this device keep my hand from cramping up?

			But even if both the surgeon and the nurse love the device, that’s still not enough.

			They don’t control the money. And the hospital’s Value Analysis Committee (VAC) doesn’t really care about the surgeon’s ergonomic preference or whether the device is easy to service. The VAC is going to make their purchase decision based on the economic impact it will have on the hospital’s bottom line. Does this device make the surgeon more efficient? Does it speed up operating room time? Does it decrease expensive return visits to the emergency room?

			Follow the path to the money. Ask yourself who needs to be influenced differently. Then create unique pages for each of their needs.

			In 2018, I attended a medical conference where the latest research in the fight against cancer was being released. My friend and video rock star, Dr. John Williams, was also there. He introduced me to Faith Zaslavsky, the national sales director for the Oncology Business Unit within Myriad Genetics, a $2B genetics company.

			We talked about how sales and marketing teams needed to use video to sell faster in this new remote world.

			A week later, Faith called to ask if I would train her to sell remotely.

			Soon she was using her vacation time to fly to Arizona. During a WireBuzz strategy session, we learned that the biggest growth area was with breast surgeons.

			At this point, you might be thinking, “Todd, the next steps seem pretty easy. All you have to do is create a customer journey on their website for breast surgeons.”

			Not so fast. We dug deeper and discovered there were actually three types of breast surgeons they were trying to influence. And each had different needs, pain points, and frustrations. We explained that part of the reason Faith wasn’t getting the results she wanted was because they couldn’t meet the expectations of all surgeons with a one-size-fits-all journey page. We named Faith’s different surgeon groups the Non-Believers, the Dabblers, and the Believers.

			Non-Believers: This breast surgeon persona was somebody who had never ordered a diagnostic test for a patient before. They didn’t understand how such a test could lead to personalized treatment decisions that generate better patient outcomes.

			Dabblers: This persona occasionally ordered the test, but they needed to know why every patient deserved to have it performed and how the test findings elevated patient outcomes.

			Believers: This persona was already preaching the good gospel and used the test every time. They needed to know the latest updates on research. Why? Because Believers are on the forefront. They’re the early adopters and the evangelists who crave the latest information and who then spread your message to their peers.

			Do you see how these three types of breast surgeons have different needs, pains, and frustrations?

			After I trained Faith, my team started building out her three journey pages. The in-house video production team flew across the country to record journey-page videos with her three key opinion leader (KOL) surgeons.

			Then her marketing and sales leaders came out to Scottsdale, Arizona, for training. I taught her salespeople how to use their cell phones to create personalized videos that were designed to help support surgeons through their sales process.

			At the end of the year, she sent me a text saying that it was the company’s best year in 14 years.
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			Now all of that is great. We all want to see our business revenue take off and to receive accolades from the CEO. Plus it’s super exciting when driven, talented people implement our strategies to generate huge results.

			But come on…Faith used her vacation time to learn how to sell remotely. There’s got to be a little more to this story, eh?

			The next year, she was promoted to general manager. A year later, she became president of oncology within that $2 billion company.

    
			PERSONA GROUPS

			If you are truly committed to winning more often, start thinking about the persona groups you serve. After all, adding persona-centric text, images, and videos to customer-journey pages can increase the conversion rate by 86%25. So yeah, it’s worth it.
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			Each of these groups are looking for different things, right? Even if they are on the same team, each persona group may have their different interests and needs.

			See how easy that is? As we proceed, everything will build off your persona groups. This includes what your marketing and sales team does on a daily basis.
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			Soul Assignment: Persona Groups

			Let’s examine how we might create persona groups for the medical-device company above. For each group, I included their #1 frustration or challenge as if they were describing it to me. You’ll notice that each persona group has different pains, wants, and needs.
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			Now it’s your turn! Following the example above, identify at least three different persona groups and write down their frustrations as if they were speaking to you.
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			Once you understand these different personas, you can start to build out their customer-journey pages.

			
					The surgeons and OR nurses want to see high success rates and good patient outcomes. They probably want to learn about relevant studies conducted by their colleagues too. (At least as long as they’re presented in a passive learning mechanism like video.)

					The nurse/technician needs to see the specs. They want to know how this piece of equipment works; what happens if it fails; and whether it can integrate with the current setup.

					And the administrator? They want to know that the device will impact patient outcomes, but also that it will be a smart economic choice. How do the numbers add up? What’s the price point? How long will the equipment last? What other institutions are using it?

			

			Same product, completely different languages.

			By the way, you probably already communicate to persona groups naturally. When you’re at a party, you might find yourself bringing up different topics when speaking to various groups of people. You might change up the way you speak, the words you use, even the way you gesture. I changed my normal family-friendly communication style at the fraternity house to include more f-bombs for a reason! I needed to fit in. The ticket to entry into different groups requires a change in communication styles. I’m sure you’re already doing this verbally, but now it’s time to do it on your website.

			BTW, that’s not fake—that’s personalization power.

			So while you consider the types of people you serve, think about how you might change the way you speak to them at a party. Don’t overthink this.
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			Before I teach you how to use these persona groups, I have to ensure there isn’t a breakdown between Zone 1 and Zone 2. Let’s do this.

    
			Zone Breakdowns

			We love riding specialized bikes over here at WireBuzz. So pretend that one of us just discovered new shifting tech on a Facebook ad. One rider was frustrated by the lack of precision of their old shifters, so they clicked on the ad to learn whether the new tech is compatible with their current setup. (That’s Zone 1: Discovery)

    

			Expecting to move from the specific ad on shifting, imagine their disappointment when instead they were sent to a generic home page. Suddenly, they’re staring at helmets, tires, kits, mountain bikes, and just about everything BUT shifters.

			That’s a breakdown between Zone 1 (discovery on social) and Zone 2 (hyper-relevant customer-journey page) on the website. That breakdown creates confusion, which becomes a leaky spot in your sales process where the lead dribbles out.

			How would you react if you were looking for a specific solution to alleviate a specific problem? You’d probably go to a competitor. All people care about is the solution to their problem.

			Don’t throw away the rule of personalization power in this critical stage! Guide your prospect directly from your helpful social post or ad to the page that’s most relevant to them.

			What if the first thing they saw was a video that spoke to their frustration?

			“Clunky, imprecise shifting is wearing your components out faster and slowing you down…”

			Now we’re getting somewhere.

			People care about the pain, struggles, and frustrations that impact them. That suggests there is a logical Zone 1 handoff to a very specific Zone 2 landing page. This is one play you can’t afford to fumble. Not only is this handoff a huge deal, it isn’t necessarily intuitive if you’ve never created a rabbit-hole journey before. That’s why the WireBuzz Strategy Team created the Momentum Method, a five-step process to build your customer-journey page.

			A prospect gains momentum by adhering to all the trends we covered earlier, from FKC to Netflix. They need to effortlessly gain knowledge and make progress toward the purchase.

			In fact, I built momentum into this book too. When the text is brief—the sentences, paragraphs, and chapters are short— it helps you as the reader feel like you are making progress. Things make sense and all your “I’m friggin’ crushing this” dopamine kicks in. And yeah, you’re crushing it!

    
			The Momentum Method

			The Momentum Method is the culmination of decades of experience—everything we know about buyer psychology, personalization power, hyper-relevancy, FKC, and binge-worthy buying experiences. It’s a foolproof sequence of information designed specifically for your website to move your prospects through the customer journey.
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			The Momentum Method has five steps. The buyer goes through each one, almost like a video game player leveling up. To make it as easy to implement as possible, I turned each stage into a question for you to answer about your buyer persona. Ready?
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			The use of video is essential to the Momentum Method. You already know that people are 4x more likely to watch a video than read text.

			Now let’s dig into each question in detail.

    
			Question #1. What does your target audience care about today?

			Hint: It’s not your product. Actually, this is one of the biggest mistakes most marketers make. They’ll start raving about their new products at the very top of the homepage, as if their prospects already wanted to buy.

    

			This model works for eager consumers in a passion market, or markets where the customer already cares about the product, like sports equipment. This also works well for a company like Apple because everyone already knows what an iPhone is.

			However, that’s a small percentage of prospects (even in a passion market), and most brands aren’t in a passion market. It’s hard to imagine anyone geeking out over medical devices or industrial windows or a realtor’s new home-buyers page.

			“I’m really excited about these new windows, but I just have so many good memories looking out the old ones—I’m not sure I can switch!”

			Yeah right. If every market were a passion market, product-centric would be a great model. But even in a passion market like road biking, some products aren’t as sexy as others.

			The right message in Step #1 is problem centric. Your customer came to you because they have a problem they hope you can solve. An easy way to get started is to align with what the target prospect cares about right then. Just ask yourself what story about pain and frustration is already playing out inside this specific prospect’s head when they get to the top of the page.

			[image: ]

    
			Question #2. What is the real desire hiding below the surface-level problem above?

			The answer really depends on the type of solution you provide.

			For some prospects, their problem might just be…well, the problem. Nothing more, nothing less. The problem is “I need new windows” or “a better operating system.” And that’s okay!

    

			But sometimes problems are like icebergs. There is what’s visible on the surface, but something larger and more meaningful under the water. In this case, resist the temptation to talk about your product and instead think about why your prospect is looking for a solution. The issue your customer states might not actually be the driving force behind their decision to buy.

			Remember my example earlier about specialized bikes?

			The surface-level problem that first attracts the rider is the fact that wear and tear on their gear has been slowing them down.

			But below the surface is the real desire.

			What is that? They want to feel elite. They want to perform better. They want to feel like a pro rider, even if they’re not. And they want to breeze past their cyclist pals on weekend rides and show them who’s boss.

			When you properly frame up your prospect’s surface-level problem and the real desire below, something magical happens in your prospect’s head. Now they understand the problem more intimately and you’ve perfectly positioned yourself to become the only logical solution, before you’ve even mentioned your product.

			Let me give you an example. As I’m writing this section, the WireBuzz Digital Strategy Team and I are working on a proposal for an amazing company that offers natural products to help promote clear skin.

			Picture that iceberg again. What’s their prospect’s surface-level problem? They want to clear up their skin and remove the blemishes.

			But below the surface, the real issue their prospect is struggling with is their ego. They aren’t confident about themselves, they don’t feel attractive, and they want to clear up that insecurity—not just their zits. They desire beauty.

			Once you understand your persona well enough, it will be easy for you to see when the problem is just surface level or whether you have to address your prospect’s underlying problem too. Either way, resist the temptation to automatically insert your solution in the #2 spot. Your time to shine will come later, after you properly frame up why your competitor options are inferior.

    
			Question #3. Why are competitor options inferior?

			Show your buyers (in the classiest way possible) that no other solution will do but yours.

    

			Are you sweating yet?

			When I tell most of my clients they need to address their competition, they clam up. Some even get irritated.

			“Oh come on, Todd. You can’t possibly expect me to talk about my competitors on my website. That is so unprofessional.”

			Or even, “You are out of your f*cking mind.”

			OMG, I hear you!

			It’s normal to feel uncomfortable with this step. But I want to let you in on a secret. Your sales team has been doing the dirty work on your behalf this whole time. They’ve been in the trenches whispering, “You know, with Company XYZ, this is where their product fails” or “this is why their solution is inferior.”

			But in a remote world where 82% of buyers say they don’t want to talk with a salesperson until they’re ready to buy, it’s hard for salespeople to even have the opportunity to own this unpleasant part of sales. That means this vital portion of the sales process now has to be lobbed into marketing’s Zone of Influence, right in the rabbit hole.

			And if you are still resisting, know this: If you don’t address your competition yourself, you’re giving your prospect a reason to leave your site and find that out on their own. And you can bet that your competition won’t miss a beat in telling your prospects about YOUR limitations. Does that make you nervous? It should.

			Buyer habits and sales tactics are linked. When buyer habits change, the sales rules change too. So the easier it gets for a prospect to check out the competition, that’s all the more reason for you not to give them a reason to do so.

			And while the way we position competition might have changed, the act of doing it is one of the oldest sales tactics. I’m not a bona fide historian, but I’m willing to bet every prehistoric hunter was talking trash about the rotten game his neighboring tribe was peddling.

			You don’t have to make enemies when addressing your competitors. It isn’t necessary to list a specific company by name. Instead, talk about competitive products. Show how their solution doesn’t actually solve the right problem.

			For example, if you’re a business consultant who focuses on company culture, show why consulting with a personality test is the wrong approach for most teams. If you make industrial doors, explain why those made with composites aren’t high enough quality for high-end residential. If you are the administrator of a nursing home, mention that other facilities don’t accept Medicaid. And if you sell cycling gear, show how your shifters are more precise than others.

			Soon you’ll read about a case study where my client goes through the Momentum Method. You’ll see how a company can take the classy approach by explaining why their competition’s solutions are inferior, without naming names.

    
			Question #4. What is the best solution? (Yours!)

			Finally it’s time to talk about your product. Remember how I said that there is a time and place to educate your prospects? Do it now! Once your prospects are at Step #4 in the Momentum Method, they are eager to learn more about what you can do for them.

    

			Why do you have the perfect solution to your prospect’s problems? Similarly, why is your solution perfect for your prospect’s specific case? Be succinct. They need to go through this information easily in order to build momentum.

			Most marketers intuitively start the customer journey at this stage. If you’ve made that mistake, you have an alignment problem. And I bet you’ve either been on the giving or receiving end of an “alignment mishap” at a bar. (Beyoncé’s single ladies, this is for you.)

			You know when you’re in a bar and somebody starts hitting on you? Maybe he’s like, “Hey, why don’t we get out of here and go see my fish tank?” You are instantly creeped out and totally annoyed. Meanwhile, everyone else at the bar is like, “Dude! What are you doing?!”

			This bro started at Step #4, explaining why his solution was the best, when he should have begun at Step #1, and aligned with what was important to you at the moment. Nobody wants to be that guy. So instead, let’s have at least a little bit of class and transition our prospects in the right sequence to get them to the magic word, yes, more quickly.

			For the record, the world is full of equal-opportunity creepiness. So are sales and marketing. Alignment isn’t gender specific. (Although there is a fish tank bro, isn’t there?)

    
			Question #5. What lingering questions or doubts must be addressed for them to act?

			No matter how awesome your product or service is, your prospects are going to have lingering doubts and reservations. The trick is to knock down common objections before they stall out the sales process. If you handle the common late-stage questions and doubts right away, you’ll empower your audience to self-select whether the product is right for them and you’ll attract better fits. (And your sales team will love you for it.)

    

			Then let’s take a closer look at how to pull this off.

			Notice in the graphic on the next page that you’ll take your prospects through Steps #1 through #5 in rapid sequence in the Overview video.
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    ​
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			The Overview video is the first thing your prospects see on their rabbit-hole journey. Notice it’s a video, not a wall of text. If you take away only one thing from this book, let it be that you must start the journey with a video.

    

			Overview videos are typically between 1½ and 2½ minutes long. Now forget what I just said, because I don’t want you to focus on timing but instead on the message you want to deliver. My typical rule of thumb is to stay high level. It’s a friggin’ overview, not a documentary. Just trim the treetops, don’t go down to the roots. Be succinct and compelling, and don’t go a second longer than necessary.

			Your goal is to provide clarity, not overwhelm with confusion.
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			Next you’ll use bits of text (50-100 words max), photos, and video to explain more about the problem.

    

			As with all elements of your website, think about relevancy when selecting photos. If your journey page is for medical oncologists, don’t show photos of a surgeon. Instead, show images of a medical oncologist working in their office to make the page feel more personal and relevant to them.

			Here it’s okay to educate your prospects a little bit, as long as it doesn’t take too long to get to the point. Remember, the more words you use to explain each portion of your customer-journey segment

			
					the slower your reader’s momentum will be

					the more mental calories they need to burn to figure out your value

					the harder learning about your solution will feel

			

			Don’t make your prospects jump through too many mental hurdles.
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			Then you’ll insert a Testimonial Story video, or a hyper-relevant testimonial by your raving client from the same persona group that has clout in your industry. By the way, I wanted to call this video the “persona-centric key opinion leader testimonial story video” because that’s the most accurate title I could think of. However, it nearly spanned the entire page, so I had to compromise. Let’s break down the key components of this very important video.

    

			We covered persona groups while discussing customer-journey pages. When I describe content as persona-centric, I mean the content is hyper-relevant to the persona group you are speaking to. That means the video should speak directly to the needs, pains, and frustrations of your prospects.

			A key opinion leader (KOL) is someone within your industry that is held in high regard. This person is trusted and respected, and therefore can influence the opinion of your prospects. They should also be someone who has worked with your company before, and can credibly discuss the incredible results they’ve had because of your product or service.

			Testimonials, or a description of benefits received from a product or service, have the highest conversion rate of any video you can create. Why? Because your KOL has the persuasive power of being in the same persona group as your prospect. A testimonial from someone your prospects respect exudes credibility.

			So far, I imagine you’ve been nodding along as I describe each element in a Testimonial Story video. But this next one might give you pause: Story. Most marketers make Testimonial Story videos that look like the client should be in an orange jumpsuit. You’ve seen these videos. It looks like they dragged their KOL into the studio and interrogated them. You can just tell how uncomfortable they are.

			I’m not going to allow you to make that same mistake. You see, far too often a Testimonial Story video features a reluctant client forcefully pushed up against a wall, with deer-in-headlights eyes, saying something terribly awkward like, “I used company X, Y & Z, and it’s been a great experience because...”

			If the testimonial looks like a hostage video, you’re going in the wrong direction. CUT THAT OUT! It’s not helpful. It’s not persuasive, and it’s not a story.

			We are all children of the television generation. And if you want to persuade us, all you have to do is tell stories, which we are conditioned to see.

			WireBuzz has won a dozen major marketing awards for our testimonials because we follow the Hero’s Journey framework originally explained by Joseph Campbell. We’ve found this approach resonates deeply with the target audience.

			So let me break this down for you.

			Who is Luke Skywalker? The hero of the journey! Who’s Obi-Wan Kenobi? The lovable mentor who teaches our hero that the force is the solution to his problem. Your client is Luke Skywalker, you are Obi-Wan, and your product, service, or solution is the force that empowers the hero to achieve their goal.

			(I don’t know who I heard this from originally, and I wish I could give them credit, but it’s just too good not to share it with you.)

			Here’s how it works.

			Suppose Jerry hired you as a business consultant. In his testimonial on his website, he might say something like this:

			Hey, I’m Jerry. For years, I struggled to get the most out of my employees. Their productivity sucked. I was constantly frustrated because people weren’t giving me their all. I felt hopeless. So I looked for options in the marketplace. I went to the weekend workshop that everybody knows about and I read that book by that one guru.

			But it wasn’t until I hired Blue Consults that I had a breakthrough. They helped me increase the productivity of my employees and my company forever! To this day, I still get emotional talking about this experience. They allowed me to be the leader that I always wanted to be. I just didn’t know how to get there.

			Jerry used the Problem/Agitate/Solve method I mentioned in Zone 1. He named the problem: low productivity. Then he agitated it by explaining how it made him frustrated and desperate. You can bet that the prospect watching feels the same. And that’s important because you have to make your audience feel the problem, the frustration, and agitation.
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			Finally, he talked about the solution. Notice how relieved Jerry is now? Can you feel how the tension was released when the solution was presented? All stories need to resolve tension in the end.

			Remember how I told you that you don’t have to be rude to talk about your competition? One loophole is to allow someone else to do that dirty work. Jerry explained why competitor solutions weren’t a good choice for him.
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			What is the #1 objection that you hear? Usually, it’s something like, “Well, have you ever done something specific to my industry?”

    

			And the salespeople are like, “Dude, it’s all the same!”

			Look, everyone thinks their business is a special snowflake. Even if you implement the exact same strategy, you’ll increase your revenue if you treat them like individuals. Show them that you are uniquely qualified to help in their specific industry.

			Here you’ll also include a Next Steps section so your prospect can continue down your rabbit-hole journey, whether that means filling out an application, speaking with a salesperson, or navigating to a product page.
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			This is where you address any lingering questions or doubts that need to be knocked down before the prospect will act. Usually these are late-stage questions, or ones that arise later in the sales process. If you don’t know the most common late-stage questions for your business, just ask your best salesperson. They handle them every day.

    

			Common Late-Stage Questions

			
					Is it safe?

					Is it effective?

					How long will it take from start to finish?

					What does the research say?

					How does the technology work?

					How much does it cost?

					Can I set up a payment plan?
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			“Todd, you can’t possibly ask me to put pricing on my website. That’s so unprofessional!”

    

			YES, I do recommend you add pricing, because cost is the #1 friction factor for a prospect as they go through your website.

			My strategy team at WireBuzz is one of the most talented groups of marketing nerds I’ve ever met. #NerdHerd

			Yet when they came to me several years ago with an unusual request, I had a hard time saying, “Yes.”

			“Todd, we need to add pricing on our website.”

			It wasn’t that I had any objection to that level of transparency. But our projects are totally customizable, based on each client’s unique needs. How could we possibly include pricing when no two projects were ever the same?

			But they asked again. And again. And again.

			Until eventually I said, “Fine. I don’t think it will work, but you guys obviously have a reason for it. I have no clue how to do this, so you’ll have to figure it out.”

			Turns out, they had been strategizing about it for three friggin’ years. Their solution was sort of like a Starbucks menu. Clients could order a “tall, grande, or venti” package that would change based on what kind of fancy milk they added.
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			All we needed to add was a little asterisk with a note explaining that the final price would be calculated after creating a customized plan, and BOOM—we were ready to go.

			I was skeptical, but I trusted my team. I gave them the green light.

			And almost overnight, we noticed a remarkable change. Suddenly our prospects started vetting themselves.

			(Said in your best Charlie Sheen impression) WINNING!!

			So instead of having three meetings with a prospect before the big price reveal, my sales team interacted with people who already knew they could afford us. Imagine what you could achieve if your prospects self-selected whether they could afford your service. How would that change their experience with you and your team? What if none of your prospects ever had to feel sucker-punched by that price reveal again? What if your sales team didn’t have to do the punching on your behalf?

			For us, it was incredible.

			Once we put pricing on the website, 80% of the prospects who had received proposals became clients. That means my sales team didn’t waste their time and energy on crap leads. Nor did they go through the emotional roller coaster of a price reveal. And my clients didn’t have to suffer through sticker shock.

			Look, people know what they can afford. I don’t care how good your top salespeople are—they probably won’t convince someone to spend more than they are comfortable with. And if they do, it’s pretty damn likely that person will have buyer’s remorse. Even if they receive excellent service, the expenditure will outweigh the benefit.

			Here’s another way to think about it. Cost is the #1 friction factor for a prospect. And when they don’t see your pricing, do you know what prospects do? The same exact thing you do when you’re on a website and you don’t see pricing. You bail off that site in a hot second, find their competitor, and start the evaluation process all over again.

			Something else interesting happens here too. And it’s part of what makes Netflix so damn irresistible. We love Netflix because it’s

			
					personalized and relevant

					on-demand

					binge-worthy

			

			I’ve talked a lot about numbers 1 and 2, but the secret to making something easily digestible is a little harder to put your finger on. Personalization power and the ability to consume day and night are definitely part of the equation. But there’s something more going on.

			Why do you let Netflix auto-play the next episode instead of going to bed on time? Because you have to know what’s going to happen next. This feeling of urgency is created with an open loop.

			An open loop is a storytelling technique where the narrative leaves a few questions unanswered at the end. Have you noticed the most addictive shows use unresolved plot points to build suspense with a cliffhanger? When you binge-watch a show, what keeps you glued to the screen? It’s that delicious storyline that wasn’t resolved at the end of the last episode.

			Can you guess what the most powerful open loop is? The temptation of reaching the bottom of the page to find pricing.

			If you’re still not convinced (it took me three years to buy in, after all), then let me put this a different way. What happens when you get to the bottom of a page and you don’t find any pricing?

			I think it’s annoying. I hate it. Sometimes I hate it so much that I don’t even bother to find out how much the service costs because it’s too much of a hassle.

			If you just said, “Todd, this topic isn’t relevant for our business. We reveal pricing when our prospects talk with our salespeople,” that’s totally fine with me…if we all went back in time and the year is 2010.

			Truth is, it’s no longer about the needs of your business—it’s 100% about your prospect’s expectations.
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			They expect clarity, answers, and pricing, on-demand, at their fingertips

			If you want to sell the vast majority of your prospects, you can no longer force the buyer into old-world tactics.

			If you integrate open loops from one video to the next into your rabbit-hole journey, you’ll make the experience episodic. In your Overview video, teasing a promise to dive into the story of your Testimonial Story video can be an open loop (as long as you’ve chosen someone your prospect wants to hear from). A promise of life-changing results from your KOL can be too.

			Then in your Testimonial Story video, use another open loop to tease the viewer with what the next steps or implementation look like. Then answer those questions inside your third video on the page, Next Steps/Implementation.

			Did you see what I did? I just dropped an open loop on you.

    
			THE THREE TYPES OF VIDEOS EVERY JOURNEY PAGE NEEDS

			Not only do you need an effective marketing message, you also need to deliver it in a way that holds your prospects’ attention to the end.

    

			An ROI-focused customer-journey page needs three core videos:

			
					Overview video

					Testimonial Story video

					Next Steps or Implementation video

			

			Over 80% of buyers don’t want to talk to a salesperson until after they’re ready to make a buying decision. Just like asking a kid to clean his or her room, asking people to do something they don’t want to do is a low-success tactic.

			But I can hear you already. “Well, Todd…our industry has always asked prospects to request a demo.”

			That’s great. But if someone wants to learn right now, get out of their way! Don’t make them jump through hoops or fill out a form. You’re just creating friction.

			“Yeah, Todd. But we need to control who’s learning about us so we can follow up with them and limit our competitors from knowing how we do it.”

			Really? Your competitors already know what you do. But potential buyers don’t, because you’re slowing them down from discovering why you’re the best option.

			Need proof? Software company, Marketo, dumped their Request A Demo process after a four-minute on-demand Demo video increased their conversation rate by 1,100% and increased the speed at which new leads became marketing-qualified leads by 6x! What happened? When Marketo stopped asking buyers to do things they didn’t want to do, they took away a major friction point.

			If you could increase the speed at which new leads became marketing-qualified leads by 6x, your company would throw you a friggin’ parade. Instead of saying, “Our business has always scheduled demos” and maintaining the status quo, start growing your business by doing what makes sense for your customers.

			Research found that once customers got (on average) 57% of the way through the customer journey, something changed.26 All of a sudden, people wanted to talk to a salesperson. Now that’s just an average, and it doesn’t mean that we should only create content for two-thirds of the rabbit hole. What about the rest of your prospects? Do you just hate money? Customer-journey pages are a bit like a runway. The pilot may not always use the whole thing, but we’re grateful they have it when they need it.
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			You may also consider a Demo video. If you’re going to use a Demo video, keep in mind that it is counterproductive to ask your prospects to request a demo. If a buyer wants to learn about your solution right now, why pump the breaks and make them wait for the salesperson to call back? Just let people learn when they want to.

    
			CASE STUDY: USING JOURNEY PAGES EFFICIENTLY

			I understand that creating multiple rabbit-hole journeys for each persona group can seem like a lot of work. However, it can be done efficiently. Often only a handful of elements must change between different groups. Let me show you how.

    

			A client specializes in removing stubborn fat from people using a freezing technology. The company serves three different persona groups. All of them are healthy but looking to remove stubborn fat noninvasively. Let’s check them out.
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			The company uses the same technology regardless of where the stubborn fat resides, yet all these persona groups have different needs, pains, frustrations, and humiliations. But when you look at the five steps, the journey pages are virtually the same. Let me show you the one for Group #1, for those with a double chin.
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			Notice the rabbit-hole journey always starts in the same place—by answering the question, “What do they care about today?” For this particular group, that’s getting rid of the double chin, of course!

			But that’s not really what they want, is it? So what’s the real problem for you to solve? Deep down, what they actually care about is regaining their confidence, feeling sexy, or looking younger. Now we’ve connected with them on a deeper level. That means it’s time to address why competitor options are inferior.

			This client is the best at what they do, so they didn’t necessarily need to target other fat-freezing technology. Actually, their competitors are other options for fat loss—like liposuction, diet, and exercise.

			However, the technology isn’t really for folks who would qualify for liposuction. Many of their target prospects are a healthy weight. Liposuction is also painful, invasive, and has varied results.

			How about diet and exercise then? Well, these persona groups already exercise and have healthy diets. This technology is special because it removes stubborn fat that diet and exercise can’t.

			Now that all the other options are inferior, they can explain why the client’s technology is the absolute best.

			Next, they address any of those lingering questions or doubts their persona group might have after watching the Testimonial Story video, such as cost, safety, efficacy, and FDA approval.

			Now let’s look at the next group.
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			How do we transition from these different persona groups? The argument is virtually the same down the page. Yet you’ll notice a few key differences.
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			Notice how similar these journey pages are? Sure, we needed to make minor changes in some copy and switch “double chin” out for “belly fat,” but the bulk of the journey page is the same. Why? Because competitors at Step #3 are the same, the solution in Step #4 is essentially the same, and the lingering doubts in Step #5 are the same. Once you’ve modified your videos, images, and text for each group, you’re ready to start engaging them in a personalized and relevant way.

    
			How To “Spy” In Zone 2

			Remember the last time you bought shoes online? Maybe you hopped onto Amazon and browsed for a bit. But then your friends convinced you to go out for happy hour. A few frozen lavender limoncello slushies later (What? It’s hot in Arizona.) and you were back at home, scrolling through the feed on your phone. But then oh…what’s this? An email notification for the shoes you looked at earlier? So you went and did some drunk Priming. And two days later, those shoes showed up as a little surprise party for you!

    

			Tracking in Zone 2 has two elements: remarketing and knowing who is watching.

			Remarketing is the act of using automation to re-engage prospects who have bounced out of your rabbit-hole journey but might still be interested in buying.

			Depending on your marketing tools and user’s privacy settings, when someone engages with your website or content, their behavior can be tracked. After they leave, that tag allows you to then re-engage them with emails or dynamic elements, based on the triggers you’ve defined in your tools. You didn’t buy those shoes the first time around, so Amazon was triggered to send an automated email to the address associated with your account ID.

			[image: ]

			It’s impossible to engage leads with the same level of precision that remarketing can provide. Drunk Priming is a funny example of how this works, but believe me, remarketing can change the trajectory of your business and even people’s lives.

			When Wendy was diagnosed with breast cancer in 2013, she had one very stern warning for me and her doctors: no chemo. Her exact words were, “If I need to take chemo, I’ll just run away.” And let me tell you—that girl doesn’t lie, and she can run.

			So every night when Wendy climbed into bed, I got online and researched which patients benefited from chemotherapy. Six weeks later, when we had to make the most important decision of our lives, Genomic Health’s ad remarketed us with the headline “Not Every Patient Benefits From Chemo.”

			And sure enough, with the help of Genomic Health, we were ready to make an informed decision when Wendy’s oncotype DX test results arrived. And guess what? No chemo! We found out her specific type of cancer wouldn’t benefit from chemotherapy. (Oh and she didn’t run away from me!) Without remarketing, we may not have had all the information we needed to make a smart choice.
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			Great salespeople and marketers have always been able to figure out which leads are the serious buyers. In the old days, they did this by reading body language and having conversations. But in the remote-first world, the very best analyze the digital “body language” of buyers by evaluating their analytics and how long they watch a video.

			Need an example?

			I don’t watch knitting videos. I know, big revelation. I’m just not a buyer. But my mom crushes these videos. I know because when I visited her during my sister’s pregnancy, I saw her learning how to knit baby booties. She watches those videos through to the end.

			My point is that the longer someone watches a video, the greater their interest. So if you can just figure out how long your prospects spend in your rabbit hole, you can prioritize leads based on engagement.
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			Sales Rock Star: WireBuzz

			Before we started educating our prospects with video and covertly tracking their video-viewing attention spans, it took us nine weeks to close a deal from “Hello” to “Sign here.”

    

			Then we added essential knowledge-transferring videos on our website, and we learned how to “spy” on our prospects. When someone watches more than 80% of the video, our sales rep is notified.

			Why is that important? Because it helps our sales team evaluate whether a specific prospect is interested and decide whether to follow up.

			Net Result: We started closing deals within three weeks, and we eliminated 66% of the wasted sales time. Which meant my sales reps were closing three deals in the same amount of time it used to take to close just one.

			[image: ]

			Now instead of chasing everybody with the same amount of urgency, you can start prioritizing prospects based on their level of interest. But you don’t have to be a video-marketing agency to get those results. Let me show you how one of my clients did it.

			You’d think the bigger the budget, the better the marketing strategy. Not so! This multinational pharmaceutical company spent more time thinking about their booth than their follow-up strategy. Whoops!

			I convinced them to instead target based on their persona groups. Now when the company appears at events, they sort each person who comes to their booth into their appropriate persona group as they scan their conference ID badge. Pretty slick, right?
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			Then after the event, they can send hyper-relevant follow-up information to the appropriate group.
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			SALESPEOPLE IN ZONE 2

			Sports fans, I hate to break this to you, but Tom Brady is clearly not the most physically gifted guy to ever play quarterback. There might be a hundred other quarterbacks in the history of football who were more physically gifted than he is. So what could it possibly be that makes TB12 the GOAT?

    

			Well obviously his wife, Gisele. But another reason is that he runs the right play at the right time. And salespeople who do this close deals at freakish rates. How? They run different plays based on who they are talking to.

			On a day-to-day basis, every salesperson should direct prospects to the right rabbit hole based on their personas. It’s been this way since…well, forever. In the old face-to-face business world, the best salespeople would change their stories based on the type of prospect they were selling to.

			The same is more or less true in the remote-first world. Except the sales rep needs to operate like a traffic cop, standing in the intersection and directing individual prospects to their customer-journey page.

			Let’s watch it happen in real time.

			Pretend you’re a real-estate agent specializing in first-time homebuyers and investment properties. While all your sales will be within roughly the same price point, the needs of each potential buyer couldn’t be more different.

			You get a call from a young family looking for their first home in the neighborhood. This client likely needs a lot of help, from evaluating price-to-value; navigating the mortgage process; and understanding appraisals and inspections. They’ll want to know about the local schools, outdoor scene, and breweries within walking distance. And between you and me, they’re probably really nervous, so they’ll need some encouragement too.

			Knowing all this, you send them a brief email with a link to your video. Like this…
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			Now let’s pretend an investor is interested in that same exact property to use as a rental. Same transaction, but this buyer is looking for a completely different experience. They’ve been through this process before, so they aren’t nervous and they aren’t interested in you holding their hand through the sale. They want to know whether the property is a good investment.

			With that in mind, you make them a bingeable experience that will help them invest intelligently.
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			See how personalized and relevant those two customer journeys are?

			First-time homebuyers have very different needs, pains, and frustrations than seasoned investors. Residential buyers have different expectations than commercial ones. You’ll convince and convert at a faster rate once you tailor your approach to whomever you’re talking to.

			Let’s check out a few more examples.
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			When you run the right play for the right prospect—when you send them to a journey page that’s personalized and relevant to their needs—you will become the GOAT in your industry.

    
			SOUL ASSIGNMENT: YOUR JOURNEY PAGE

			It’s finally time to build your first journey page. I recommend you start by focusing on the persona group that generates the largest amount of money for your business.

    

			Remember, this is called the Momentum Method for a reason. Your job is to build momentum and inspire confidence in your prospect. For most businesses, the goal here is not to teach them everything about your solution, but to quickly get them through your most important information with ease so they are excited about scheduling a meeting or asking questions.

			You can do that by using text sparingly. Don’t make your prospect burn too many mental calories trying to figure out your solution. Instead, make it super easy for them by limiting each section to between 50 and 100 words. Each time your prospect completes a section, they will feel like they are easily learning about your solution, and that momentum will drive them to the next section.
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			Let’s dive in, starting with the overview.
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			To get the outline for your binge-worthy Overview video, answer the following questions.

    

			My Persona Group is called
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					What does my target audience care about today?[image: ]


					What is the real problem I solve or desire I fulfill?[image: ]


					Why are competitor options inferior?[image: ]


					Which solution is best? (Mine!)[image: ]


					What lingering questions must I answer or doubts must I overcome for them to act?
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			This is your framework!
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			What should they care about? What beliefs must they adopt to realize your solution is best? Write those below.

    

			[image: ]
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			Does anyone come to mind as a great key opinion leader (KOL)? Remember, this person needs to be from the same group you are creating the page for. The testimonial will be so much more powerful and persuasive when the KOL is from the same peer group as the people who go through this page.

    

			Example: If you are trying to persuade an oncologist to buy from you, the ideal person to feature in your Testimonial Story video will be a rock star medical oncologist who all the other oncologists will know and respect. That’s how you get professionals to lean in even closer and watch your video with all their attention. You want them to think, “DAMN, Dr. Perez is telling her story about working with this company? Yo, they must be her secret to success! If you can do that, you’ve got your prospect right where you want them.

			Based on your persona group, brainstorm at least one possible KOL.
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			This is the easy part. Simply explain why your product or service is the bee’s knees. Brag a little! Briefly write down the features you think your persona group would be most interested in. Limit yourself to your top-three most important features for a specific group. If you go past three, understand you’re slowing down their momentum.
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			Finally, what lingering doubts does your specific persona group usually have at this stage of the funnel? Pricing is likely one of them. Write any others below.
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			You now have the key to a personalized, hyper-relevant, binge-worthy rabbit-hole journey designed for your target audience. One that has the power to dramatically change your business forever. Pretty cool, eh?

			Just remember that Zone 2 is where you should be investing to have a professional video-marketing team create your videos and develop your journey page. You can DIY all day in Zone 1 and upcoming Zone 3, but Zone 2 is where people will judge your solution’s quality off the production quality of your videos.

			But despite everything you’ve done so far—from learning how to create DIY video to leveraging the Momentum Method—you’ve still only moved through Zones 1 and 2 out of five. Remember, much like building a new town, you know you have to create a main street before posting a billboard that drives traffic from the highway.

			Now that your marketing is tight, it’s time for the sales team to step in and help.

		

	
		
			Zone 3 
Sales

			We’re given two ears and one mouth for a reason. We should be doing more listening than talking, especially as salespeople. Your job is to discover exactly what the prospect needs by identifying all the clues, like following the breadcrumbs to grandma’s house. Along the journey, the most successful salespeople also identify the troubling moments when their prospect is headed in the wrong direction. These little signs—or red flags—are the signals that you need to follow up with a personalized, relevant video made for a specific human. #H2H

			Ready?

			Below are the six most common red flags to look out for.

			
					An important question is asked.

					Someone needs more clarity.

					A key decision-maker isn’t on the call.

					Someone says, “I’m going to take this to my team.”

					You say to yourself, “They’re too dumb…”

					You are asked a question you can’t answer.
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			Let’s see if you can figure out what I did wrong with this next client.

			***

			“Yes, that’s exactly what we need!” said the chief operations officer for a billion-dollar company in Canada that produces industrial windows. I was glowing…closing the deal with another big-name client.

			“Send me a proposal and a contract, and I’ll bring it to my team.”

			We’re moving quick!

			I rushed to create a dynamite proposal, drew up a contract, and sent them over.

			Then I waited.

			And waited some more.

			I was starting to sweat.

			This isn’t good. There was a $200,000 contract on the line. I had thought it was a done deal, but then she ghosted me. Two weeks went by without a word.

			The best sports team in the world could make it 99 yards down the field and still not get a touchdown. And nobody would ever know how great they were because they failed to punch the ball into the end zone and score.

			I thought, What am I going to do? It’s been two weeks. The deal is probably dead.

			At this point, I couldn’t even get her to respond to my texts. I decided that the worst thing I could do was nothing at all. But what to do?

			***

			Did you catch the red flag? It was #4:
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			“I’ll bring it to my team.”

    

			Yup, someone important wasn’t in the loop.

			“She’s the COO of a billion-dollar company,” I reasoned. “She has to be able to sign off on two-hundred grand…”

			But could she? Why else would there be a holdup? I should have recognized that when she said she would take it to her team, it meant there were additional stakeholders who needed to be involved in this decision.

			Now that I was aware of the problem, there was a chance to fix it. Sure, I wished I had followed my own rules two weeks ago. But hey, at least there was hope.

			So I put myself on camera and recorded a Show & Tell video.

			But first, I thanked my internal champion.

			Rachel, thank you for preparing me to best meet your needs and to understand the problems that your team is struggling with. And for the rest of your team, my name is Todd Hartley, and I’m the CEO of WireBuzz. This is the strategy I’ve created for you…

			Then I coached them through the entire proposal, so the rest of the team could catch up, making sure to follow all the elements of an awesome Show & Tell video.
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			I texted her a little message with a link to a personalized proposal video I created. She replied just five minutes later.
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			Remember, she had gone radio silent on me for two weeks. Now she was sending me three exclamation marks! And then, because everyone should track their clients, I used Clarity to see who on her review committee had watched my Proposal video and how much of it they had watched, and also to get real-time notifications.
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			All of a sudden, her review committee was watching my video. And they weren’t just watching. Like my mom watching baby-bootie knitting videos, the Canadians were crushing my video. When folks watch 80% or more of your video, you know they’re buyers. And that changed my entire swagger. Wendy said my complexion even got better. And within two hours, I got the next text message.
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			Let’s unpack this. What worked? What sold them? It wasn’t my PDF that I had sent weeks before. Do you think that was ever even opened? Of course not. Because it’s impossible for someone to explain what they do with the right level of urgency, excitement, and precision through a damn PDF proposal.

			What’s more, even if she had opened it and liked it, how could she possibly talk about my proposal with her team with the kind of energy, certainty, and excitement that it takes to sell? An internal champion can only do so much on your behalf.

			Did you notice that she said I “made her job simple”? Your job as a salesperson is to make your internal champion’s life easier. When they don’t have to sell on your behalf, they will love you for it. Don’t forget that you are there to serve them.
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			It doesn’t matter if you’re buying for yourself or your business—the truth is that none of us want to be responsible for making a bad choice. So we pull people in who we trust. Even if we’re just buying shoes, we have a bit of a review committee. If I need a new pair of loafers, I text a pic of them to my sister (the one with the really good taste in shoes).

			People rarely make buying decisions on their own anymore. Companies with 100-500 employees have an average of seven people involved in purchases. Even smaller companies almost always have a decision-making committee of some type. So if you’re only talking to one person and they’re your champion, they still have to walk down the hall or hop on Zoom and convince other people.

			Don’t ask your internal champion to walk the plank on your behalf. Trust me—they may love you, but they aren’t going to take the risk of dying on that decision. Instead, give them the personalized Show & Tell/Proposal video so they can make the right decision with the help of their team.

			Let’s take a closer look at all the red flags that will help you become your own ally.
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			RED FLAGS
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			I really couldn’t be more fortunate. For 20 years, I’ve been an investigative reporter, a marketer, and a salesperson. If you deconstructed me, you’d find a hybrid of those three professions. And like a Swiss Army knife, I use different skills at different times to optimize the path to the magic word, YES!

			Now in a remote-first world, there has never been a more perfect moment for developing these complementary talents. When the best salespeople are listening to their prospects, they’re constantly eliminating confusion and injecting clarity. An investigative reporter is always looking for clues and writing them down. And the best marketer knows how to get powerfully persuasive messages into the hands of their target audience.

			This is where my red-flag strategy comes into play.

			But immediately after the meeting, the investigator inside you needs to write down all the questions and document all the confusion the prospect experienced during the meeting.

			Why?

			Remember when I taught you that confusion kills but clarity converts?

			Each moment of confusion is a red flag.

			Let’s start by stating the obvious. When interacting with a prospect, you should always answer their questions. That’s the most basic job of a salesperson, right?

			I know what you’re thinking.

			“Yeah, Todd. That’s a huge revelation. LOL, I get it.”

			But sometimes these flags are difficult to find. And if you don’t respond to one—if you sweep it under the rug and hope it goes away—a red flag of any size can kill a deal.

			To protect myself, every time I notice a red flag, I mentally throw it into the air, like a football coach tossing a red challenge flag onto the field. The question is, are you willing to play all-out to inject massive friggin’ clarity into your prospect’s head?

			When you have your list of red flags, you’re properly in position to think like a marketer and put your big, beautiful mug on a Follow-Up video that clarifies and eliminates confusion.

			This is a crucial moment of truth in the sales process, because when your prospect receives your personalized video, they’re going to

			
					feel incredibly valued

					watch the video multiple times

			

			They might even share it with members of their decision-making team.

			If you listen and respond like an attentive salesperson—identify the clues like an investigator—and follow up visually like a marketer, people will buy from you at freakish rates.

			If you can identify these red flags, you’ll be much more nimble in how you approach sales—more specifically, in how you identify any confusion within the sales process—and be able to create understanding where needed. Really that’s just a fancy way of saying that everyone is going to want to hire you because you make their job incredibly easy.

			As a reminder, you know that you’ve identified a red flag anytime one or more of these occur:

			
					An important question is asked.

					Someone needs more clarity.

					A key decision-maker isn’t on the call.

					Someone says, “I’m going to take this to my team.”

					You say to yourself, “They’re too dumb…”

					You are asked a question you can’t answer.

			

			And when any of these things happen, you need to spring into action and run the appropriate play. Let’s dive a little deeper into each one.

    
			RED FLAG #1: AN IMPORTANT QUESTION IS ASKED.

			This might seem a little general, but it’s intended to be. When you follow up after a meeting with a personalized video, you’re not only answering the question, but you’re also freeing up your internal champion to get to the next stage in the sales process.

    

			Remember those leaky pipes? Leads dribble out of your sales process when they experience confusion. You can also think of them as stuck points. And if someone has a question, they won’t be able to move on to the next stage of the sales cycle. So answer it by following up with a DIY video using the video decision tree.

    
			RED FLAG #2: SOMEONE NEEDS MORE CLARITY.

			If someone needs more clarity, it’s an indication of confusion. Just sweep up after your meeting and create a personalized video for them.

    

			Imagine you’re a real-estate agent showing a house to a first-time homebuyer. While looking around, the buyer asks about the home-inspection report so they don’t step on any metaphorical nails if they buy.

			The agent decides to follow up with a Show & Tell video so they can share their screen while also putting their face on camera. She says:
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			Wow, I want to hire this person! And if I want to hire this agent, you know Raj will recommend them to everyone. Did you notice that the agent talked about more than just the inspection report? That’s because they understood that a first-time homebuyer isn’t necessarily alarmed by the roof or siding; they are more concerned about the safety of their family. They are worried they are going to overpay. And they are fearful of getting stuck with a crappy house.

			If the agent simply sent the inspection report without explaining the details, they wouldn’t exactly be injecting clarity into the process. Likely they’d just make it more confusing. When you take into consideration the true fears and frustrations of your client, you can serve them at a much higher level.

    
			RED FLAG #3: A KEY DECISION-MAKER ISN’T ON THE CALL.

			If you have a long sales cycle, you’ll likely have multiple team calls. That means eventually someone important will miss a meeting. Every time this happens, you have to make sure you can quickly bring that person up to speed. Why? Because if the boss wasn’t in the meeting, and you wait until you submit your proposal to bring them up to speed, you’ve already lost. Instead, get into the habit of keeping the key decision-maker in the loop. It looks like this:
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			If you actively do this, you’ll ensure that no one on the team gets too far behind. Imagine if Francesca missed the next three meetings. Now she has no clue what’s going on. How can you expect her to make a decision when she doesn’t even know who you are or what you’re proposing?

			You are their guide. The sherpa leading the rest of the team up Mount Everest. Are you going to let someone fall behind? No way! Your job is to get everyone to the summit with the same information so they can make an informed decision together. Let’s go!

			If you can, give ’em a little FOMO (fear of missing out) while you’re at it. Let them know that it was an awesome meeting, and you’re making good progress.
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			BOOM! That’s how you do it!

			I have a lot of medical clients. This red flag shows up often in the medical field, or any other industry where the main user of the tech isn’t the decision-maker.
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			This is how salespeople close more deals in the remote-first world. And you won’t need as many deals because you are taking better care of the clients you already have. So don’t look at this as extra work. Instead, consider it an opportunity to speak one-on-one with the biggest stakeholders in the decision. How often do you get face-to-face time with the person who controls the credit card?

			And if you’re still thinking, “Damn, Todd—it sure feels like extra work,” then I have a question for you…

			How much more work does a low conversion rate make?

			If you identify the red flags and respond appropriately by injecting massive clarity into your personalized Follow-Up video, you’ll have fewer prospects to juggle and you’ll win much more often. Come on, let’s crush our quotas!

    
			RED FLAG #4: I’M GOING TO TAKE THIS TO MY TEAM.

			If you hear this red flag, it likely means you’ve submitted a proposal that’s up for review. It also indicates that every other company that wants the contract probably submitted one too.

    

			Remember how I sent personalized video to all my late-stage prospects? The beauty of that strategy is it didn’t matter how many printed proposals were on their desk, because when they hit Play, I was the only voice in the room.

			PDFs and emails are low-success tactics. I want you to be inside that room (via video) when the review committee gets together. When this happens, you’ve got a big task ahead of you. The first thing you must do is go back to your internal champion, take a deep breath, and ask…

			“Who else will help make the decision?”

			I know it can be a tough question to ask, but it’s perfectly professional to want to know who all the stakeholders are. Information should flow both ways. Don’t wimp out! Ask the question. And once you get that information, you can address those folks by name in your video(s).

			The next step is to get on camera and redo your entire proposal for the whole team.
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			Remember, the decision-making team hasn’t been on the calls. They don’t know you. They don’t trust you. And people do business with those they have relationships with. So this red flag is about more than just giving them a proposal; it’s about showing them who you are. That’s why it’s so important to get your face in front of that camera. Make eye contact. Show them you are a real person. That you’re easy to get along with. That you’re respectful, polite, and courteous. They’ve got to kick the tires, right?

			When you do this, it’s imperative that you don’t overstep or embarrass your internal champions. Remember, you are doing this to make their lives easier, not harder. You want to be somebody who’s easy to play with in the sandbox. You’re not there to destroy people’s careers. Highlight how helpful your internal champion has been throughout the entire process and make it clear that you aren’t trying to side-step them.
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			Here’s how it’s done.
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			In your video, inject excitement, certainty, competency, and warmth. If you’re nervous, practice on your mom a few times. She’ll still love you afterward. I typically record this video a few times so it flows naturally and doesn’t feel forced or awkward.
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					They will be confused by something and have no one to clarify.

					They probably won’t call you back to ask about it.

					You’re likely going to lose the deal.

			

			What’s the name of that football team that always gets 99 yards down the field but never scores? You don’t know? (Nobody does.)

			Instead of sending the proposal for the prospect to review on their own, control the outcome by walking them through the document personally.

			Just like with your website, you can use software to track your prospects. Whenever someone says they have to take your proposal to their team, it’s an excellent time to see who’s watching. You know that if Cynthia in HR watched to the end, she already knows and trusts you. That’s pretty good information to have during your next meeting, right?

    
			RED FLAG #5: YOU SAY TO YOURSELF, “THEY’RE TOO DUMB…”

			I know you think it sometimes! But if you really believe “They’re too dumb to understand my business (or product or service),” then you’ve got a red flag. This one is more about you than your prospect. It means you haven’t been a responsible communicator.

    

			Tony Robbins taught me that responsible communicators own not only what comes out of their mouths, but also how that message is received, processed, retained, and shared. So if you’re saying to yourself, “They’re too dumb,” what you really should be saying is “I’ve got to become a responsible communicator.”

			If you’re a marketer, sometimes your concepts might be a little difficult for people to digest at first blush. Sometimes you need to remove the confusion and fix that leaky pipe. A lot of times when I think somebody “just doesn’t get it,” like if they don’t understand how video is going to accelerate the sales process, I have to go back and connect the dots. And of course, I do this visually.

			Most people learn best with a visual aid. The dual-coding theory of education discovered that people learn more, and at faster rates, when information is simultaneously delivered verbally and visually.27 When we use video that has supportive audio, visuals, and text on screen, we are turbo-charging the speed in which our prospects learn. And the faster they understand our unique value, the more often they’re going to buy from us. Because when a prospect knows what we know, and they believe what we believe, buying from us becomes a no-brainer.

			That’s why I rely on graphics and slides to help get my point across. The fastest way to demonstrate this is to create a Show & Tell video and then coach them through it using a few slides. If you use different education modalities, the light bulb will go off. You become a better teacher and they become a better buyer.

    
			RED FLAG #6: YOU’RE ASKED A QUESTION YOU CAN’T ANSWER.

			When faced with a question they can’t answer, most salespeople try to bumble their way through it and then sweep it under the rug. They hope that it’s never brought up again. Don’t be like that! Because the truth is, that question does get brought up again, it just isn’t when you’re around to answer it. Instead, it’s while the review committee evaluates your proposal or even worst, it stalls out your relationship with the prospect and you never even get to the review committee.

    

			I learned this lesson when I was a fine-dining waiter in college. If a guest asked whether an item had gluten, the worst thing I could do was give them bad information. If I didn’t know the answer, the best thing I could say was, “Let me ask the chef and I’ll get back to you in two minutes.” I discovered that people love certainty, and they will reward those who provide it.

			So here’s how you do it. If you can’t answer a question, don’t panic. It’s okay. Explain that the question falls under the purview of one of the talented specialists on your team and that you will follow up with a detailed answer. Then hop on a Zoom call with your expert and hit Record.

			“Hey, Jim. What’s the best way to integrate our product with an API? Can you explain how it works?”

			And you know what Jim will say?

			“Glad you asked—it’s really simple…”

			Your prospects don’t expect you to know everything, but they do expect you to be helpful. This is exactly where you can demonstrate your company’s impressive level of customer service. And you’ll impress them by showing that you’ve assembled a team capable of meeting all their needs. If this red flag occurs, you might send over an email that looks something like this:
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			In your video, make sure to answer the question clearly. And make yourself available afterward to be even more helpful!
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			Upload that conversation into Clarity and then make a quick intro. In the email, address the person who actually asked the question (personalization power!) and hit Send. Then when the review committee meets to discuss API integration, the person who asked the question will deliver the answer and say, “So-and-so is totally on the ball!”

    
			SOUL ASSIGNMENT: IDENTIFY RED FLAGS

			Over the last two weeks, did a key decision-maker not make the call? If so, write their name below, along with how you could have kept them informed so they can help their team make the right decision to hire you.

    

			Did you submit a proposal within the last two weeks? If so, write down the proposal and the names of all the stakeholders you still need to meet. Go a step further and decide how you’ll re-engage (text, email, etc.)
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			In the last two weeks, where could you have been a better, more responsible communicator? Write down each of the times you could have done a better job educating your prospects.
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			Over the last two weeks, did a prospect ask you a question you couldn’t answer? If so, write down the topic and research it. Do these enough times and you’ll go from stumped to pumped!
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			SOUL ASSIGNMENT: AUTOMATE SUCCESS

			Accelerating YES! isn’t just about using video. Understanding traditional sales fundamentals still goes a long way.

    

			A junior member of my sales team asked me to jump on a sales call with him one time. After 10 minutes of waiting, it was obvious the prospect wasn’t showing up.

			What percentage of your total annual sales are you losing because a client or prospect no-shows for a scheduled meeting?

			Take a guess and write it down here.

			________ %

			How much do you sell each year?

			Write that here.

			$________

			Now multiply that dollar amount by your percentage, and you’ll see how much you’re losing each year because of no-show meetings.

			$______ x ______% = $ _____________

			Ouch! That’s a lot of money. But there’s a simple way to decrease your no-shows. Don’t worry. This will only take seconds, and it will be the highest-ROI task you do all year.

			Create a 30-minute daily meeting for the earliest block of time in your calendar. (About when you are crushing a Keurig in your PJs.)

			While you’re still in your slippers, you’re going to go through each calendar meeting for the day and send your prospect or client a nice text or email that says something like this:

			[image: ]

			Net Result: This simple, daily, sales-fundamental habit will help you realize your lost meeting revenue.

			Go and create that daily (M-F) reminder in your calendar right now.

    
			SALES ROCK STARs: LivePerson SWEEPS UP

			“I don’t know if this stuff even works, Todd.”

			That’s not what you want to hear from an executive at LivePerson, the leaders in AI-powered Conversational Cloud technology, who have made over a billion brand-to-consumer conversations possible for companies like The Home Depot, Virgin Atlantic, IBM, David’s Bridal, Chipotle, Sky, and Lancôme.

    

			Look, ice-breaking cold prospects isn’t easy. I know this because I do it all the time. But the thing is, it doesn’t have to be so damn hard.

			Let’s take a second to talk about why there is so much hesitation in this man’s voice. I personally trained Rob LoCascio, LivePerson’s founder and CEO, on the content of this very book. And I wanted to train his entire international team.

			“There’s no reason to have you train our entire sales team,” one of Rob’s executives said, “until after we know whether it’s going to work for us. Let’s test your theory with a small group of my salespeople, and if it’s successful, we’ll roll it out to the entire team.”

			It’s so obvious, I thought. There’s no reason to test it. For a decade, I’ve seen my strategies work. But I couldn’t say that to the client. Instead, I agreed to train a small group.

			Three weeks later, my training session was scheduled…for the week before Thanksgiving. What’s more, he was going to test the results during the worst six weeks in the history of business, between Thanksgiving and New Year’s Day—during a worldwide pandemic! Damn, that’s not how I would set up a case study for success, but I said to myself, “F*ck it, let’s see how this goes.”

			I trained four salespeople in late November. By New Year’s Eve, my video for ice-breaking strategies had already generated their team five new business opportunities and added $2 million into the pipeline. And my tactics helped them increase their email open rates from 20% (which also happens to be the industry standard) to 69.2%! They increased the effectiveness of their communication by 3.5x using these strategies. Imagine what’s going to happen when their whole team gets on board!

			In early Q1 of 2021, they scheduled me for four training sessions with hundreds of people on their international sales team, where I taught many of the same strategies you’ve been reading about in this book.

			As I’m writing this, Rob LoCascio just told me how my training impacted their next quarter. “Q2 of 2021 was a major blowout, with over $119M in sales and 31% growth. Plus we launched two new verticals, healthcare and crypto!”

			BOOM! That’s how we use video to access new prospects, achieve influence, and accelerate YES!

			Look, I’m not trying to take all the credit—that would be foolish. But when already-great companies with capable teams learn how to get in front of prospects and inject massive clarity into the sales process, growth is inevitable.

			Want to learn how to optimize your email open rates just like this company? Let’s go!

    
			OPTIMIZE EMAIL OPEN RATES

			Hopefully, I’ve convinced you that email is a low-success tactic. But the thing is, you have to send your personalized video somehow, and you aren’t always able to send a text. Don’t worry, you can optimize your email open rate using a few binge-worthy strategies. Let’s break this down into segments.

    

    
			THE SUBJECT LINE

			VIDEO: Steve - How I Accelerate Revenue

			The first word should be “VIDEO” written in caps. Can you guess why you should say it loud and proud?

    

			People are lazy. I am lazy. You are lazy. We are all lazy! Video is an easy way to take a break. In my experience, just adding the word “video” to the subject line doubles open rates!
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			The next treat you’re going to drop is their first name. Dale Carnegie taught us that “A person’s name is to him or her the sweetest and most important sound in any language.” We love our own names. And savvy salespeople know that a person’s name is the perfect attention hack, attracting them like a bee to a flower (or a Todd Hartley to a microbrewery).

			Then you add a promise of enormous value. For example: “How I Accelerate Revenue.” It should be so valuable that the email recipient should say, “Now this I need to know!”

			And of course you need to make good on that promise in your email.

    
      THE MAGIC SENTENCE

			After you say hello and give an opening sentence (like “Hello, Dan! I can accelerate revenue for your company…”), insert the following phrase:

    

			Just because I’m thorough, please reply to confirm you were able to watch the video below.

			Why is that important? First off, who doesn’t want to work with someone who is thorough? More importantly, you gave them a reason to respond to you. And if they don’t, you gave yourself a plausible excuse to follow up within 24 hours to ask whether they were able to access the video. This sentence is magical because most salespeople act all polite and will wait three to four days to follow up. But in doing so, they’ve just punted their goals into the following month or next quarter.

			Plus they now need 3x to 4x more leads in their funnel to reach monthly and quarterly goals. Don’t make that mistake. Just like dating, the polite guy gets stuck in the “friend zone,” if you know what I mean.

			If they don’t get back to you, reply within 24 hours with something like…

			Hi, [Name]. Just because I’m thorough, I wanted to confirm you received the video I sent you yesterday.

			And because nobody gets mad at “thorough” people in the business world, when they look at your email from the previous day, they will see you asked them to follow up. This magical sentence will help you progress the leads you have (and you won’t always have to ask for more).
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      THE VIDEO

			One of the questions audiences always ask me is how to add a video to email. Most people are expecting to embed the video directly into the email, but that’s not a realistic option yet.

    

			Here is a great workaround I train my clients to use.

			If you want to get even better click-through results, take a screenshot of you holding a whiteboard with the recipient’s name written on it, and use that image as the display for the video. This has increased our click-through rate beyond 3x! Who can resist a personalized video made just for them?

			BTW, something cool happened while I was writing this section. I sent an icebreaker video to a member of Grant Cardone’s team. I don’t know anyone over there. So I followed each of the steps above. Moments later, I got this reply:

			“Hi, Todd! Great connecting with you!!! I loved the personalized video…”

			This shit really does work.
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			At the beginning of this book, I told you I’d give you the secret to closing 75% of your late-stage prospects.28 According to a SalesLoft study, two-thirds of late-stage prospects who receive a personalized video become closed deals by the end of the quarter.29

			So let me show you how this is done. You have your own sales process. This is mine.
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			See those folks in the Decision Stage at the bottom? They’ve moved through Zone 1, down the rabbit-hole journey, and are just a conversation away from the magic word, yes. All you have to do is identify the red flags to find clues as to what’s taking so long, and then send them a personalized video addressing their concerns. If you do, before you know it, you’ll make it rain like it’s a Tuesday at Lululemon.

			(What? I’m a middle-aged man who has been happily married for 20 years. I don’t go to strip clubs, but I do take my girl out for some serious shopping!)

			If you want to optimize for even better results, I highly recommend you communicate with those prospects using text instead of email. Did you know that 95% of text messages are opened within three minutes?30 YO—that’s a legit engagement rate!

			I talk with all clients almost exclusively over text. They mostly run billion-dollar businesses and are busy people. If we need anything from each other, we text. It guarantees the fastest replies. If you can make it easier for them to respond by using a simpler form of communication, you’ll make their day. Don’t be afraid to pivot in your path to serve people.	

			But how do we progress your prospect relationships from email to text messaging? Here are two tips to use:

			
					Look for shared interests. Did they mention their dog, cat, kids, favorite team, band, or hobby? If so, you have an opportunity. Let’s say we both love dogs. After a Zoom call, I’d grab their cell-phone number from their email signature and text them a photo of me and the cutest dog in the entire world, Happy Hartley. Include something like: “Great talking with you moments ago. Meet Happy Hartley. He’d love to meet your furry baby. Reply back with a pic!”
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					If they live in Austin, TX, and you just went there for a weekend of live music, send them a pic of your trip and tell them how much you loved the city. If they are going to meet you somewhere, text them a pin drop of where you’ll be standing. All you have to say is: “To make your life easier, here’s a map of where I’ll be waiting for you.” If you’ve never met in person, snap a quick selfie so they know who to look for.

			

			BOOM! That’s how you jump from email—a low-success tactic—to a much more results-driven form of communication, text messaging.

    
			SALES ROCK STAR: KICK-ASS KIM

			Kim Le is an absolute sales rock star who attended Tony Robbins’ Business Mastery Event. She is a very cool kind of accountant who specializes in helping companies go public. Immediately after the event, she had a remarkable breakthrough. With only 24 hours before an important prospect meeting the next day, she decided to toss out her old script, take a chance, and implement what she had learned. I’ll let her tell the story.

    

			Sales and marketing has always been my weak spot. I mean, I’m a geeky accountant. So when I heard Todd speak, I resolved to do whatever he told me to do. I know a pro when I see one.

			We use video internally, but never with our clients. I was blown away by that idea. (Actually, I have little Post-It notes strewn all over my office with Todd’s 5 Zones and the red flags.) Anyway, I literally had a meeting with a prospect the day after Todd’s training. That night, I signed up for the video service that he recommended.

			(Do you see how testimonials allow you to brag indirectly? I drink my own Kool-Aid!)

			Then I started practicing a one-minute introduction to the client. I’d already done all the research, so I was able to make it specific to them. I even quoted a press release from their website. I liked that they felt like they didn’t have to explain what they do for me.

			Notice how she used personalization power to customize her video to her client? If you can show familiarity with what your prospects do, they will absolutely love you for it. I also want to note that she kept this video short—just one minute. Later she’ll go more in-depth, but at this early stage, she understands it’s critical to keep it brief and to the point. It took her seven takes to feel comfortable on camera, speak concisely, and remember all her talking points. But trust me, the effort paid off.

			After I had that initial call, my friend at the company called me back privately. He said, “You just totally nailed it! Like, people were floored.”

			Kim didn’t spend much time on this video. And the more she practices, the less time she’ll spend making new ones. Is there anything in the world that offers such a high return on your investment? This is the power of video for salespeople.
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			What’s more, that video allowed Kim to keep tabs on her prospects. She really didn’t need that friend to call her to tell her she is totally awesome (although we all love a little praise once in a while). Kim could see how many people watched her video, for how long, and in real time. She could even find out where they were located, which gave her even greater insight into how the company was structured and who she was talking to.

			But that’s not all. Remember, the meeting hadn’t even taken place yet. She could now show up to that meeting with all her Kick-Ass Kim swagger, because she knew she’d already nailed it. They were already familiar with her. In fact, they knew, loved, and trusted her, before she even showed up.

			When I hopped on the meeting, everyone was like, “Hey, Kim!” They already knew me. We skipped over that awkward stage of “Who are you?” It totally changed the relationship.

			If your prospects already know you, is it really a cold call anymore?

			There’s another piece to this too. You’re also giving the prospect a feel for what your company’s service is like. When you go above and beyond before the first meeting, you project that onto the rest of your business. They assume your team will assist them with that same level of commitment.

			This is how you become a sales rock star. By using video to create an experience that is personalized, hyper-relevant, and binge-worthy, you inject clarity where there is confusion and plug those leaky pipes. And you make the rest of your team look good while doing it. Who’s going to argue with some good karma, eh? Not Kim—she’s too busy kicking ass!

			Of course, because you’ve been paying attention, you know that Kim’s job isn’t over yet. She still has to sweep up after the meeting.

			During the meeting, I noted any questions that came up. We also ran out of time, so there were a few points I needed to clarify. So afterward, I recorded a Q&A video to answer their questions. A few of them I couldn’t answer right away and needed to consult my team. For those, I put a few details up on my screen to share with them in the meantime.

			That’s how you DO IT! She introduced herself before the meeting by making a video that was personalized and relevant to them, found out who was watching, went into her meeting with swagger, identified the red flags, and swept up afterward.

			I don’t care how prepared you are for a meeting—questions will come up; red flags will drop all over the floor; and you’re going to have to clean up. Do I even need to tell you that she got the contract? From “geeky accountant” to straight-up video-slinging deal closer, Kim is now a top salesperson after using my strategies to close a six-figure deal within just 24 hours.

			These results are attainable, but to achieve them, you have to be willing to implement. Most folks don’t want to learn how to use new products or implement new ideas, let alone return to the novice stage. But then they get stuck, always being underdeveloped. I have a quote on our refrigerator attributed to Neale Donald Walsch that I see every time I want a snack (so I know it well).
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			If you’re willing to step outside of your comfort zone, learn new tricks, and challenge yourself, you will become more successful. It’s as inevitable as the fact that you will memorize whatever quote you stick on your refrigerator.

			But in all seriousness, your bravery in the face of change might just be the thing that empowers YOU to get that six-figure deal within just 24 hours. And as Kim will tell you, “If a geeky accountant can do it, you can too.”

    
			SOUL ASSIGNMENT: GET PERSONAL

			You’ve got 24 hours to create a personalized video for me. Seriously! I want you to practice creating the video and completing each of the steps covered in this chapter.

    

			Click HERE to access the latest offer of Clarity. Inside the app, you’ll find easy-to-follow tutorials to help you create personalized video.

			Write your opening sentence, then the magic sentence. If you use Clarity, link the button and hit Send. If not, take a screenshot of your video with the Play button, hyperlink it to your landing page where the video can be watched, then add your CYA link below it.

			And who knows…if I’m not slammed, I just might reply.

			GO!

			To educate your prospects on a set-it-and-forget-it basis, you can also create an email signature that’s linked to an on-demand video. I switch out the video promoted in my email signature every quarter, like I’m running a marketing initiative to people I’m emailing.

			I’m a big fan of planting seeds of opportunities into clients’ heads. Recognizing that most of your client communication will happen via email, you should add a promotional image to your email signature. Here’s what mine looks like.
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			In my email, this image lives right below my name and contact info. Every time I compose a new message, this image auto-populates.

			Within that image, add text that promises something incredibly valuable.

			On mine, I’m promising they will “Discover How To Sell Remotely.”

			Do you see the big video Play button?

			In real life, it’s bright red. I picked that color because it’s eye-catchy and pops off the page. Plus, I know adding a video to your email increases your click-through rate 3x. I made the Play button super noticeable so I could move more people from my email to the page where this video can be watched.

			I selected this specific photo because it says, “Pay attention to this guy—he’s a rock star who people pay to learn from.” Select an image of you that inspires confidence and builds your street cred. Cool?

			When your image is ready, go to your email settings, upload the new promo image, and hyperlink it to the landing page. In most situations, instead of sending people to YouTube, you’re going to want this video to live in Zone 2, your website. Then when someone sees the image in your email signature, plus your incredible promise of value, they navigate to your website where they can watch your video.

			To help my clients learn about the new services I provide, I switch the image and the landing page video every quarter.

			If you use Gmail, here is how easy it is to update.

		

	
		
			Zone 4 
Support

			In fifth grade, I was asked to interview a member of my family. Naturally I chose my dad. One of the questions was, “How do you define a friend?”

			Now before I tell you his response, you should know that my dad is an entrepreneur. A successful one too. So he said, “A friend is anyone who regularly gives you money.”

			My teacher didn’t think that was funny at all.

			Because it got me into trouble, I grew up thinking that answer was crap. (Come on, Dad, that’s not how anyone in their right mind would define a friend!)

			That is, until I became an entrepreneur. Because then I discovered that just a 5% increase in customer retention can increase profitability by 75%. And that you’re 60% to 70% more likely to sell to an existing customer but only 5% to 20% likely to sell to a new prospect.31 Of course, these stats vary based on industry and the tactics used. But the point is that it is easier, and therefore more profitable, to sell to your friends than to strangers.

			Our existing clients are the people who already know, love, and trust us. That means they are the easiest ones to get money from. Don’t forget about those folks who have already said, “Yes,” to you! You’re the one they loved first at the company. That’s your opportunity to bring them back for more deals.

			Reconnect and rekindle that relationship often. Whenever possible, reach out to them with something they will find valuable. For example, are their competitors doing something smart and tactical? Did another company just announce they’ve received a new round of funding? Did you see something about a new software product that could streamline their production process?

			I don’t usually reach out to people about something my company is selling. I don’t want all our interactions to be about them giving me money. Instead, I like to find things that are valuable to them, even if it isn’t coming directly from my business. A helpful article or an interesting new study can be a great reason to reach out. And by consistently delivering massive value, they’ll pay even more attention when I do offer a new service or share some announcements about my company.

			A red-flag moment in life is if you say to yourself, “I don’t have time for more friends. I’ve got enough people in my life.” In that case, you’re not leveraging the full power of a salesperson. That type of thinking is going to destroy your ability to achieve your sales quota. Your job is to be a friend-maker, a relationship-developer. You’re a problem-solver. You’re a sherpa.

			I have a question for you, and it relates to whether you’re treating your clients the way you should be.

			Why do your clients leave?

			The most common answer I hear is that existing clients become frustrated from a lack of transparency—from not knowing where the project stands or where it’s headed. If there are different stages in your process, you should automatically send your clients a video when they get to each stage.

			One of my clients, Jeff Emmons, CEO of IMMEDIA, makes large video displays for companies like banks, universities, and hotels. And those take a long time to set up. There are a bunch of different departments that need to know what’s going on, not to mention the poor IT person. So he said to us…

			“I need all of this. I understand Zone 1 and that to get discovered, I need to create helpful content and get it out on social media. And I understand Zone 2 and how to turn my website into a rabbit hole. And Zone 3 is a no-brainer. But if I can just retain the existing clients I have, even if I don’t get another new client this year, our revenue will be off the charts.”

			Did you see the light bulb switch on?[image: ]

			He continued, “We have a nine-step process. So our clients historically have gotten frustrated because they didn’t know what was going on behind the scenes.”

			I suggested, “What if we created a video for each stage?”

			So yeah, Zone 4 was actually created by one of my clients! How cool is that? While we were strategizing his business, he stumbled into a new frontier. If I hadn’t been listening, I would have missed my client’s biggest need, and Zone 4 would never have been born.

			If your company isn’t cross-selling and upselling, you’re losing a ton of money. And the thing is, offering support to existing clients doesn’t have to be terribly hard.

			To easily support existing clients, leverage the power of video to seamlessly transition them through each stage of the process. However, you don’t need to create a new video for every client. Instead, these videos should be created once and used every time a client gets to the next stage in your business. The goal of a Zone 4 video is to support existing clients as they move through your product or service experience.

			Let’s see this in action.

    
			CONSULTING, TREATMENT, MAINTENANCE

			This three-phase approach works for nearly every industry. Let’s pretend you’re a chiropractor with a private practice. A new patient has scheduled their first appointment. In this scenario, the first phase would be a consultation.

			[image: ]

    

    
			PHASE #1: CONSULTING

			So many people fear the unknown. When I had a heart procedure in 2008, most of my anxiety was focused on something I never expected. I fixated on the operating room—what it looked like and who was going to be in there.

    

			Most of the work in Zone 4 has to do with setting proper expectations, mitigating fear, providing transparency, and keeping the client up to date. Remember, existing clients are your low-hanging fruit. They are the people who are going to hire you time and time again. A lack of transparency creates frustration, which eats away at a client’s confidence. But if you can inject clarity into what’s happening behind the scenes, they’re going to relax and let go of the reins.

			The more you help them let go, the more they’ll love you, and the more likely they will be to hire you again.

			This first video is so critical to making your prospects feel comfortable. We want to show our clients they are in good hands—that there is a systematic framework in place. We do this by answering their questions and giving them an idea of what to expect moving forward. This video can outline details like…

			
					Overview

					Timeline

					Important dates

					Implementation

					Tools

					Resources

					Contact info

			

			You can include anything you want, but it’s critical to offer a general overview of each stage, set expectations, and inject massive visibility. Why? Because if you look at studies about why clients leave companies they once loved, the #1 problem is lack of transparency.

			By the way, if your clients ever have to check in on you, it’s a signal that you haven’t been a responsible communicator.

			Back to the scenario I mentioned earlier where you are a chiropractor. In your Consult video, you explain what patients should expect when they arrive. You might include information about the length of time a consultation typically takes, what to bring with them, and what they should wear. Perhaps you introduce them to the types of specialists they will likely interact with.
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			The key here is that all Zone 4 videos need to be nonspecific, while showing what happens in each stage.

			Does your company have different stages?

			To give you greater clarity on how Zone 4 could impact your ability to sell to your existing clients more often, let’s look at the sequential stages within WireBuzz.

			WireBuzz Zone 4

			
					Digital Strategy: This is where our strategy nerds do a deep dive into the client’s specific needs. The goal for this phase is to map out their entire project and create a detailed strategic path for generating return on investment.

					Copywriting: Here we dial in the on-page messaging.

					UX & Web Design: We create the website or pages included in the project.

					Video Production: We plan out, record, and edit the video.

					Campaign Management: We run ads to the client’s target audience.

					Training: We train their marketing and sales teams on how best to deploy our strategies.

			

			While the details of each stage aren’t necessarily relevant to you, it’s helpful to recognize that each of those phases is a new milestone in a client’s project and needs to be verbally and visually explained.

			Once you do that, your client will know where their project is at all times.

			After the in-person consult is finished, the client moves on to the treatment phase.

    
			PHASE #2: TREATMENT

			The second video outlines a treatment plan. In our example of a chiropractic clinic, this is quite literal. But no matter the industry, this video details how your company will solve your client’s problem. For all businesses, it’s important to have a video that accomplishes each of these objectives successfully.

    

			
					Explains next steps in detail

					Introduces key roles or players

					Reinforces expectations

					Reestablishes the timeline

					Showcases strategy

			

			After the consultation, you would next send a video outlining the treatment plan (which was discussed during the consult) with a follow-up email or a text. This video might outline what to expect during spinal realignment, current research, or success statistics.

			After the treatment, you might think there wouldn’t be a need for additional follow-up. But remember, you want to ritualize the sales cycle, so you can upsell your existing clients and introduce them to the next phase of service that you provide.

			As the patient nears the end of their treatment plan, that’s the ideal time to send them a video showing them what maintenance is like. Remember, if you show and tell your prospects what’s coming up next, they can more clearly visualize how it’s going to improve their life.

    
			PHASE #3: MAINTENANCE

			The Maintenance video is a long-term solution for the client. If it’s helpful, you can think of it as an upsell. What additional services or products will further improve outcomes for your customers? Remember, you want them to become lifelong friends. That’s why you need to provide a lifetime of solutions. This video might include any of the following:

    

			
					Additional products or services

					Upsells

					Subscriptions

					Courses

			

			Everyone knows that preventative care is better than waiting for the problem to show up again. So after treatment, you should follow up with a maintenance plan. This video will show the patient what their life could be like without chronic pain, along with some research to back up that claim.

			Show your client their life transformed. Move them through each of your different phases and you will have these clients forever. Remember, just a 5% increase in retention can increase your company’s profitability by 75%.
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			SALES ROCK STAR: ZONE 4 IN BIOTECH

			Supporting existing clients and ritualizing the next sale is a lesson in gardening. Plant the right seed in the right place at the right time, and it will sprout. One of our billion-dollar clients is a large laboratory device manufacturer in Silicon Valley. They approached us with a problem.

    

			The most highly trained (and therefore most expensive) employees at this company are PhD-level lab scientists. They are the ones who test and develop the products. What do you think happens when people develop complex technology for complicated devices…that inevitably break or malfunction? Yup, these highly trained PhDs pulled double duty as the highest level of nerd-dom: tech support.

			These brilliant minds were developing the technology to help cure cancer and lead the way in genomic testing. Yet they were also tied up serving existing clients. Does that sound efficient to you? Sounds like a good old-fashioned scalability problem to me.

			After meeting with the scientists, I talked to the chief innovation officer. “What if we ask all of your lab scientists to collect their most common questions? That way, your least expensive team, customer support, can find out what the clients are struggling with. Then for each product, we can create a video library of your rock star experts answering those questions.”

			Turns out, the company already had a list of these issues, because they had used them to design a better product. (This happens all the time in business—everything is connected.)

			We ended up creating videos of the PhD lab scientists explaining how to solve the most common problems they were dealing with on a daily basis. Then we created a library for the products and answers, which was available to customer support. When a complicated question was asked, they could send the related video to help the client solve the problem on their own. If the issue persisted, they could simply call back to set up a private appointment.

			In doing so, we offloaded the pressure and expense from the folks on the front lines of emerging medical breakthroughs. That’s more than just smart business—that’s a public service!

			Here’s where it gets even better. Inside those videos, sales and marketing could plant seeds for upsells, like new devices and services.

			Here’s another example. This one was presented to me in Pittsburgh at the National Society of Genetic Counselors conference. I was there with one of my clients, a diagnostic company. They manufacture a test for pregnant women to determine whether a fetus will have a healthy chromosomal composition.

			To conduct this test, doctors all over the world would perform a blood draw and submit it to this company. The problem? Around 20% of the blood draws were submitted improperly. That meant the test had to be performed again, the patient had to be rescheduled and reexamined, and the blood draw had to be resubmitted for testing. Not only was this a huge inconvenience to the patient, it was also affecting the company’s scalability and profitability. Physicians, nurses, and technicians simply don’t have time to mess around with what they perceive as ineffectual products.

			But the thing is, the product itself worked great. The problem arose during the blood draw.

			So the WireBuzz team created a training video for each lab tech to watch before their first blood draw. It explained why the specialty needle had to be used and how to properly store and ship the sample. “No shaking, y’all! Yes, keep it on ice.”

			They also use those videos to tee up the next sale by showing the phlebotomist other tests and services they provide.

			They went from 20% of failed samples to single-digit percentages. When I first learned about this company, they had 60 employees. At the time of my writing this chapter, they were up to 2,200. And every time I visit, they are training a new group of 50 team members. (If you’re wondering how to train that many employees consistently and on budget, I promise to share my secrets when you get to Zone 5.)

    
			BEHIND THE LENS: THE STORY BEHIND THAT PHLEBOTOMY SHOOT

			I was at my client’s Silicon Valley biotech headquarters training their marketing and sales teams, while the WireBuzz crew was filming the phlebotomist training video on their campus. When my meetings were done, I snuck into the back of the room and watched our team capture all the video assets on their shot list.

    

			The client’s lab director was the on-camera talent, in costume, wearing the customary white coat. She was easily six-feet tall, with long blonde hair. After a full day of recording, the WireBuzz producers had checked off each of the scenes on the client’s shot list just in time for the lab director to race out of the building to another meeting. The WireBuzz team started packing up so we could catch our flight home.

			As my team began breaking down cameras and lights, the client’s brand director realized there was an essential scene missing from the shot list, and we had to capture it.

			But our actress had already left the building. With barely enough time to still make our flight, the brand manager—who is barely five feet tall but does have blonde hair—put on the lab coat. We recorded the remaining scene zoomed in, so you could only see her hands and the end of her blonde hair.

			Nobody ever knew we used two different subjects. And that video went on to teach thousands of phlebotomists how to properly perform their test.

    
			SOUL ASSIGNMENT: IDENTIFY YOUR STAGES

			What stages do your clients go through when implementing your solution? If you don’t know where to start, do a quick mental audit of each project you are currently working on and write down where they stand right now. Odds are that you already have names for your different stages, even if you haven’t written them down. As you mentally go through each client’s current status, you’ll discover your stages. Write them down on the next page.
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			What kinds of video might help support your prospects through these stages? Use this page to brainstorm. This list is an excellent framework to get you started!

			[image: ]
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			Zone 5 
Training

			In March of 2022, I was having lunch poolside in South Beach, Miami with a regular client of mine—a CEO of a medical device company. Her whole team had recently gone through my remote-selling training program.

			“How is it going with the new employees?” I asked.

			“Actually, it’s really frustrating. At the last conference, I eavesdropped on my best salespeople. And what I’ve noticed is—and this is the frustrating part, Todd—each of my 225 salespeople explain the company and our products in completely different ways!”

			I nodded. This is problematic, but it isn’t unusual—salespeople often adopt their own language to describe products.

			She continued. “And I realized that because everyone is now remote, and I only see my sales team at events and conferences; I don’t have many opportunities to align my team. So imagine the confusion inside our marketplace about our company and our products. And by the way, none of them describe us the way I’d like them to.”

			This is now such a common problem for many businesses. But I did have a solution.

			I suggested, “Why don’t we create a series of training videos for your sales team? That way you can teach them what they need to know, plus how you want the company and products to be described. You teach it once on video and relay the important talking points. We could even upload the videos into a Video Training Platform (VTP) and implement a quiz that each new salesperson would have to pass before they were certified to represent the company. You would do that by creating a series of training videos for them.”

			That’s the exact moment Zone 5 was born!

			In a way, Zone 5 is the logical conclusion of implementing Zones 1 through 4. Once you become an expert in each Zone of Influence, you can turn around and teach it to the rest of your rock star team. Another way to think about this area is to imagine yourself as a plumber moving through each part of your sales process, finding and fixing leaks.

			
					Have a hard time finding leads? Focus on generating more helpful content in Zone 1 so you can get discovered.

					Are prospects finding you but failing to move through your rabbit-hole journey? Ask someone you trust from one of your persona groups to move through your website. Do you they become confused or disinterested? Look for any leaks in Zone 2.

					When talking with prospects, do you notice any red flags in the process? Then be a true sales rock star and create personalized, hyper-relevant DIY videos for individual prospects. Watch your close rates soar in Zone 3.

					Do you struggle to retain your existing customers? Then it’s time to use video to support the ones you got in Zone 4. Don’t forget to upsell!

			

			You now have the power to use the 5 Zones of Influence tactically, with video as your primary tool.

			Zone 5 is all about training your employees and your stakeholders in a remote world. Most people can’t get their entire team in one room for training sessions. You’re probably not doing national sales meetings like you used to. You might not even be hiring people who live in the same city where you operate.

			Because now we’re just looking for the best candidate, not the most conveniently located. That means you’ve got to learn how to leverage video to train your team.

    
			SALES ROCK STAR: FAITH ZASLAVSKY

			You’ve heard a bit of Faith’s story already. When we met, she was the national sales director of the Oncology Business Unit at Myriad Genetics. At the time, she was beginning to realize that some of Myriad’s competitors were gaining traction, and even outperforming them, in a field they had pioneered. She took note of the marketing campaigns her competition was creating and wanted to discover who was behind them.

    

			And that’s when she found me and WireBuzz. Now you already know that Faith used her vacation time to fly to Arizona to receive personal training from me and my team. We helped create customer-journey pages so Myriad could speak directly to their clients, in a language they understood. You also know that these minor modifications generated wild success for her company and that a few years later, she was promoted to president for Myriad Genetics Oncology.

			But what you don’t know is how—together with Faith—we helped to implement Zone 5 throughout her department. As you’ll likely soon realize, getting the whole team on board to succeed remotely can be challenging.

			Over the years, I’ve done a series of remote-selling training sessions with her sales and marketing teams. We taught her marketing team how to design the appropriate journey page based on the persona group the prospect belongs to. We showed her sales reps how to use video situationally through the sales process. We also showed them how to respond to the red flags that appear during buyer interactions.

			According to Faith, that training helped the field team learn how to use Zone 2 customer-journey pages and videos, attach them to emails, and create some sort of attention hack to get customers to pay attention long enough to have a conversation.

			Faith recalled that Zone 5 was challenging at first. It’s a little like exercising a muscle, and it was one that her team did not initially work out much. But their financial results were dramatic, and now her team has successfully transitioned into a remote world.

    
			SOUL ASSIGNMENT: IMPLEMENT THE 5 ZONES OF INFLUENCE

			Do you know how you’ll implement the 5 Zones within your organization? For each zone below, write down at least one strategy from this book that you’ll implement. Whether you’re a marketer, salesperson, solopreneur, or CEO, I encourage you to take what you’ve learned and use it to transform the way you sell. Ready?

    

			Let’s brainstorm!

    
			ZONE 1: DISCOVERY

			Helpful is the new viral! How can you leverage helpful content to get discovered? Remember supply and demand? Write down your prospects’ frequently asked questions (FAQs) then supply the answers by creating a helpful social-media video for each.
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			Don’t forget to include the call to action (CTA), which guides the audience from your helpful video to the landing page that’s most relevant to them.

    
			ZONE 2: WEBSITE

			Who are the different persona groups you’re trying to influence? Your website will command attention like Netflix if the journey pages are hyper-relevant to the recipient. For each persona group’s journey page, create a killer client Testimonial Story video of them raving about how your business helped them solve their problem.
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			ZONE 3: SALES

			How can you up your game with personalized video? Make your proposals more appealing by creating a Show & Tell video for each proposal you submit. Bonus points if you can transition from email to texting!
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			ZONE 4: SUPPORT

			Your clients are your friends. How can you better support them with a long-term solution?
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			ZONE 5: TRAINING

			How can you use this information to improve your team’s sales strategy?
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			You’ve now sketched out your roadmap. But before you can begin to implement, you need to know where to start.

		

	
		
			#1 Make-Or-Break Skill For Sales And Marketing Teams

			I just taught you how to elevate your career to the next level—to help you:

			
					get discovered

					prioritize follow-ups

					use video tactically

					ritualize the sales cycle.

			

			By now, you truly understand that there is only so much I can do with text. I have so much more to teach you! If you are serious about upping your sales or marketing game, you need to understand more than just the basics. Think about your own industry. Whatever it is, you know that it’s one thing to get the fundamentals—it’s another thing entirely to become an expert.

			LET’S FUTURE-PROOF YOUR CAREER.

			Selling remotely is the new norm. You have two options: fail to change and watch leads dribble through your leaky pipes, or take charge and become a remote-sales rock star.

			I know you’re experienced. I know you’ve been successful in the past. I know you have big goals for the future. But you’ve got to be willing to pivot to prosper.

			Remote-first is now our new normal. Traditional face-to-face selling is now secondary, and it will be for the rest of your career. Not because of you or your industry, but because of your buyers. Their expectations have changed.

			As companies embrace hybrid workplaces, it’s never been more imperative to excel at the art of remote selling.

			As you take the skills you’ve learned here and implement them in your own business, remember to inject as many of the digital trends and buyer-psychology fundamentals as you can, at every stage.
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			If you are aware of these trends as you move through the 5 Zones of Influence, you’ll make binge-worthy content. But I know it’s hard to get started. That’s why I’ve laid out your next steps.

			Ready? Let’s do it!

    
			WHERE YOU BEGIN

			You’ve got all the pieces of the puzzle.

			If you can take this next step…

    

			…if you can be helpful at every sales stage…

			…and if you can inject massive clarity into your process…

			…you will accomplish a lot more than what I promised you at the beginning of this book. To be sure, you now possess more than enough knowledge to close 75% of your late-stage prospects by the end of this quarter.

			Actually, why don’t you make that your new goal?

			Circle that date on your calendar and write: “Close 75% of my late-stage prospects by Q1.”

			To get there, you just have to know when to implement each zone, how much to invest, and where. You’ll want to start at different stages depending on your personal and professional goals.

    
			MARKETERS

			Did you notice that marketers start with Zone 2? That’s because there’s really no point in getting discovered if you have nowhere to send your prospects. For example, if you were a developer for a large residential community, in most cases you would start by developing Main Street restaurants and shops. That’s where you want all the traffic to drive through…before you invest in billboard ads to get residential buyers to discover your community. Zone 2 and Zone 1 work in a very similar way.

    

			That means you should build your rabbit-hole journey before you do anything else.

			After you have designed an awesome rabbit-hole journey for your persona group, you can move on to the second and third tasks.

    
			SALESPEOPLE

			Who are the people most likely to say, “Yes?” Those at the bottom of your funnel! That’s why you should start there. Identify any red flags in conversations you’ve had with these late-stage prospects, and send them a Follow-Up video. Once you’ve supported these folks, you can move up your funnel.

    

			When you send videos to the prospects who are at the bottom of your funnel (Decision Stage) first, and address those in the Consideration Stage and Awareness Stage last, you will basically be taking a plunger to your funnel—and deals will start to flow.

			I couldn’t possibly include everything I wanted to in this book. It would simply have been too long. But I also know that those who are serious about becoming sales rock stars in a remote world deserve additional support through this transformation.

			Because that’s really what this is all about: guiding you through a complete restructuring of the way you practice and think about sales.

			Using the techniques in this book, you will up your sales game, and get your revenue and commissions to the next level. These tactics will help you serve your clients like never before.

			I know that you will celebrate your big wins rather than apologize for your losses. That you will take care of and support your team. Grow your business. Impact the world in a positive way by solving your client’s biggest problems And that’s why, if you keep reading, I have a little more to offer you.

		

	
		
			You’re Invited

			I hope you found this book helpful and that you’re ready to start using the 5 Zones right away. I crammed as much information as I possibly could into these pages. But I’d have to write volumes to cover everything that’s taught in the boot camps.

			You’re invited to learn directly from me, Todd Hartley.

			If you want to put your sales game into overdrive, then I’d love to teach you to…

			
					BREAK ICE: Learn the secrets of social sell on LinkedIn to start booking meetings and closing deals at the speed of 5G.

					BREAK CEILINGS: Overcome your limiting beliefs and experience skyrocketing growth with my coaching boot camp.

					BREAK RECORDS: Unlock remote-selling secrets and set your sales team free with my sales training for enterprise teams.

			

			Ultimately, you will learn how to ACCELERATE YES!

			Click HERE to learn more.

			Read on to find out more about my boot camps.

    
			Here’s What People Are Saying About Todd’s BOOT CAMPs

			“I just had a one-on-one coaching call with Todd and it was amazing. If you have an opportunity to have Todd teach you about video and sales, consider yourself lucky and take it. The man knows his stuff. He works with the top companies on the planet and he gets results for clients.”

			—Gordie Bufton, 
International Speaker and Author

    

			“Todd Hartley is a total genius. I attended one of his training sessions, implemented his strategies, and within 24 hours landed a six-figure deal.”

			—Kim Le, Finance Entrepreneur

			“Ninety days after Todd’s training, we had a major blow out quarter with 31% growth and $119M in sales!”

			—Robert LoCascio, 
CEO of LiverPerson

			“Todd’s coaching has impacted my company dramatically. The biggest takeaway I had from working with Todd was how to sell remotely. In addition, he was brilliant at helping our team learn how to use videos to help our customers and stay relevant. Not only have I learned a ton, but I enjoy working with him and his team.”

			—Faith Zaslavsky, 
President of Oncology at Myriad Genetics

			“My career has taken off since I engaged Todd and started the Breast Cancer School for Patients. It ultimately led to me being appointed by the President of the United States to chair the president’s cancer panel. I had the idea, but Todd had the vision to implement. I would not have been able to achieve it if I had not met Todd.”

			—Dr. John Williams, 
Chairperson of the President’s Cancer Panel

			“Never in my 35 years have I seen a turnaround in this period of time and to this magnitude.”

			—CEO of a $2B company

			These awesome people all left my boot camps with tools they used to crush it in their companies and businesses. I hope you come see what they’re all about for yourself.

			It’s been a pleasure to be your guide, and I hope to meet you soon. If you see me in public, please come say, hello.

			Todd Hartley

		

	
		
			Clarity: 
The Salesperson’s 
Video Tool

			After training some of the best salespeople around the world, it was obvious that they all had one thing in common. They were masters of injecting clarity into the buyer’s decision-making process. For years, I’ve been helping salespeople accelerate YES! by introducing them to the best video tools on the market. Unfortunately, 99% of the video-selling tools were originally built for the needs of marketing teams.

			Most tools treat a salesperson’s needs, strategies, and tactics as an afterthought.

			To help salespeople leverage the full power of remote selling with video, I personally designed a video tool enabling salespeople to access prospects, achieve influence, and accelerate revenue.

			Hopefully you’ve already downloaded this amazing app and are already using it to crush your quota. But if you haven’t, here are some of the awesome benefits you’ll get.

			Clarity includes

			
					On-demand videos featuring me, personally teaching you how to use Clarity to sell

					The three types of simple DIY videos you can create from a cell phone or computer	Teleprompter Video for staying on script
	Show & Tell for closing more deals
	Selfie Video for resolving simple confusion



					A salesperson-designed CRM for managing, tracking, and prioritizing your hottest leads

					Real-time spy tools that notify you and evaluate each prospective buyer’s interest

			

			To add the Clarity superpower to your sales tool belt, click HERE to get the latest offer only available to my readers.
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Don't forget, you want to authentically make people
feel special. #H2H
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This ain't yo grandaddy’s sales bible!
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Don't let your insecurities outweigh
your desire to serve your people.
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#ToddTip: Did you know that 85% of social-
media videos are watched on mute?* Use
subtitles to increase your influence on social.
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DISCOVER HOW TO SELL REMOTELY
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#ToddTip: The quicker you mention the names

of the people on the review committee, the faster

you'll command their attention when watching.

When they hear their name, it's like you reached
through the screen and tapped them on the forehead.
Uh, hello!
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SUPERPOWER #1: ATTENTION

Readers will crush comic books, spy novels, and epic fantasy.
But a wall of text about a vacuum cleaner or car insurance or
business services? Eh, maybe...IF it's exceptionally well-written
and they're motivated, in the market, and have some free time.
Excellent copy might hold 10% to the end. That's a whole lotta
IFs to get someone’s attention.

Video doesn’t have that problem.

According to Cisco’s Visual Networking Index (VNI), in 2022,
video traffic will be 82% of all IP traffic (both business and con-
sumer), which is up a staggering 75% from 2017.22 In all candor,
this isn't my favorite video stat. Why? Because | can hear all the
naysayers saying to themselves, 82% of all IP traffic is video?
That’s too much competition. I'll use a different tactic.

Here's a better way to interpret this stat: Users have voted for
the type of content they prefer to engage with and learn from,
and video is it. Need more proof? Think back to the last time
you needed to fix something in your house, like a garbage
disposal or a leaky faucet. You went onto YouTube and found
the video where the guru of garbage disposals coached you to
fix it. But why didn’t you just go to the manufacturer's website
and read the solution? Because watching the damn video was
so much easier.

At WireBuzz, we've found that our videos engage around 50%
of people to the end, even in long-form content (we're talking

15 full minutes!). Video is the king of engagement. g
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FAQ: WEIGHT-LOSS TRAINER

Q: Do 100 calories of bread cause the same weight gain as 100
calories of chicken?

Q: Are frequent smaller meals better than three large ones?

Q: Do low-carb diets really work?
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THE WIREBUZZ MOMENTUM METHOD:
PATIENT WITH DOUBLE CHIN

‘What does this target audience care about
TODAY?
o Getrid of double-chin

2. What is the real problem or desire?
o Getrid of your “stubborn” fat

o Confidence
What are the bad options? Why are
competitor options inferior?

o Liposuction

o Diet & Exercise

o Fasting

o Reality: under 10% body fat
4. What's the best solution?
o Freeze off stubborn fat

What are the lingering
questions or doubts?
o Before & After
Testimonials

How much does it cost?
Does it hurt?
Deals/Promos

o000
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DO YOUR PROSPECTS HAVE SHORT
ATTENTION SPANS?

Is it difficult to get buyers to stay on a page, read an
entire article, or stick around long enough for you to
deliver your message?

Is it kind of like trying to connect with a college student?
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Generate the highest number of conversions at the
lowest cost by speaking the right language
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#ToddTip: All videos that live on your website
should be professionally produced. Quality video
suggests quality service. But videos on your blog,
in your emails, and on your social can be DIY.






OEBPS/image/AY_Conference.png
SEGMENT DURING AN EVENT

OUTOF-
'OWNERS

"

£
o
2

. LocAL BUYERS
-

Do Do Do DeDe
DeDeDeDeDe|
P

Do Do Do Do Do
TR






OEBPS/image/68.png
#ToddTip: An emotionally unaffected buyer will not buy!
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Stories are the glue that bind your
prospects’ attention to your solution.
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If you practice, it will take fewer leads to make more
money because you've optimized your path to YES!
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U S DEQ U A A U PROPOSA

Thank internal champion and then side-step to other stakeholders.

Face must be on camera, eye contact, demonstrate clarity

Slide deck and team photos

Limited text, lots of white space, visuals, photos dominate

Second-to-last slide is a summary with the project total
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This is how you sell in a remote-first world.
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Kickboxing Routines for Beginners

The DropKick

Kickboxing for Self-Defence
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#ToddTip: Every time a prospect or client asks a
common question, | write it down on a list.
Remember when | talked about supply and
demand earlier? | did that for a reason. | want
you to be thinking, Because my prospects demand |
answer these questions, if | supply the answer in video,
then lots of other prospects will be attracted to me.
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#ToddTip: A Zone 4 tactic for engaging your

existing clients can be as simple as a regular

email newsletter designed specifically for clients.

If you want to boost your open rate, remember
the email optimization rules | taught you in Zone 3. If
you add video into that email newsletter, you'll increase
your click-through rate 3x!
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Maxwell <Maxwell@VideoEditingExperts.com>

tome »

“Howdy {First Name}!

Would love to connect with you—My name
is Maxwell... founder of a company helping
Entrepreneurs blow up their brands with the
best video editing, hence the name of my
team—Video Editing Experts.

I noticed you're in the same space, so let's
connect!”
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In a world where a vast majority of the sales process is
now led by marketing, if you don’t use tracking, then
it's marketing malpractice because you don't know
who needs your help.
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#ToddTip: If you are ever confused about when
to use video, | want you to remember that video
should be used to do two things:

e Create clarity.
e Develop relationships.

If a video would accomplish either of these goals,
then you know you need to create one. Keep that in
mind while you read the rest of this book, and you'll
be as agile as the Karate Kid.
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Your video sold them.
Totally made my job so
simple. So awesome.
I'll be sending you a
contract in a couple of
minutes.
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It's impossible to sell to hummingbirds.
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Your Name <You@your-email.com>
toSteve v
Subject: Update

Steve, | wanted to update you after our call today.

We made significant progress on the following points. [Give
the details ]

Afterward, we had a really great conversation on how we’'ll
work together to implement this strategy. At the next
meeting on Tuesday, we'll dive into a cost/benefit analysis
that will show you how we can move the needle for your
team. We'll also talk about how we can get you all up and
running within three weeks so we can hit that goal you
established in our first meeting.

Follow this link to your personalized video.
(Add your link here)

I'm looking forward to seeing you. If you have any
questions before Tuesday, reply to this email or send me a
text. Talk soon!
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RABBIT HOLE: MINOR PURCHASES

Keywords YouTube Website Sale
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#ToddTip: If you're presenting a proposal for the

first time, always be there in person or on a video

chat. You want to be able to answer questions

and exude credibility in real time. If you email the
proposal so they can look it over on their own, three
things will likely happen.
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FAQ: PROBATE ATTORNEY

Q: What are the executor’s legal duties?
Q: How are creditors handled?

Q: What if someone mishandles the estate?
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Video is the most powerful way
to convince and convert.
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Best year in 14 years!!!! @

That's huge.

Our CEO just told me,

“Never in my 35 years have | seen a
turnaround in this period of time- and to this
magnitude. Faith, you have left me in awel”
Thank you!

Congrats. So proud of you!
Gotta show you our trends-

It's a Harvard Business Review case study!
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#ToddTip: If you identify a persona group that

has people with the same job title but different

frustrations or pain, that should trigger your need

to create another persona group. People pay
attention to what irritates them and then they solve
problems with money. Just like you did by purchasing
this book. (Oh damn...I sure hope | didn't blow this
example by giving you this book as a gift.) Regardless,
form your persona groups based on different needs,
pains, and frustrations—not job titles.
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Jane Doe
You and me both!

| wanted to share a quick story with you.

Not even 24 hours after your presentation, | had
the opportunity to immediately implement the tools
you showed about creating sincere videos.

My fiancé’s sister died the very next morning after
your presentation, and he and | were in two
different locations.

| wished so badly that I could be with him, but
since | couldn't, I sent him a video using all of the
techniques | just learned from you the night
before

It was so well received and so appreciated and so
outside of anything I've ever done. | wouldn't have
even thought about sending him a video if it
hadn’t been for your presentation the night before.
So thank you for giving me a way to authentically
connect with my partner during such a difficult

time. LG/

Todd Hartley

Oh my God. You broke me down into tears. Wow.
I'm so sorry to hear this news, and grateful | could
be there to help you properly say goodbye. ""\V/‘

How is he holding up? I'd be devistated.
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Rachel, here's a quick
high-level video | created
for your team where | walk
them through the strategy
we created together and

the project proposal. Click
on the video below:

tps://ww rebuzz.com
Ivideoproposal

YYou rock. Thank you!!!
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#ToddTip: Typically, the second video on the

customer-journey page is a KOL video. But a tes-

timonial may not be realistic for each business.

For example, if you're a new company or are
launching a new product, you may not have any yet. If
that's the case for your business, there are two substi-
tutes for the second video. You could create a Case
Study video, where you show how you created results
for a similar persona group.
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Your Name <You@your-email.com>
to Megan
Subject: Potential Rental

Megan, the single-family unit you inquired
about has potential as a rental. It's within
two miles of the local university, and there
are many other rentals surrounding it. My
estimate is that your mortgage will be near
$1,200 per month. Similar rentals in the
area rent for $1,900, so cash flow will be
immediate. Cost to repair is around $5,000.
Below is a video detailing how my company
works with investors like yourself to ensure
a profitable transaction.

Click on this link to learn more!
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The Teleprompter video is
life-changing. We had so
many things to record and
| was like, Wait a minute. |
have a screenshot of what
Todd suggested! The app
worked great. Thank you!
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Welcome to your first Soul Assignment! Remember why
they are called Soul Assignments? Because completing
them will feed your soul. To make the most of them, |
challenge you to finish each within 48 hours of reading.
Best of luck!
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Business Takeaway: Know who you are talking to so
you can remarket prospects based on their persona
group. Remember, the more relevant your information
is to your recipient, the higher their attention span,
interest and conversion rate will be.
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Your Name <You@your-email.com>
to Administrator Johnson v
Subject: Meeting with Dr. Jones

Hey, Administrator Johnson. | want to bring you up to speed
on what Dr. Jones and | talked about in our last meeting.
Here’s how we think this device will improve patient
outcomes and deliver your bottom line.

Follow this link to your personalized video.
(Add your link here)

In our next meeting, we're going to talk about how the
device interacts with your existing EMR platform. We'd love
to have you there! See you next Tuesday.
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#ToddTip: Did you notice when | asked good old

Jim that question, | didn't mention the company

name in my recorded video with our specialists?

If you keep your question generic, you can repur-
pose your video the next time this question comes up,
and you won't have to burn Jim’s time again. (And Jim,
we love you.)
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PERSONA GROUP #2: EXCESS BELLY FAT
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Gratitude, sincerity, and eye contact are
the keys to unlock someone’s heart.
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#ToddTip: Don't forget that the goal of Zone 1 is
to get discovered and then drive that traffic to a
very specific location in Zone 2, your website.
That's why using the CTA in your video and social
post is essential.
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Subject: VIDEO: Steve - How | accelerate Revenue

69%
OPEN RATE
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SUPERPOWER #4: CLARITY

The dual-coding theory of education reveals that people
learn more, and at faster rates, when information is simultane-
ously delivered verbally and visually.® If you have a compli-
cated product or service, video can help deliver your message
quickly and clearly. In the next chapter, I'll explain in greater
detail why clarity is so important in sales. For now, just know
that wherever confusion lies in your process, that's where the
leads leak out.






OEBPS/image/AY_Email_Client.png
Your Name <You@your-email.com>

to Client «

Subject: Meeting Today

Hi, [Client Name]!

I'm excited for our meeting today at [time].
Here’s the link [Zoom link or phone number].
Fired up to chat!

[Your Name]
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Prospects are forced to talk to a salesperson.

If a website exists, it's full of walls of text that aren’t easy
to digest.

There is little or no video on the website.

There is a massive disconnect between what sales is
saying and what marketing has posted.

Web pages are product- or solution-centric, instead of
buyer-centric.
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Lack of confidence or | Self-defense move for

el safety beginners

Four moves to lose

Nicholas | Overweight weight

Samar Need to stay in shape | A routine to stay in shape
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Confusion kills, clarity converts.
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Robert <Robert@mybusiness.com>
to me w

Hi Todd, | came across your featured profile on
LinkedIn’s recommendation. Let’s connect?
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ZONE 1: DISCOVERY

ZONE 2: WEBSITE
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®

OVERVIEW VIDEO

WHAT DOES YOUR TARGET AUDIENCE
CARE ABOUT TODAY?

WHAT IS THE REAL DESIRE HIDING BELOW
THE SURFACE-LEVEL PROBLEM ABOVE?

WHAT'S THE BEST SOLUTION?
(YOURS!)

WHAT LINGERING QUESTIONS OR DOUBTS
NEED TO BE KNOCKED DOWN FOR THEM TO ACT?

PRICING

$1,200 |l $1,500 | $2,000
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#ToddTip: Steps 1 through 4 need word econ-
omy. Get to the point quickly to build momen-
tum. Aim for between 50 and 100 words per
section. Remember, reading is hard. And if you
make your prospects burn too many mental calories
going through your rabbit hole, they’'ll bail on your ass.
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Watched Customer Testimonial - BRCA Test on your page

®

80%
‘ 98%

@®

From: Clarity Intel

to Todd Hartley
Subject: #1 Alert - John Doe is interested!

John Doe just watched 98% of the Invitae

BRCA Test Cideo

CONTACT INFO John Doe, (555) 555-5555
0%

e
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In early 2021, my agency, WireBuzz, was working on a
video project for Team Tony. KK was in Scottsdale to
appear as the on-camera talent, so Wendy and | took her
to dinner. Guess what? She told her mom, who is also a
sales rock star, all about my video for sales training. Now
her mom is using videos to crush her quota. Yeah Mom!
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#ToddTip: Don't ever slow people down while
they are hunting for you to solve their problem.
The slower you make them go, the more options
you'll need to grab your prospect’s attention.
#Squirrels
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#ToddTip: You can do this easily by connecting
Clarity to your CRM (customer relationship man-
agement) software. When a viewer watches your
video, Clarity will notify you.
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®

OVERVIEW VIDEO

'WHAT DOES YOUR TARGET AUDIENCE
CARE ABOUT TODAY?

WHAT IS THE REAL DESIRE HIDING BELOW
THE SURFACE-LEVEL PROBLEM ABOVE?

WHAT'S THE BEST SOLUTION?
(YOURS!)

WHAT LINGERING QUESTIONS OR DOUBTS
NEED TO BE KNOCKED DOWN FOR THEM TO ACT?

PRICING

$1,200 | $1,500
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Can | wear them while I'm eating?
Do | sleep in them?
How long will it take?

How much does it cost?
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In a remote-first world, selling is even harder if you
rely exclusively on traditional face-to-face sales tactics.
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#ToddTip: Try to avoid naming particular employ-

ees. Don’t make turnover double painful by los-

ing a key team member AND having to reshoot

the video. Instead, focus on the general roles of
specialists involved.
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Your Name <You@your-email.com>
to Braden v
Subject: Your First Home

Braden, I'm looking forward to talking with
you about your first home! The one that
interests you is in a convenient area, close
to the university and downtown. Because
this is one of the most important decisions
of your life, | want to help guide you through
every step. Here’s a video covering how we
handle appraisals, inspections, and other
often-overlooked steps that are critical to
our clients.

Click on this link to learn more!
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Steve <Grant@mybusiness.com>

from Todd Hartley ~

Subject: VIDEO: Grant - How | accelerate Revenue _

Hey Grant,
It was great talking with you moments ago

Just because I'm thorough, please reply to confirm you
were able to watch the video below.

Here's a quick overview video that highlights the most
important info from our call today. I look forward to
talking with you and your team about how we can accel-
erate your sales process

https://wirebuzz.com/video

Please let me know your availability for next week
Have a great weekend

Go DBacks!

Todd

<=

69%
OPEN RATE

MAGIC
SENTENCE

3X CLICK
THROUGH
RATE





OEBPS/image/71.png
» » 0) A RO »

Persona Group #1 Double-Chin

Persona Group #2 Excess Belly Fat

Persona Group #3 Excess Side/Flank Fat
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Breast surgeons

“The existing competitor device takes too long. |
can only see so many patients in a day because of it.
Also the device infection rate is too high, and | want
to increase the success rate on my operating table.”

Nurses/technicians

“I'm upset that we can't offer better care to our
patients, and | hate tech that is buggy and hard
to integrate. It can be the difference between life
and death.”

Hospital
administrators

“The existing competitor’s device is so slow it
limits the number of patients we service in a day.
Meanwhile, the new device decreases operating
room (OR) time by 50% and decreases the rate
of surgical recurrence, making our OR significantly
more profitable. We must purchase this device,
because it makes the OR more revenue.”
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The most common friction point is a wall of text.
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“Todd's training is so valuable, my businesses and clients are executing
his strategies with extraordinary results...”

—TONY ROBBINS, #1 NY TIMES BEST-SELLING AUTHOR

ACCELERATING

Create Effortless Buying Experiences

TODD H

ARTLEY
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=

Buyers want to research their way through a
rabbit-hole journey.

B2B and B2C sales have converged, and now we
only sell to humans.

Friction kills conversion. Remove the psychological
resistance to completing online tasks.

The 5G network has revolutionized how sales-
people move prospects through the decision-
making process.

Want to hack attention like Netflix does? Then
design your website to be...

® Personalized and relevant

® On-demand

® Binge-worthy
Whetever there is confusion, the leads dribble

out. Plug the gaps with video.

Stories are the glue that binds prospects’ attention.
Use them whenever and wherever you can.
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Problem In this video, discover how to solve
Agitate This is a problem because

Solve You can solve this problem by
CTA For more information, go to
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#ToddTip: If you create a single one-size-fits-all

experience for your prospects, it's not going to

feel relevant to a lot of buyers. Don't get me

wrong. You can settle on creating just one cus-
tomer journey...if you don’t like money.

But creating customized experiences doesn’t have to
be a ton of work, either. I'll show you how to design a
rabbit-hole journey that is personalized to your custom-
ers in Zone 2: Website.
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Business Takeaway: If you have the opportunity to tell
a story in your sales process, make sure it's super rel-
evant and interesting!
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Sales strategies don't work the way they used to
because people don't buy things the way they used to.
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#ToddTip: When salespeople don't manage their

lead’s momentum through their sales process,

they have to hunt down more leads. But if you

manage each lead like a train conductor who is
focused on getting the right people on board and
headed to their destination, you'll convince and con-
vert like a rock star! ALL ABOARD!!






OEBPS/image/AY_Writing_Lines_Numbered_10.png





OEBPS/image/12.png
SUPERPOWER #3: PERCEIVED VALUE

It's no secret that video is harder and more expensive to pro-
duce than written copy. But because it does take a bigger
investment, it's perceived as more valuable. In my experience,
when you use video, people will give you more time and more
contact information, and even pay a higher price.

The perceived value of video can...

e Give you a major boost in organic website traffic.
e Attract 3x more organic inbound links.
e Increase click-through rates by 41%!

That's a lot of value.
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» OP O RA O
Get discovered.
e Ads
ZONE 1: o Email
DISCOVERY e Fvents
e Social
e Webinars
MARKETING Persona-centric journey pages
with three relevant videos:
ZONE 2: e Persona overview
WEBSITE e Persona testimonial story,
case study, or demo
e Next steps/
implementation
Salespeople can create these
videos:
ZONE 3: e Helpful social to get
SALES SALES discovered
e Personalized ice-breaking
e Personalized follow-up
Proposal
Treat your existing clients well by
guiding them through your prod-
. ucts or services.
ZONE 4: SALES
SUPPORT e Consulting
e Treatment
e Maintenance
ZONE 5: HUMAN Train the rest of your team to get
TRAINING RESOURCES | on message, and jump in to help.
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Jane <Jane@your-email.com>
to Bonnie «
Subject: Follow-up

Hey, Bonnie! It was great speaking with you the other day.
Thank you for preparing me so well for our next meeting.

Frank in HR, and of course Greg and Cynthia, my name is
Jane. | help the executive team get the very best results
from the management team. | can support your company
with organization and productivity skills, as well as custom-
ized coaching. In this short video, I'll tell you a bit more
about how | can help you.

Follow this link to your personalized video.
(Add your link here)

If you have any questions before our next meeting, please
reply to this email
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#ToddTip: Relying on your internal champion to

sell your proposal to their review committee is a

low-success tactic. While everyone you're com-

peting against is also submitting PDFs for review,
wouldn't you get better results if you could be there to
sell your proposal directly to the decision-makers?
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#1 Self-Defense Move for Beginners

Four Kickboxing Moves to Help You Lose Weight

The Best Kickboxing Routine to Stay in Shape
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In this video, Thisis a You can For more
discover problem solve this information
how to solve because problem by go to
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Your knowledge is the cost of admission into their lives.
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#ToddTip: If you are trying to get someone to
buy an inexpensive impulse product, then give
them all the information they need to know now.
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&

What does your target audience care about
today?

What is the real desire hiding below the sur-
face-level problem above?

Why are the competitor options inferior?
What is the best solution? (Yours!)

What lingering questions or doubts must be
addressed for them to act?






OEBPS/image/AY_Writing_Lines_1.png





OEBPS/image/75.png
THE WIREBUZZ MOMENTUM METHOD:

PATIENT WITH BELLY FAT

What does this target audience care about
TODAY?

o Getrid of belly-fat

What is the real problem or desire?

o Getrid of your “stubborn” fat

o Confidence

What are the bad options? Why are
competitor options inferior?
o Liposuction

o Diet & Exercise

o Fasting

o Reality: under 10% body fat
What's the best solution?

o Freeze off stubborn fat
What are the lingering
questions or doubts?

o Before & After
Testimonials

How much does it cost?
Does it hurt?
Deals/Promos

0000
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ROI-focused marketing starts with a great strategy.
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Name___ 'Topic to work on
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To supercharge your sales and shortcut the leaming
curve, click HERE to get the latest offer on Clarity, a video
tool designed to help salespeople sell. Among a host of
awesome features, you'll find personalized advice from
me on how to create these three types of videos.
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Times shown are just examples. Your message and soluti
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Your prospects don't have a short attention span.

They have a selection bias.
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Business Takeaway: Pair targeted language with an
ad that addresses the pain, frustration, and needs of a
buyer persona, and you've got something that will feel
intimate. Just like when | was talking with my sister, you
have to know your audience and tailor your message to
them. That is, if you don’t want to get smacked.
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The #1 make-or-break skill for marketers and
salespeople is the ability to sell in a remote world.
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PROB A A @

#1. Problem | In this video, discover how to solve

#2. Agitate | This is a problem because

#3. Solve | You can solve this problem by

#4. CTA For more information, go to
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1. CONSULTATION

2. TREATMENT

3. MAINTENANCE
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FAQ: CONCRETE COMPANY

Q: What are blended cements?
Q: How long does concrete last?

Q: What decorative finishes can be applied?
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SUPERPOWER #2: EMOTION

When was the last time you cried reading a blog post or
laughed out loud from a product description?

It isn't easy to elicit emotion from text. Yeah sure, J. K. Rowling
could, but | doubt your sales copy is going to win the hearts
and minds of an entire generation.

But video? That's a different story. Video has an unprecedented
ability to tug at your heartstrings. It doesn’t matter how many
times I've seen the Tunnel to Towers Foundation commercial
(in honor of the September 11 first responders), it still makes
my heart hurt. No one is that tough. No one. The truth is, view-
ers connect to video in a way that is unparalleled by other
forms of content.

Shouldn’t your solution have that same emotional pull over
your prospects?

Damn right, it should. @
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Click HERE to see more.
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John Doe

It's official! Todd Hartley your strategy is 99%
of the reason why we will have a new
member of our family © We started as no. 11
on the waiting list for a puppy, and because
of the intro video we have sent, we ended up
no. 3 and get a chance© The seller told us
that the whole family watched the video and
that it has absolutely done the trick ©
Thanks for your teaching! ©

Todd Hartley

Wow! This note just brought me a tremen-
dous amount of joy. BRAVO! I'm a puppy
daddy. My dog’s name is Happy Hartley and
he is sleeping on my side right now. So
happy for you and your adorable family. It's
amazing what we can accomplish when we
use video to simulate human to human
interactions.
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ZONE 1: DISCOVERY

Generate more leads, get discovered, and
deliver massive value to your clients.

ZONE 2: WEBSITE

Transform your ineffectual website into your
best salesperson by making it a hyper-relevant
rabbit-hole journey.

ZONE 3: SALES

Discover how top salespeople close more
deals, period.

ZONE 4: SUPPORT

Take care of your existing clients and you'll
never worry about leads again.

ZONE 5: TRAINING

Scale your training and unify your message
across your company so every employee
explains your services the same way.
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PERSONA GROUP #1: DOUBLE CHIN
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EFFECT OF THE CONTENT MARKETING REVLOUTION

On-demand Better buying New customer
information experience expectation
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Your Name <You@your-email.com>
to Carlos
Subject: Marketing Strategy

Hey, Carlos! It's been a pleasure developing the strategy
with you, and thanks for introducing me to the rest of your
team.

Hi Gloria, Steve, and Rodney! I'm Todd Hartley with Wire-
Buzz, and I've been working with Carlos on a marketing
strategy tailored specifically to your Q4 goals. Check out
this three-minute video below to learn more.

Follow this link to your personalized video.
(Add your link here)
I look forward to speaking with you all again soon
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#ToddTip: Only create videos for your most com-
mon stages. This content should be recyclable
and evergreen, so don’t waste time and resources
making video for one-offs and oddballs in Zone
4. Only do it for your most regular work.
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#ToddTip: The Chipotle Rule of Zone 1 still
applies. Don't wrap your burrito so full that the
filling rips out. If you try to give people a jumbo
burrito, they’'re going to get a stomachache—

especially if you've got a longer sales cycle and have to
transfer a lot of information.
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Your Name <You@your-email.com>
to Francesca «

Subject: Overview & Update

Hey, Francesca. | know you couldn’t make the call with the
rest of the team earlier, but | wanted to give you a quick
three-minute overview on what we did today and update
you on our progress. That way, when you jump on the next
call, you're ready to go full steam with us.

Follow this link to your personalized video.
(Add your link here)

Let me know if you have any questions. | can't wait to move
forward!
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Your Name <You@your-email.com>
toJenny
Subject: Remote Team Question

Hey, Jenny! | know you asked the question about how
many of your remote team members could use this technol-
ogy at one time. So | grabbed a Zoom room with our chief
technical officer, and here’s a quick video of Kim and me
answering your question.

Follow this link to your personalized video.
(Add your link here)
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Business Takeaway: Helpful videos address common
guestions, concerns, or frustrations your prospects are
struggling with.
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#ToddTip: How well you educate and support
your prospect through the sales process is their
key indicator for how your organization provides
customer service. One of the easiest ways to get
more YES in your life is to identify the red flags and fol-
low up by providing amazing pre-sale customer service.
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ACCELERATING

YES!

Create Effortless Buying Experiences

TODD HARTLEY
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| come from a long line of entrepreneurs—four generations on both
sides. My dad, mom, and sisters all own businesses. Even my stepdad
does. And his is the most interesting. You know how there’s big oil,
big media, big tech, and big Hollywood? Well...he's big dildo! That's
right—my mom’s husband is a major manufacturer and distributor of
adult toys.

My mom and stepdad are 75 and 85 years old. Yet they are the most
unfiltered people in the entire family. One time they got locked out of
their iCloud account, so they called me for tech support. If you were
listening to just my side of the call, it sounded like this...

“Mom, that new password didn’t work.”

“You guys have to write this stuff down somewhere.”
“This is making me crazy!”

“YES, | tried that one! | also tried your other passwords..."
“Dildo.4.FUN"

“Dildo-FOUR-fun”

“4_dildos.R.FUN"

“I'm telling you, I've tried them alll Mom, please. One more time—
does 'dildo’ have a big D? Yes or no?”

Oh and the grandkids...(long awkward pause)...think Papa Moe is a
candlestick maker!

| debated whether to add this story to the book. | didn't want to shock
you. But it is my real family story, and it's pretty funny.

Actually, this portion of the book has been added and cut several times
over. Which means I'm super interested in knowing your candid feed-
back. Was it a good or bad idea to include this story?

You tell mel
Click HERE.
DO IT!
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#ToddTip: For the rest of your career, the buyer
is going to be 100% in charge of the buying
experience.
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RABBIT HOLE: MAJOR PURCHASES

Keywords =YouTube Website =p> Reviews Salesperson Sale
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A responsible communicator is someone who...

Owns what comes out of their mouth

Owns how it's received on the other end
Adjusts for their audience

Uses relatable analogies

Looks for cues that information is processed
and retained

Doesn't use industry-specific jargon with
someone outside the industry (or say “shit” or
“fxcking morons” in front of their big sister, Kim)
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Business Takeaway: Use remarketing to pull prospects
back down your rabbit hole with personalized and
relevant content.
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#ToddTip: If you're in a highly regulated industry

like medical or financial, use a teleprompter app

like Clarity to ensure you stick to language

already approved by your legal or regulatory
affairs team. If you're new to a company or you have a
new product, organize your thoughts in the app before
sending your video. That way, viewers won't be able to
tell the information is new to you.
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Your Name <You@your-email.com>
toRaj
Subject: Home Inspection Follow-up

Hey, Raj! It was great to spend time with you today. | know
you had a question about the home inspection. As a
first-time homebuyer, it's really important that you feel
completely safe and comfortable in any home you choose.
Actually, a lot of people in your situation ask that same
question. It's part of my responsibility to guide you through
this complicated report. So let's walk through the most
critical repairs the inspector wanted to bring to your
attention.

Follow this link to your personalized video.
(Add your link here)

It's important you understand the relationship | have with
my inspectors. I've been working with them for 15 years,
and | trust them to ensure my buyers don't get stuck with a
home that has critical flaws. So let's go through each room
of your home and then I'll give you an informed
recommendation. That way, when you turn in your
counteroffer, you'll be able to reference this report. To be
clear, the seller is the one responsible for taking care of the
repairs on the home. We will take care of that together,
because I'm part of your support network. And | look
forward to answering any more questions that you may
have.
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Life begins at the end of your comfort zome.






OEBPS/image/AY_RabbitHole-01.png





OEBPS/image/50.png





OEBPS/image/AY_Leaky_Pipe.png





OEBPS/image/3.png
NINE-WEEK
SALES CYCLE
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#ToddTip: If you get lost or frustrated, talk with

your best salesperson. They might not be famil-

iar with the term “persona group,” but in order

to crush their quota, they've had to quickly switch
their sales messages to the different needs, pains, and
frustrations of individual prospects. If they can help you
identify those pain points, together you can come up
with a name for each group.
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1. ldentify your customers’ FAQs.
2. Answer the questions in a video.
3. Post the video on your social channels.
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If you want your business to command attention like
Netflix does, your information needs to be...

e Personalized and relevant

e On-demand (when your prospect is ready...not
when your salesperson is available)

e Friggin’ BINGE-WORTHY!!
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