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Introduction

Sitting on the Edge of Success

Let me ask you something. Do you ever feel as if you are sitting on the edge of greatness? As if
there is something holding you back from being the phenomenal business owner you are capable
of being? You read all the books about owning and operating a company. You listen to all the sto-
ries about small businesses becoming big businesses. You might know people who are living the
life you set out to live yourself, but you just can’t quite get there. You feel as if your business is
just waiting to explode. If only you could do something to make that leap from being the over-
whelmed business owner to the unbelievably successful entrepreneur.

Well, this book will provide you with the knowledge you need to reach new
heights. This book is for those small business owners that have been work-
ing to grow their companies and feel as if they are sitting on the edge of
success. This book is going to give you the strategies you need to double
your sales.

But, these strategies have not come easily. The success secrets I'm going to share with you have
been the result of years of struggle.

One day, my custom software company (eNovasys at the time) received an interesting phone
call. It was Friday afternoon and my partners and I were anticipating our weekend break. We'd
ordered pizza, and it had just arrived when the phone rang. Well, the last thing we wanted to do
was talk to anyone. Nevertheless, I decided to pick up the phone.

No sooner had I rattled off my greeting, than the man on the other end shouted, “I_have PAIN!
Can you help me?” Then he paused.

Well, my mind was reeling with concerns. Was this a prank? Did this guy
even know what number he had dialed? What was | supposed to do about
someone’s pain? Shouldn’t he call a doctor?

Eventually, (after a 90-minute conversation) I got to the root of this man’s problem. What this
man, Reed Hoisington, wanted was a software program that would more effectively manage his
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contacts. He was trying to follow up with
his prospects and customers, but he was
making a lot of mistakes. He was having

a heck of a time keeping straight leads,
responders, and customers. He couldn’t
track things properly and the follow-up
was hit or miss. In other words, he was
mismanaging his business and it was caus-
ing him pain.

The irony is, at the time of Reed’s phone
call, we too had pain! Probably more pain
than anyone in my company wants to ad-
mit.

Note: As you continue reading this book,

the importance of this story will become clear. You will discover how this story taught me the
one secret every small business owner must know, if they are going to achieve unbeliev-
able success. But I'll address that secret later. Right now, I want you to understand why this
man’s declaration of “I have pain!” struck such a chord with me.

When eNovasys first began, there were four of us (me and the three founders) working out of a
small office space in the corner of a strip mall. We provided customized software to small busi-
nesses. We built all sorts of custom software applications.

However, like many small businesses starting out, we really had no idea what we wanted to
achieve. In actuality, we had no idea whether we were going to be in business from one month
to the next. Still, we plugged away with a glimmer of hope that our budding company would be-
come successful.

Business ownership seemed exciting at first. We let ourselves daydream about what our compa-
ny could become. I was working with close friends; and besides, we weren’t being tied down by
corporate jobs. But then almost instantly the reality set in. The amount of work required to run

a small business forced all of us to reanalyze our situation. We began spending more and more

time at the office, sometimes working through the night to get projects done. It didn’t take long
before our only option was to eat, sleep, and breathe our business.

But worse than the hours put in at the office was the stress and fear that appeared one day
and never subsided. We were worried about our product, our clients, and whether or not we’d
be paid. And in the back of our minds we were questioning whether or not we could make this
business work. We developed small business paranoia. We were constantly expecting something
horrible to happen to us.

In fact, one of the founders became so agitated he lost 40 critical pounds in
a matter of months. The possibility of missing an important phone call kept
most of us from even eating during the day (not that we could afford to eat
anyway).

© 2008 Infusionsoft



5 ¢« THE EDGE OF SUCCESS- 9 Building Blocks to Double Your Sales

Life had suddenly taken on a whole new meaning. I was propelled into the age-old “fight for
survival.” My friends kept asking me where “the old Clate” had gone. I rarely saw my family, and
even when I was around, Infusionsoft (we had to change the name because people were calling
us eNovices) was on my mind. I had less patience and little devotion to the things that meant so
much to me before. My mind was busy, my stress levels were increasing, and I completely forgot
what it meant to “live” my life.

Despite the raging personal battles, and almost miraculously, our company
progressed and we hired several employees to help us manage the work.
But as we expanded, rather than finding more time, additional business,
and helpful solutions, we found ourselves wrapped up in more problems!

For one thing, in order to keep the company growing, we needed more money. A lot more mon-
ey. The two founders and I invested our personal savings into building and growing our com-
pany. Multiple mortgages were taken out on homes. We leveraged whatever financial outlets we
had, yet we slipped further and further into personal debt. Still it wasn’t enough. We were con-
tinually panicked about being able to pay the bills.

On a couple of occasions, I had to approach our employees and explain we couldn’t make pay-
roll. To their credit, they stuck it out and worked hard to help us get through the tough times.
And of course, the founders and I often went months without seeing any money.

But even as we tried to budget and gave up our own income, the money would run out, and the
creditors would come calling.

I felt particular embarrassment one night when my son asked, “Dad, why are you so
mad?”

“Because a freakin’ creditor called me on a Sunday!” I snapped at him.
The next question was, "What did he want?”
“"He wanted to know why I hadn’t paid my bills.”

“"Well Dad, did you tell him it’'s because you haven’t made enough sales?”

How often had | said that? And how could | explain to my eight-year-old
son the depth of the financial situation we were in? What lessons was |
teaching him? And how could | bear to watch him go without...because |
wasn’t succeeding?

I wasn’t the only one depending on the next sale. As one of Infusionsoft’s founders sat in the
hospital with his wife and brand new child, he was on the phone closing a deal. When his irri-
tated wife berated him, he looked down at his brand new baby and said, “You want to be able to
afford the hospital bills, right?”
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Now don’t think we didn’t try to find other
means of financing our endeavors. All my
pride was completely dissolved as I grov-
eled at the feet of bankers. Each time we
were rejected. I insisted they could trust
me to pay my obligation. But they all
shook their heads saying they’d heard that
story before. If ever a man felt completely
overwhelmed and humbled, I was that man.

I’m trying to present this informa-
tion as undetached and factual as
| can, but its impossible. My en-
tire life was wrapped up in a love/
hate relationship with a draining,
consuming company.

“Our first office space. We worked so many
long, odd hours that the police were alerted
to the “suspicious” activities going on in our
office space.”

I think the worst part of this struggle was

seeing the frustration and fear in my wife’s eyes. It was killing to me to know I could be provid-
ing my family with a much better life (if I was only willing to give up this crazy dream). Not only
was the company struggling to survive, I was struggling to balance my vision with harsh reali-
ties. I would stare at the computer screen and try to wish away the debt, the long hours, and
the stress. But somehow I pressed on. We pressed on. Of course, I didn't feel like I had much
choice.

The truth was, without the business | had no idea what | was going to do.
After just a few short months, we’d invested so much time, money, and
effort into the company that failure would have been the ultimate devasta-
tion. So every day we trudged through one challenge after another, spend-
ing long hours at projects that may or may not bring in revenue.

Finally, the clouds started to break, and we knew Infusionsoft was going to be around for a
while.

Ultimately, we formed and perfected our business plan as we went along. We took care of prob-
lems as they came up because we simply didn’t have the time to plan for the future. So, for the
first few years of our inception, Infusionsoft was hanging by a very thin thread. Fortunately we
moved past the majority of our problems.
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4 I
“What has it been like to be the wife of an entre-
preneur? I must say I definitely enjoy life now

What is the price

of being an compared to what it was in the beginning.
Innovator’s Spouse? My husband, Clate Mask, graduated with a law degree and
By Charisse Mask Master’s of Business Administration...I thought for sure that

going through school was our hardest obstacle. I thought
Article retrieved from for sure that my husband would be an attorney and would
bizAZ (May/June 2007) be able to use his business degree to help him a little.

Well, T was wrong...

Two of my brothers had started a software company that had great poten-
tial. It was a business that could work, but it needed a lot of work. It need-
ed leadership, capital, and a whole lot of time. It needed Clate. When he
told me he was going to work with this start-up, with no guarantee of pay, I
asked if he remembered that we had four children.

He reassured me that it would all work out. I trusted him. Somehow, each
time payday rolled around and there wasn’t money, it got a little harder to
passively wait for things to be OK. It was rough - really, really rough. We
couldn’t pay all the bills. I remember asking why we had gone to school for
this. I remember feeling like I couldn’t wait any longer to get paid. It was
very draining. I like stability and I was not experiencing any.

On top of not getting paid regularly—and sometimes not at all—it seemed
as if Clate spent hours on his laptop doing even more work. Even at family
functions, he and my brothers would sit around and talk about new logos,
problems with the software, the direction of the company, who they wanted
to hire, prospective clients, new office space, and how to make payroll. The
list could go on and on.

I also knew that Clate was stressed out. He was constantly worried about
so many different things.”

- J

Once we were able to breathe (or do something that resembled breath-
ing) | tried to take my family on a vacation. Unfortunately, the damage of
small business ownership had taken its toll. Determined not to work while
on vacation, | felt like a walking zombie and returned home almost anxious
to get back to my familiar work routine. But | realized at that moment that

| couldn’t ever let this happen again. To me or to anyone else that | could
spare.

As I recount this story, I can smile at the crazy situations we made it through. I can share mem-
ories with the loyal employees that stuck with it, and we can laugh together. However, although
we are no longer crammed into a tiny, little office space, it doesn’t mean we’ve lost touch with
where we came from. Rather, we resolved to ease the pains of small business owners in what-
ever way we could. And this is where the purpose of this book begins.
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The Real Pain of the Small Business Owner

Since creating Infusionsoft, we have heard thousands of painful stories from small business own-
ers trying to manage and grow their companies. We hear about all the blood, sweat, and tears
that do nothing more than get a company through to the next week, so the exhausted business
owner can do it all again. Some of the stories that have been shared with us make our rough
beginning look like a walk in the park.

Besides selling their products or services, managing employees, handling the overhead, and
budgeting their expenses, small business owners really have little time for anything else. The
sad truth is that few business owners are able to spend any time growing and expanding their
business. Their attention is being constantly pulled one direction after another, and by the time
they have a moment to themselves, they are too drained to do anything more than run the same
old gauntlet.

In many cases, the struggles of small business ownership spread far
beyond the walls of their company.

FAMILY

Think of the impact long hours at the office have on family life. The business owner works all
day, deals with unpleasant customers, and is constantly putting out one fire after another. By
the time they go home, they’re tired, frustrated, and short on patience. I'm sure you can guess
(if you don’t already know) what this end-of-day exhaustion does to marriages, parenthood, and
other important relationships.
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Even if you're able to manage both family and business responsibilities, even if you have a com-
passionate spouse like mine (who worried about what to feed the kids but still encouraged my
efforts), even if you don’t have a family waiting at home, there are other factors to consider.

FUNDING

According to famed economics professor Scott A. Shane, approximately 65% of small businesses
are founded on the savings and personal debts of the business owner. That is money that has
come directly from the owner’s pocket. Money that is irreplaceable should the business have a
poor month, quarter, or year. The strain of having to repay borrowed money only adds a signifi-
cant amount of stress to an already taxing situation. I'm sure you’ve heard the phrase, “lose the
shirt off your back.” For many small business owners, this is quite literally the case. They’ve in-
vested every last dollar they can in the hope of creating a better life for themselves. And, should
the company go belly up, this person isn’t instantly absolved of their obligation.

Two of my employees were recently lamenting about their failed business ventures. The first had
taken out a bank loan to finance an invention that never caught on. At the time of the conversa-
tion, she was still paying on her outstanding debt of $15,000. The other heard the story of the
first and chuckled. He said, I wish that was all I had left to pay.” This man had borrowed money
from friends and family, lost his product due to poor storage, and never quite regained his foot-
ing with his company. His debts were so great, he was too embarrassed to relate how much
money he’d lost.

These are my employees, my friends, individuals | personally care about,
and by the time | heard their stories there was nothing | could do for them.
There was nothing, in fact, that anybody could do for them short of paying
their financial obligations.

SATISFACTION

Another concern of the small business owner is the simple issue of happiness. You see, the vast
majority of entrepreneurs start their own businesses to avoid working for someone else. And to
find happiness doing something they love. But, although business owners may start their com-
panies with high hopes and ambition, inevitably, the business becomes the master...and the busi-
ness owner, a slave to his/her own creation. The excitement and passion they once felt for their
company gets buried under a mountain of invoices and paperwork.

Like I said before, we hear all kinds of heart-wrenching stories when small businesses turn to
Infusionsoft for help. Many small business owners are in search of that one last miracle-solution
before they give up altogether. Even then, they’re often so overwhelmed they don’t really have
a desire to make their companies work. It's simply a matter of going through the motions be-
fore accepting what they’re already anticipating. It's as if they are saying to themselves, “Well, 1
should have known better than to try.”

This is where the purpose of the book comes in. You see, in all the time I
was worrying and struggling to get Infusionsoft off the ground, I was learning.
The more I heard from other small business owners about what they wanted,
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what they needed, and what they were suffering, the more in tune I be-
came. I dreamed of ways to liberate and empower small business owners and
their employees so they could enjoy doing business again. 1 envisioned ways of
helping them wow their customers, and grow their companies quickly and profit-
ably. I wanted small business owners to feel the same passion and excitement
for their companies they started out with, and to make the world a better place
because they were able to serve not only their customers, but their families and
communities as well.

What | Learned About Managing and Growing Small Businesses

Years of interacting with small business owners brought me to some simple but significant con-
clusions. I watched the same mistakes being made over and over again. I saw seemingly popu-
lar companies close their doors for the last time. And I observed other companies skyrocket for
no apparent reason.

What | learned...is that the strategies for
success were no_t unique to one industry, The InfusionSoft
company, or business owner. Success P

was determined by the use of predict- uI'pOSC.

able! repeatable! Simple actions. But not ] ,iberate and empower small businesses and their
just any actions--the ﬂght actions. employees so they can enjoy doing business, wow

their customers and better serve their families and
communities

The great news, and the reason I felt it necessary to
complete this book is that once small business own-
ers learned what they could do with their companies,
they began writing a completely different story for themselves. Gone was the “pain” of small
business ownership, and in its place was the “pleasure.” No longer was it a question of “will
I succeed?” but "how much success will I have?” I've watched desperate business owners
turn back into excited entrepreneurs when they found out what their small business could easily
and repeatedly accomplish.

Ultimately, these strategies morphed into the focal point for our company.
They were the driving force, the culmination of everything | had dreamed

of doing for the small business owner and their employees. For years I've
developed and refined these strategies so they would provide the most and
best value for the small business owner.
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And after all the refinement, | am finally able to introduce:

The Nine Building Blocks to
Doubling Your Sales
...Plus One Incredible Secret!

I can’t even begin to express my excitement at finally
being able to reveal the building blocks. With the re-
lease of these strategies, my goal, my drive, my need
to provide small business owners with valuable, life-
changing information has been realized.

Chapter 1-The Building Blocks

Before I get any further, I'd like to introduce the nine building blocks. An adequate description of
each building block will be provided in individual chapters. However, as you’ll want to think about
how they relate to each other, here they are:

The building blocks are

~
A i o, interrelated strategies
L = i} which, when collectively

) implemented, produce
Supercharge Your Website phenomenal results.

Fill Your Funnel
Convert Your Funnel

Understand that the
building blocks do not

Win Lifelong Customers follow a particular order.
' N Sell Stuff Online One does not necessar-
B U I Id I ng Flip Your Funnel ”Y(?U”;jhuponhthhe Olathfg-
And, although the build-

Bloclls Collect the Cash ing blocks tend to be

Grow Th rOUgh Partners closely related, by the
Measure and Tweak end of each chapter,
L y I feel certain you will

understand the singular
importance of each one.

But Why Should | Follow These Nine Building Blocks?

In actuality, I could have picked a different number, 8 or 10. It really came down to a matter of
choice. However, the nhumber 9 along with “one secret” (which I will reveal in a moment) hap-
pily encompasses the most important techniques, or secrets to doubling sales. With 9 building
blocks, I am able to clearly define the pains small businesses are struggling through and clearly
identify specific, changeable behaviors that increase revenue, liberate the small business owner,
and lead to unbelievable success.
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The more building blocks a small business owner chooses to incorpo-
rate, the more growth they will withess. That being said, simply having this
knowledge is not going to propel your company forward. After reading this
book, it is up to you to decide whether or not you’ll benefit from it.

It's amazing to me how many small business owners, imprisoned in their own offices, refuse to
do anything about it. They become so bogged down with their daily dance to stay alive that they
become short-sighted and are unwilling to look beyond the day-to-day grind.

True, this short-sightedness might never hinder a company--just as long as the business owner
never gets sick, or the economy doesn’t dip. But “the only predictable thing in life is that
life is unpredictable.”

One of our sales guys received a call from a mortgage broker several months ago. The broker
was living the high life. He’d made extraordinary amounts of money when the housing market
boomed. But, as the market slowed, his business naturally began to taper off. He was curious
about Infusionsoft and what we could do to help grow his business. However, he wasn't really
motivated to do anything...yet. He'd saved up enough money from the housing explosion to keep
him flying high for a while. This man hung up the phone promising to think about the things he’d
been told, but he felt confident the market would stabilize and his business would continue to
prosper on its own.

Well, a recent follow-up call with this same mortgage broker didn't end on such a happy note.
The money was gone. The company had accrued massive debts. And the man was willing to try
ANYTHING to keep his business alive. He'd already given himself a three month timeline before
he lost it all.

Now, not every small business is bordering on the edge of complete devastation. But the pic-
ture being painted is not uncommon. Nearly all of today’s small businesses will come across a
moment when they wish they could do things differently. And when they hit that moment, they
might throw more money, time, and effort into their company in the desperate hope that things
will improve.

That is why I'm revealing the power of these 9 building blocks to you. So the next *“moment” you

have is a moment of regret that you weren’t able to implement these ideas sooner. So that you
can quickly achieve the type of success you always dreamed of.

Is Doubling Your Sales the Best Goal to Achieve?

I've had a lot of people come to me and say, “Clate, the information you’re providing small busi-
nesses is priceless. But why would you want to make ‘doubling your sales’ the goal for small
businesses following your building blocks?”

There’s three parts to that answer. First, in all honesty, who doesn’t want to double their sales?
If one dollar is good, isn’t two better? Would it be more pleasing to grow by the same base
amount every year, or to increase your sales exponentially?
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Secondly, study the growth rates of major corporations, and a typical pattern occurs. Small
business do not evolve from “doing okay” one day, to making millions the next. It comes a piece
at a time. If a company repeatedly doubles their sales in the first few years of development,
they will be mimicking the results of large, profitable companies. I would love to see everyone
that uses the building blocks turn their small businesses into big businesses.

Finally, you've got to start somewhere. Doubling your sales is not only possible, it's measurable.
Two is an easy humber to measure.

What Does Doubling Your Sales Have to do with Small Business Pains?

Perhaps you're thinking, “Clate, I would really like to double my sales, but I'm too tired and too
stressed to think about that right now.” Good point. Let me put it this way, the same strategies
you will use to double your sales--automatically ease the typical small business pains: lack of
time, lack of energy, financial obligations, and the inability to break free from the chains of small
business ownership.

I know, it might sound too good to be true. These building blocks are going to double your sales
and make small business ownership easier? Yes. Without beating around the bush, that’s ex-
actly what I'm saying. You can mplish more in | ime and with | ffort. I'm sure
you’ve heard the phrase “Work Smarter, Not Harder.” It's a great phrase, but now it’s time to put
that phrase into action!

I'm going to show you how. But first let me demonstrate how quickly incorporating
these building blocks can make a diference.

A Few Short Months to Success A couple years ago, Infusionsoft received a call from a man who
Chet Womach - birdtricks.com taught parrots how to be properly behaved. This man, like many
others, was frustrated with his small business and was searching
for solutions. He had a great, unique company. However, manag-
ing his overhead was too much. He failed to fulfill orders on time,
had no way of following up with his customers and contacts, and
was otherwise buried in his business. Sounds like a common story.

What we gave him is the basis of the same nine
building blocks | am offering you. Within two
months, the man doubled his sales and turned his
company around. Now, his business is thriving and
he couldn’t be happier.

I had another customer call up and say, "My dream is to run my business while sitting on the
beach in front of my home.” One of our salespeople, Larry, chatted with this gentleman for a
while and discovered...he didn’t own a home on a beach. He does now!

The 9 building blocks may not work in exactly the same way for every com-
pany, but they do work. I’m going to show you how. But first, let me tell you
the must know secret to success.
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Chapter 2- The “Secret” to Small Business Success

Generally, when people write a book like this one, they save the “secret” for the
last chapter. In an attempt to get you to read the entire book, they’'ll share their
strategies (in my case building blocks) with you and leave you on a high note with
some amazing secret. I'm not going to do that.

You see, this book is so full of information that I have no doubt you will want to read every
single chapter. But, more than that, the 9 building blocks do not hold their value nearly as well if
you don’t know and adopt the power of the “secret.”

How the “l Have Pain” Story Taught Me the Secret of Small Business
Success

I need to readdress the story at the beginning of this book. You see, the story didn’t end with
the phone call. Quite the contrary! It was only that moment when I realized how we were going
to pull out of our stressful situation and start profitably growing our company. But I'm getting
ahead of myself. Let me explain.

After our “pain” conversation, Reed Hoisington ended up hiring us to write a software program
that would help him automatically follow up with prospects and customers, track communica-
tions, organize prospects and customers into groups, and run the whole “follow-up” function of
his business. Reed was thrilled with what we created for him and he went away very happy.

But then he came back. Turns out, he had a bunch of mortgage broker clients who realized what
his software was doing for his business...and they wanted it for their businesses. So we “pro-
ductized” the software program and provided it to a few dozen mortgage brokers, who began to
rave about the product.

Things were going so well with our mortgage broker clients that we moved away from the cus-
tom software business and began selling our “follow-up machine” exclusively to mortgage bro-
kers. I was doing the selling, talking to prospects, following up with leads, educating people on
the benefits of our software...

...and then something amazing happened!

We began to use the follow-up features of the software in our own sales and marketing efforts.
Suddenly, prospects I had never talked to were calling me up saying they were ready to buy. I
was having conversations with people who had heard from me several months earlier and had
been receiving my follow-ups.

Streams of prospects were literally coming out of the wood work, calling me, emailing me. They
were hot and ready to buy.
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And our business has never been the same since. Today, thousands of people use our software
every day to follow up, educate their prospects and customers, cultivate lasting relationships and
maximize the value of their prospect and customer lists.

What I want to share with you is not just my personal experience. Although my own experience
with follow-up techniques has been life-changing, I have seen this secret work for thousands of
entrepreneurs who have found a better way to sell and market their products and services.

I promise you that when you put this secret into play, it will change the way you do business. It
will increase your marketing and sales in ways you never believed possible.

So now that you know where I'm coming from, I want to tell you the secret. The same secret
that energizes the building blocks, helps you double your sales, and propels you toward success.

The secret is:
YOU MUST BECOME THE

MASTER OF THE MOMENT

What Does Master of the Moment Mean?
This idea came from one basic marketing principle: People buy when THEY are ready to buy,
not when you are ready to sell.

No matter how great your product or service is, some people are simply not ready for it. Even if
they’ve purchased from you before, they may not be ready to do so again. They might not be in
a financial position to buy. Perhaps they don’t realize how wonderful your product or service is.
Or, maybe they have too many other things on their mind to pay attention to you. Whatever the
reason, a large portion of your target market isn't going to purchase from you right now.

That doesn’t mean, however, that they won't buy (or buy o _
again) eventually. Most of them will. And your job as the “mas-  1imMing is everything...
ter of the moment” is to be standing there when they do!
Consumers act according to their own, incalculable reason- — ==
ing. For example, Dave, our Vice President of Marketing ®
received a call from a guy that was recovering in the hospi-

tal from serious abdominal surgery. The man said he ap- - —
preciated all our follow-up work and the information we had -
sent him over the past year. He was now ready to buy. After ® -
checking to make sure the man wasn’t heavily medicated, =
Dave went ahead and told him he’d need a credit card to @ -
place his order. The man had to get out of bed to reach his >

wallet. A few moans and grunts later, he was reading off his
billing information and we had a new customer!

Timing is everything...Once again, you never know when a prospect or customer is going to
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be ready to buy! If you're not following up with your prospects and customers on a regular basis,
someone else is going to land that business. And guess what? That “someone else” who lands
the business will be your competitor, who either:

1) Followed up relentlessly; or (more likely)
2) Got lucky enough to cross paths with your prospects and customers at the right
time.

You don’t want to leave new or repeat business up to chance, not unless you like being poor
or losing to your competitor. No one does! But staying in front of your contacts is probably the
single greatest challenge in your business.

And that is why you must learn to "master the moment.” You need to be standing there for
every possible selling opportunity.

You need to be there when your prospects decide to give your product a
try. But you also need to be there when your customers make a second or
third purchase. You should be there to promote up-sells and cross-sells.
You should be providing your customers and prospects with continual op-
portunities to build a relationship with you.

Basically, it all boils down to this: as a small business owner, it is your responsibility to create
moments of interaction with your prospects and customers. But you must also learn to maximize
those moments in order to close more sales, gain more customers, and grow your business.

Which is exactly where the
building blocks come in.

The Building Blocks are
They are the tools_ for .
creating and making the tools for making the most

most of your contact
moments with your

prospects and customers. OF contact moments with:

“Mastering the moment” is

your ultimate key to crossing 3 prOS QC'I'S <—l

the edge into unbelievable

small business success and ¥ CUSfomerS

quickly doubling your sales! l
o Partners J__I.

'\./\‘.—‘
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Chapter 3- Supercharge Your Website

Because you’re an entrepreneur, I'd be willing to bet you already have a website
up and running. And that’s great. But have you taken that website to the next
level? I speak with far too many companies that throw a couple webpages to-
— gether, put them online and call it good.

What is a random visitor supposed to do with a website like that? Most viewers will give you
about 10 seconds to decide if your site is worth viewing. If you have really interesting content,
they might give you 30 seconds. If you haven’t used your space on the Internet to capture and
retain their attention, the next thing you know, the person is gone.

Now, call me old fashioned, but I believe that when I invest my own time, or pay for someone to
create something for me, it should do what I need it to do. In the case of small businesses, they
need customers. So this chapter discusses the need to get your website working for you.

Your website should attract viewers, provide an interactive experience for them, and ultimately,
provide you with additional leads. But too many websites fail to do all three (or even just one) of
these things.

70% of the U.S.
Population
Regularly Use the
Internet

Harness the Power of the Internet

more on the Internet than they spend watch-
ing television. About 70% of the U.S. popula-
tion regularly use the Internet. Over 1 billion
people in the world are online. And this is a
vast chunk of your market! These are your
customers! But only if you have a website
that draws them in.

Unfortunately, not everyone understands

the power of the Internet. In fact, an Arthur
Anderson study (Survey of Small and Mid-
Sized Businesses: Trends for 2000) showed
that 16% of small business owners viewed

the Internet as a threat. I sincerely hope that
8 years later, that number has decreased to
0% percent. The Internet is not a hindrance
or a threat to small businesses. In actuality,
not using the Internet, or not maximizing your
web presence can have devastating consequences.
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It's as if some unspoken fear of the Internet keeps small businesses from capitalizing on Internet
possibilities. They have a website because they were told to get one. But, they don’t truly under-
stand that their web presence might mean the difference between a small market, and an enor-
mous market.

Drowning in the Sea of Similarity...and Boredom

There are over 400 million active websites on the Internet right now. That’s 400 million chances
Internet viewers are overlooking you for someone else. For the small business owner, the odds
don’t seem to be in your favor. In the minds of many small business owners, making your site
stand out is about as realistic as winning the lottery.

Actually, lottery odds are slightly better. Unless you have the knowledge of
how to make your website work for you.

Think back to the days before the Internet. (Don’t worry. We’ll only reminisce about the dark
ages for a moment.) When consumers needed a product or service, they picked up the phone
book. Then, they’d spend an hour on the phone looking for the cheapest, most convenient busi-
ness to meet their needs. With a static website, you are offering the consumer little more value
than an ad in the yellow pages. You're still forcing them to resort to time consuming, out-dated
practices.

Now, let’s slip back into the present. Guess what? Most people are unwilling to exert the energy
of calling business after business to get the information

they need. Today’s consumers, especially those us- /wi kipedia definition of web 2.0: )

ing the Internet, are searching for a whole lot more. If . . )

you've got a static site, what sort of value are you of- Web 2.0 is the business

fering your prospects? I guarantee the vast majority of revolution in the computer

consumers are going to go looking for something a little | industry caused by the move

more updated. to the Internet as platform,
and an attempt to understand

So now the question is...what should your website look the rules for success on that

like? And what should your website be able to do for new platform.”

you? N J

Supercharge to be a Superstar!

Whatever your negative opinion of the Internet might be, I want you to suspend it and view the
Internet as a small business owner’s best friend. With this positive frame of mind, let’s dig into
the benefits of using the Internet...and not just using it, but supercharging your website to maxi-
mize its value.

Personally, I love Web 2.0. Infusionsoft has a great time posting blogs, creating and posting
videos, and hosting user communities. If I could, I would bring every customer into our office to
experience the enthusiasm and high energy of our work environment. The Internet is our second
best choice for displaying our “passion” for helping small businesses.
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Now let me take a minute to expose my own embarrassment. Do you remember how I said In-

fusionsoft also struggled when we were first getting started? Our original website was as inade-
quate as the static sites I'm harping about. Our first few concepts were not the powerhouse tool
we've made them. In the first few years of Infusionsoft, our website generated little interest and
few customers. Within the last year alone, our website has generated interest at an exponential
rate. (And brought in packs of new customers.)

Now, I'm not saying that a supercharged website requires videos, user communities, and every
other form of social networking interaction. I'm just pointing out that they work, they're effec-
tive, and they’re drawing the attention of millions of viewers a day. The more involved you are
in providing your viewers with Web 2.0 technology, the more likely you are to grab and keep
their attention.

There’s some tough competition out there. I'm certain you haven’t forgotten about the 400 mil-
lion websites you’ll be fighting against. But what a great competition! And what an unbelievable
opportunity to demonstrate why you are a true entrepreneur!

Turning your Website into a Lead Capturing, Lead Converting Machine

Everybody knows one sided relationships (no matter what type of relationship it is) never work.
The same is true with websites. The website that is focused entirely upon the customer is the
one that will shine through the millions of others.
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Visitors want to do something
Put a little kid in any room, and
just wait. Within minutes they
will be running around, examin-
ing the furniture, picking things
off the floor, getting into every-
thing. It would be nice to say we
grow out of this. However, have
you ever watched a father on
Christmas morning? Once the
kids have lost interest in their
new toys, dad is going to try out
all the buttons.

Think about the marketing ge-

nius of “thebestwebsiteever.com.”

First of all, what a great domain
name. Secondly, they’re incred-
ible. The home page allows cus-
tomers to vote on their favorite
products: food, television shows,
magazines, actors. An icon for
each of the choices comes on the
screen, and the visitor “votes”

What can

I
you do for me? want

Is my opinion entertainment!

valued?

Introducing your Internet viewers

1) People are egocentric. Subconsciously, theyre viewing your
webpage and thinking, "There are tons of companies just like you
What are you going to do for me?”

2) People love being entertained. If they believe your website is
providing interesting information, you'll have them hooked.

3) People want their opinions valued. This is why most companies
have incorporated a blog or forums--so that their customers can
put in their two cents.

4) And...this is the ticket to creating value for YOUR business...
visitors want to do something.

for the best choice in each category. However, clicking on the icon takes the voter straight to the
icons home page. This website certainly understands that website visitors want to do something.

How does that help the small business owner? You too can have the visitor doing something.
Give them something free to download. Offer a free report or whitepaper. Ask for their opinion
on a blog entry. Do something, anything, and once the visitor responds, you “require” the follow-
ing information: name, address, phone number, and email. Or any combination of these. Guess
what you just got? A qualified lead. Qualified because they stayed on your site long enough to

take action.

e Forums

\-

A few more suggestions of possible website content that
makes your site more customer-centric, and effective:

e Pictures and descriptions of your product
e Benefits of your product (directly
related to your buyer)

e Interesting facts, statistics,

® High interest stories

e Customer testimonials or responses

b
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Whatever you choose to include on your website, remember two important rules;

1) Make sure it's interesting. Don’t bore your visitors and give them a reason to leave.
Engage their attention for as long as you can.

2) Capture your visitor’s information. Either through free downloads, exclusive infor-
mation, contests they have to sign up for, or some other method, you must acquire the
contact information for your leads.

Otherwise, you're back to square one.

What Will You Do With This?
There has never been a more accessible market in any other decade. Using the Internet correct-
ly can popularize your name and produce more customers
than was ever possible before. That means, potentially,
there is more money available to you than ever before.
Business owners are done sitting around and hoping local

customers patronize their stores. Geography can no lon- The Internet is becoming

ger limit the number of sales a small business owner can the town square for the
accrue. global village of
But, like | said, you have to use the Internet tomorrow.

correctly. Just having a website is not suffi-
cient. You have to make the website work for
you!

- Bill Gates

What is amazing to me is even with all this information,

small businesses will choose to have a static website, or no website at all. Whether or not you
choose to use the Internet as a tool, you can guarantee your competition is...or will. Your su-
percharged website is your gateway to a larger audience. You need this market, you want this
market, and if your website is set up properly, these consumers will be falling directly into your
hands.

Marketing coach Larry Chase said, “Like China, the Internet is a huge new market. It’s up to you
to figure out what to do with it. Use it as a prospecting tool, make connections with people, add
value for your existing customers.”

The Internet is the Tupperware party for the twenty-first century. It’s the new source for selling.
And guess what? If you don’t get in on it, you’ll be left sitting on the porch with your product.
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Chapter 4-Fill the Funnel

In this chapter, I am going to introduce you to the funnel. The funnel will be
used for several of the building blocks, because it is imperative to small busi-
ness improvement. So, before I explain what I mean by “Fill the Funnel,” take a
look at the graphic below.

Let me ask you a question. What do you do with your leads once you have them? “Fill your Fun-
nel” is about gathering, sorting, and using lead information to begin creating moments of inter-
action with your prospects.

You see, leads are a powerful resource to have. Today’s leads are tomor-
row’s buyers, or next month’s, or next year’s. So you need to understand
the importance of your leads. The entire basis of this chapter is to encour-
age small business owners to create a workable, prospect database that
they can market to later.

By putting those leads in your database, you are securing a lucrative future for your company.
The more leads you have in your funnel, the more buyers you’re going to have down the road.
(Because you're going to be constantly standing in front of them.)

Where, Oh Where Has That Little Lead Gone?

What happens when leads are not put into the funnel? Where do they go? Let’s say you or your
salesperson went through the entire list of leads and found the ones that were ready to buy
now. What did you
do with the rest of
them? My guess,
they’re gone for
good. It may not

be intentional, but
because of the over-
whelming nature

of running a small
business, those
other leads are usu-
ally lost, or wind up
in the trash.

Today’s Leads are Tomorrow's Buyers!
Flow your leads into your funnel...

The Funnel is Your Database

AN 4
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A struggling loan officer decided to quit his job. He had tried the mortgage business for six
months and only closed two small loans. At the mortgage broker’s request, the loan
officer decided to give the mortgage business one more month.

“Great,” the broker said, “"Go back to your leads.”

“What leads?” came the response.

“You pre-approved seven people in your first month. What happened to them?”

The loan officer shrugged his shoulders. “"One hadn’t found a house yet. Two had some
credit issues. One was waiting for her husband to get back from Iraq. And I never heard
from the other three.”

The mortgage broker said, “Well, it's a good start. Give them a call today.”

The loan officer stared in horror at his boss and confessed, “I threw their stuff away. I
didn’t think I would need it.”

Granted this story shows the employee’s ignorance in not filling the funnel, but it’s a good
illustration of the pain losing or discarding leads can cause.

The Price of Lost Leads

What is the ultimate result of lost or discarded leads? Well, really there is only one answer to
that question. You’ll have to seek out more leads. And thus the process begins again. You'll pour
more money into lead generation or purchase, make the quick sales, lose or discard the rest,
and have to find more leads again.

And in this process, not only are you spending more money in marketing
efforts and in purchasing leads, but you’re leaving thousands of dollars just
sitting on the table.

I want to do a quick calculation. Let’s say your company spends $2,000 on marketing materi-
als and is able to generate 100 leads. Of those leads, 5 people instantly become customers and
spend about $300 a month. Over the next 12 months, your company brings in $18,000. That's a

~

Prospects receive
\ / . a variety of follow up
and the ‘lead’ comes in. Prospects are Added information

to a Database targeted
— m— m— = — — m— — — to their interests

Prospect requests information

(The Lead Process: I_/H\/H\/H\
I
I

through email,

direct mail,
voice broadcast

o O O
ye ! and more!
Follow up Campaign Implemented I /H\/H\/H\
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decent return on your investment.

Now, what if 20 of those leads will eventually become customers but weren’t ready yet? How-
ever, you followed up with them until they were. To make this easy, we’ll say all 20 warm leads
sign up after one year. From your $2,000 marketing effort, you brought in $18,000 the first year
AND $72,000 later on down the road.

Had you thrown away the leads,
that additional income would be
lost. That’s certainly not something
you can afford when you’re trying to
double your sales.

You Don’t Have to Be the Pushy Sales Guy
When you start to understand the importance
of EVERY lead, you’'ll notice your sales tactics
change. Think of the way you, other small
business owners, and salespeople attempt to
make a sale. What tactics do you use? And
what do you do when you realize a sale is just
not going to happen?

A young couple I know were down on their luck. They’'d bought and lived in a new house, pay-
ing all kinds of new bills for one year. Then without warning, the husband lost his job. One day, a
pest control salesman stopped by to see if he could sign the couple up for quarterly treatments.
The wife tried to politely decline, but the salesman kept pushing. After three attempts to get

rid of the man, the wife explained that her husband was currently unemployed. The salesman’s
response was a disappointed, “Oh.” Then he left. After all, he wasn’t getting a commission from
that house. Why should he bother to be polite?

That young couple soon got back on their feet, and when they started spotting Black Widows
around their yard, they wanted to call a pest control company. Guess who they didn’t even con-
sider?

Imagine how this story could have been different if the salesman had simply said, "I understand
you may not be ready for pest control now. May I come by later in the year?” What if he had
filled his funnel with a future customer?

Becoming a Better Salesperson

I'm going to admit something that may sound a little arrogant. I have tens of thousands of
customers. They just might not be buying from me right now. Have you ever noticed what an
impact perspective has on our actions? Whenever I'm talking to any small business owner, I am
thinking, “This is one of my customers.” I don’t even have a chance to tell them what Infusion-
soft does before I have categorized them as “Customer” in my head.

Many times, it is due to my perceived value of this person that small business owners want to
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learn more about Infusionsoft. It’s because I treat them differently. Unlike the story about the
pest control salesman, my initial conversation gives me a chance to begin a relationship with
this person. And I take advantage of that moment. Whether they buy today, or go in my funnel,
I treat every small business owner I talk to in exactly the same way. Because you never know
what is keeping this person from buying your phenomenal product or service.

And then, as I pointed out before, some people just aren’t ready to buy yet. But with a prospect
database you're saying, “You know what? Whether you buy from me today or not, you’re impor-
tant to me. I am going to keep your information.” The prospect may not have a clue that you
have a database waiting in the wings. But they’re going to feel it. Because they can sense the
importance you attribute to them.

Capture Your Leads to Capture More Dollars

No matter where your leads are generated from, you are not the only person trying to sell to the
“hot” lead. I'm aware of several lead generating agencies that farm identical leads out to several
small business owners. And they still charge an arm and a leg for the leads. I'm not telling you
to ignore the “hot” leads. Quite the contrary. Get the sales you can now, just don’t ignore the
value of your other leads.

Here is the strategy I hope you carry away from this building block. Assign ALL your leads the
value they deserve. Treat each prospect as if they were already your customer, and remember
that a vast number of them will be. There is ho way to gage right now what a lead will be worth
in the future. Why take risks with potential dollars?

For small businesses to reach those daunting financial goals, they must generate and “keep”
their lead information. Leads are only worth the sales that come from them. But you never know
when the sale will occur. Remember, consumers are working on their schedule, not yours.

So, the next natural question is: I've got my leads, where do I go from here?

I'm so glad you asked.

Assign ALL your leads the value they
deserve. Treat each prospect as if they were
already your customer, and remember that a
vast number of them will be.

Your next customer?
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Chapter 5- Convert Your Funnel

By this time, you should be thinking about how you are going to fill your funnel.
You should also realize that you need a follow-up system in place in order stay
in front of the leads you generate. Now this chapter relies heavily on our secret
of mastering the moment. In fact, the process of turning prospects to cus-
tomers depends on your ability to execute the secret faithfully.

When you choose to interact with your prospects through follow-up, the messages you send
need to have a purpose, or some value attached in order to be effective. That is precisely what
“Convert Your Funnel” refers to. It addresses the type of messages and sales tactics that you use
to move prospects down the funnel and finally convert them into customers.

This process is often referred to as sales force automation. It includes everything in the sales
process, such as, keeping and updating prospect information, a contact tracking system, and the
valuable information you provide your prospects. In other words, it's every effort you make to
turn prospects into buyers. (That includes providing a lot of "moments” to master.)

Never Trust a Man Who Says,
“Trust Me!”

Suspect

You can no longer place a product on the
market, give it a price tag, tell your cus-
tomers it's a great deal, and have them

make a purchase. If you’ve been in busi-

Webinars/Teleseminars

ness very long, you know the whole “trust Value Materials

me” tactic doesn’t work. The more you say , Pliespze
trust me, the more that little warning voice Educational Materials

is going off in the heads of your prospects ,

and customers. Online Demos

So don't expect your prospects to immedi-
ately see the value of your product. Show
them the value. If you can think back to
your high school and college English class-
es, you probably remember hearing the
phrase “show don't tell.” The same thing
holds true for marketing. To convert your
customers, they need to know exactly what
they will be receiving, and exactly how it is going to have an impact on their lives.

Customer

You can have the greatest product in the world, at the best price you’ve ever seen, be following
up continuously, and still not see the results you want. If that happens, it’s because you have
failed to convert. Do your prospects understand the benefits of your product? Did the informa-
tion you gave them make them want to buy? Do they trust you?
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Remember, if you fail to move your prospect through the funnel, you’re not
making money.

Most marketing messages
Valueless Messages out there don't grab our
Companies continuously try to attention, because we train
“force” people into buying their
products. They don’t know how to
do anything else. They've got a
product, they need it sold, so they’re | selltactics.
going to take the most direct ap-

proach and keep trying until they find

someone who agrees to buy. But is it a matter of sell at all costs? Selling shouldn’t be painful.

ourselves to ignore or
instantly refuse the hard

In order to make the sale, small businesses must answer the question: why you? Why should
your prospect choose you as the company to do business with? What have you offered them that
others can't?

Usually, the answer is “nothing”. Whatever you are willing to give, another person is willing to match.

For example, if one dentist gives away a free toothbrush with every visit, another dentist gives a
toothbrush and toothpaste. Still another hands out a toothbrush, toothpaste, and a two-minute
egg timer. And so it continues, because none of the dentists are differentiating themselves or of-
fering what other dentists are not. None of them are really offering anything of value. They are
not giving their prospective patient the "“why me” answer they so desperately want. "Choose me,
because I'll give you a free toothbrush” is not an adequate reason for picking a dentist.

Prospects are searching for value. Value they usually don’t find in typical
marketing messages. Value that small business owners are neglecting to
include and therefore failing to differentiate themselves.

When it comes to spending money, if you don’t stand out, if you don't give the prospect a real rea-
son to buy, they won't. Despite the money Americans are willing to spend, you, as the small busi-
ness owner, must draw them in and convince them that your business is the place to spend it.

The following three sections provide you with three conversion techniques
that do precisely that.

Add Value & Add Revenue

I want you to keep one thing in mind. Content rich materials. Obviously not all of your follow-
up material is going to be centered in valuable information. Sometimes you just need to inform

your prospects you have a sale coming up or that the offer you presented before is going to ex-
pire. However, a good portion of your follow-up materials should be valuable to your customers.

Let me clarify what I mean by valuable. Value does not include discounting your prices or offer-
ing free bonuses. Those tactics certainly work. But any company can do that. The value I am
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talking about is any knowledge you Content Rich Materials Add Value
impart to your prospect that they will
appreciate, AND Add Revenue

FREE REPORT| 7 Secrets to Effactive Follow-up Marketing | page 1

Let me give you a few examples. If you 7 Socrots o EfCalinERR RN

run a sporting goods store, you might
choose to send an email letting your
customers know the dates for the up-
coming X-games. You're following up
with your prospect. But in this case,
there is no sale. (At least not an appar-
ent one. You are always selling.)

What if you are a mortgage company?
Rather than start tooting the “we have
the lowest rates” horn, perhaps you
could send a report that explains the
differences between adjustable and
fixed rates. Think of all the individu-
als who have recently lost their homes
because they got loans they were un-
able to pay. What if you were the one
company that took the time to educate
your prospects? It would certainly set

HmHmnm

you apart.

Quick word of warning: valuable follow-up messages should be interesting or informative. Deter-
mine beforehand what information your prospects could benefit from and send that.

Adding value assists you in creating more customers in three ways:

1) You're keeping your name in front of the prospect. Converting your funnel can only
be done if you are following up. (Didn’t I tell you the building blocks and “secret”
needed to be implemented together?)

2) Your prospect will think of your consideration the next time they buy products like
yours and a sense of obligation will encourage them to visit your store.

3) You’'re building trust. The strong relationship you build with your prospects will
carry on once they are your customers.

The value technique allows you to give your prospect something without
adding the fear of the “hard sell.” Get them used to reading your emails or
direct mail pieces without attaching it to the reflexive “No!” Because in this
case, there is nothing to say no to. Let them grow comfortable with the in-
formation you’re “handing out,” and then drive them to the sell later.

© 2008 Infusionsoft



29 ¢ THE EDGE OF SUCCESS- 9 Building Blocks to Double Your Sales

Your first step is simply to become the welcomed guest. Think of that guy you invite to all your
parties because he always has such interesting stories to share. This could be you--the person
everyone wants to be around. Because you have so much to offer.

Creating valuable content doesn’t have (4
to be complicated either. You know
more about your product than anybody
else. Share what you know. Throw in
those fun facts, and interesting sto-
ries, and you’'ll quickly build a fan club.
There is a world of possibilities when

it comes to sending valuable follow-up
marketing materials. Such as:

® Free Reports

e Free Whitepapers

e Downloads

e Emails with tips, tricks,
and stories

e Links to news articles

o Newsletters

e And just about anything \ J/
else!

With valuable content, you have your foot in the door. You’re coming in as the welcomed guest,
rather than the unwanted pest. Now, let's do what you’'re really there to do...build the relation-
ship and make the sale!

Get Personal or Why People Love Snakes

Another tactic for selling to your customers is to offer more of yourself. If you want phenomenal
results you need to give your prospects what they want. And what they want is you. They want
your personality. They want you to be real with them. They want you to be straight up, helpful,
and sincere. They don’t want the slick salesperson. They want your spin, your angle, your ad-
vice, your perspective. What they don’t want is corporate dribble or pushy salesmen.

It's kind of funny. All those clichés about being yourself and finding your groove and letting your
light shine are all at the heart of “"Convert your Funnel.”

Think of the way Steve Erwin managed to get thousands, even millions of people to love snakes. I'm
not saying that watching his nature show made me want to jump out and hold one. All I am saying is
that by sharing his love of snakes and other reptiles with the world and by being himself, the Croco-
dile Hunter in effect made reptiles appealing. Or at least appealing to watch. If you can put that much
of yourself into your products and sales, you will draw all kinds of interest.
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Reveal Your Personality

e Use conversational language.

e Laugh at yourself and
your mistakes.

e Dont compartmentalize
your business and personal
lives--discuss the “stuff” of
your personal life with your
prospects and customers.

e Talk about what you like, what
interests you, what annoys you. e g

e View prospects and customers as friends.
.

~

J

tening to all the information you’re “willing” to impart.

Show, Don’t Tell

I've saved the best conversion tech-
nique to the end, because I am so
excited to talk about it. At the risk of
overloading you with suggestions, the
one final method for converting your
prospects and moving them through
the sale is: Show, Don’t Tell.
Wouldn't it be nice if you had the time
to approach each one of your prospects
in person? Wouldn't it be wonderful if
you could sit in front of your prospects
and share your product with them?

Imagine being able to sell face-to-face
without having to work yourself half to
death. With webinars and demos, your
prospects can be part of your direct
sales pitch from the comfort and pri-
vacy of their own home or office. With
webinars and online demos, they’re
just a few mouse clicks away from lis-

Our most successful method for getting people to purchase Infusionsoft is by “showing” them
what Infusionsoft can do. When we send campaigns, our goal is to get the prospect to an online

demo first. After that, selling becomes a whole lot easier.

You Got the Prospect to Buy-Now What?

To turn your prospect into a customer, keep it simple, keep it short, and keep it interesting. Make
your message the one that stands out and answers the question: why you? If you can follow
these techniques, you will have more customers than you know what to do with. And, with that
many more customers, how much money will you be pulling in?

I’m sure you’re tallying the ex-
tra cash in your head right now.
But I’m not finished. I’'m not even
close to being finished. You can
still do more. There are still ad-
ditional ways to pull in more in-
come.

In the next chapter, I am going to teach you
how you can win lifelong customers--and

‘e through the use
of a live website
and the software.

further increase your revenue.
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Chapter 6- Win Lifelong Customers

Having a person buy from you once does not necessarily make them your cus-
tomer. I'm sure you're thinking, "“What does it make them?” Well, quite simply, it
makes them a person who bought from you once. A person that buys from you
on a regular basis--that’s a customer. The next building block is all about cus-
tomers and how to turn the people that bought from you once into lifelong customers.

Winning lifelong customers requires the ability to not only get a prospect to
buy again and again, but to do so happily.

This chapter is about giving customers the experience they deserve and creating a relationship
of loyalty and trust between the small business owner and the customer...through consistent
follow-up.

Is it Too Hard to Build Customer Loyalty?

“Customer loyalty is dead.” I've heard this statement repeated several times by opponents of
Customer Relationship Management (CRM) systems, and business owners that don’t truly under-
stand how to build customer loyalty.

— —

And, it's no wonder they feel that way.

Think about the number of stores 1) Having a bad experience
you've personally visited, never to 2) Not feeling special
return to again. If a person does not 3) Not being encoumged to return

return to a store or business, there
is usually a good reason for it. They
might include:

BAD EXPERIENCES

Everybody has a bad experience they like to share. And, more often than not, when I hear
these stories my heart goes out to the business owner rather than the customer. It seems as if
the country is obsessed with attacking supervisors and business owners for any reason. The ser-
vice is too slow, the food is cold, the employees didn't talk kindly, I had to wait, and so on and
so forth. Meanwhile, the business owner is running around trying to make everybody happy.

Without knowing the secrets to winning lifelong customers, mistakes will inevitably be made. But
if you know the secrets, even mistakes can turn out in your favor.

THEY DON'T FEEL SPECIAL

There is a hobby shop in Mesa, Arizona notorious for its arrogance. When I say arrogance, I
mean that the owner and employees have such an elevated opinion of themselves (and their ex-
pertise in model cars and airplanes) that customers literally feel an energy drain when they step
foot inside the hobby shop doors.
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p

= Search Resulsfor “bad customer exparionce’| Such actions may be the very reason

V(1111 Tube ‘ a buyer never returns. You see, on top

of everything else the small business
owner must do, they must also make
the buyer feel special. This all relates
back to the idea of building the relation-
ship with your customer.

Broadcast Yourself™

There are 2,400 listings
on You-Tube that relate
to customer service.

How many of them do
No one wants to be just another cus-

you Th,mk are posmve tomer. We want to be the “special”
experiences? customer. We want to feel that our
) 9 decision to buy meant more to the busi-
ness owner than just another sale. But
sometimes businesses get caught up in speedy transactions, and swift customer turnarounds,
and forget to consider their most valuable asset...the customers. But the result is your customer
will walk out the door and never come back.

Make your customer feel special.

NO ENCOURAGEMENT TO RETURN THANK YOU

How many people view “the sale” as the end-all moment nl
to customer interaction? “"The customer purchased, my job Come Aga‘n *
is done.” This is a mentality that absolutely terrifies me
because it means the small business owner has given up
on future "mastering moments.” Nevertheless, it's com-
mon among small businesses. The customer gets their product, packs it up, and as they’re head-
ing out the door, the employee or owner shouts, “Thank you. Come again.”

And that’s supposed to entice the customer to return? More than likely they’re thinking, "Mmm-
hmm. Whatever.” They look at the “come again” comment as a knee-jerk reaction, not a sincere
request for repeat business.

I feel absolutely exhausted as I'm talking about this. How difficult was it to get the person
through the door, on the phone, or online buying your product or service? And now you’'re just
going to let them go? What about all the work you did to make them buy from you in the first
place? What about all the money you spent? Learn the techniques for winning lifelong customers.

Keep a Database

If you want your customers to know you truly care and appreciate them, you have to keep a
customer database. Maybe you can’t be the business owner that remembers everyone’s name,
but who needs to know that?

Picture this: a customer calls you up and says, “Hi, I recently bought product X. I really like it. I
was wondering if you have any more.”

This is wonderful! Of her own choice the buyer has returned to you. Now it’s time to capitalize on
the situation. You ask for the customer’s name and plug it into your database. Luckily, not only
does your customer’s name show up, but you know the day she last came in, exactly what prod-
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uct she bought, and you’ve made a note that she had three
kids in tow when she came in before. )
If you work just for

Rather than answering your customer with a dull, “Yeah. We money, you'll never make
have more,” you say: i i

it, but if you love what
“You know, Nancy, I remember when you were in here last. you're doing and always
You had your kids with you. How are they doing?” i

put the customer first,
A stunned Nancy says, “They're doing well. Thank you.” success will be yours.
She’s too stunned to say anything more, so you say, “We
certainly have product X in stock. Will you be in to pick that iVIRag Kr(l)g, o
up today? I know it’s tough to get around with three small o
children.”

You just gained a loyal customer. Of course, the best part of doing business with Nancy was
being able to wow her. You remembered who she was (or at least she thinks you did). All of a
sudden, instead of feeling like just another woman dragging three kids around, she’s the woman
with three kids that you remembered. You’ve just offered her special treatment. You rolled out
the red carpet. And the added bonus is the increase in sales. Truth is: you’ll REALLY remember
her next time.

Target Your Follow-up Campaigns

Databases are great because of the valuable infor-
Database is Going to Improve mation they hold. And, with that kind of informa-
Your Follow-up tion, the marketing campaign you’'ll be sending out
to your customers is going to be magical.

3 Reasons Your Customer

e You know what they want

® You know their price range Your customer follow-up should constantly be giv-

° They know you ing your customers a reason to return. The same
materials you sent to convert them, are going to
keep them coming back. But now you’re much more
likely to get them to work with you again. First, they’ve purchased a product from you, so you
know what items they like. Second, you know the price range they choose to stay in and you
won’t be pushing a mother on a tight budget to buy an elaborate spa package. (Even if she could
probably use one.) Third, they bought from you once. And, assuming there were no disasters,
you've gained more of their trust.

Deliver as Promised
When would you go to Kentucky Fried Chicken? When you felt like eating some chicken, right?

Customers are coming to you because they need or want the product or service you offer. That
places a heavy responsibility on your shoulders. Why? Because you need to deliver as promised.
If you claim to be a fast food restaurant, then you better get that food out fast. If you're a book-
store, you better offer a wide variety of books.
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As humans, we want things to be predictable. Even someone who likes sur-
prises doesn’t like surprises where their money is concerned. (Not unless
they’re getting more of it.) It is when you can offer a valuable, predictable
service that you will have customers happily returning to do business with
you.

When I have a craving for great Mexican food, I go to Gecko Grill. If my car is dirty, I swing by
Full Circle Auto Wash. But why do I head to those places? Because I know I will get what I am
paying for...every single time. And, when I don't, I switch!

It’s the Simple Things that Make a Difference

Lifelong customers come from following a few basic ideas: keep a database, make your cus-
tomer feel special, understand the value of your customers, and deliver your product or service
as promised. By following these simple tips, you’ll minimize customer dissatisfaction and build
wealth through a large customer loyalty base.

But don’t make it complicated. And don’t be extravagant. Simple solutions
are best.

An employee of mine went to the Apple store to find a power cord for his computer. He was in-
formed by the salesperson that his computer was an older model and cables for such computers
were no longer manufactured. Rather than miss an opportunity, the saleswoman GAVE my em-
ployee an old cord that the store had been using for demos and no longer had a use for. You can
bet that my employee will remain loyal to Apple for a long time to come.

You've got to give yourself the edge. Customer loyalty is not dead. People still feel a sense of
obligation. You have the ability to create that loyalty through the relationship you build with your
customer. On the other hand, if you're not putting some real effort into customer loyalty, eventu-
ally, your customer will head somewhere else.

Let me relate one more story. A friend of mine was torn when her brother-in-law became an
insurance salesman. This friend had used the same insurance salesman for years, but felt her
loyalty now lay with her family. It was after realizing that her original salesman had never
made an effort to retain her as a customer that she easily cancelled her policy and went with
her family obligations.

The world is full of better offers. You’re never going to be able to give your
customers the best deal. (Most of the time it’s because you aren’t even
aware of what the best deal is.) But, by treating your customers the way
they deserve, you will be creating customers for life. And a lifelong custom-
er adds all kinds of revenue to your bottom line.

There is one more aspect of creating lifelong customers. This might sound contradictory, but you
need to capitalize on their patronage...but that’s for the next chapter to address.

© 2008 Infusionsoft



35 « THE EDGE OF SUCCESS- 9 Building Blocks to Double Your Sales

Chapter 7- Flip Your Funnel

To explain what I mean by “Flip Your Funnel” I need to review the funnel dia-

gram. We've worked our way down the funnel from prospect to that magical

moment when the prospect becomes a buyer. When your customer reaches that

point, you give them a great buying experience, follow-up and otherwise build
that lifelong relationship with them. “Flip Your Funnel” refers to your ability to upsell, cross sell,
and otherwise sell to your customers so that you are getting the most value from and giving
value to each of your customers in return.

Look at the two funnel diagrams below. In the first, we guide our prospects through the funnel
to the selling point. It is at this point that your customer database begins to settle on the bot-
tom. In the second diagram, the small business owner flips the funnel upside down and begins
reselling to existing customers. It doesn’t stop after that initial sale!! There is still money to be
made, and moments to master.

Prospects >> Funnel >> Customer

Resell to Existing Customers
/ANVVEVVE\

Nl 8|
’H"H"I'I‘ — 8 see

Think of it this way...any relationship worth having is worth continually working on.

The sales process requires the continuous courting of your customer.

Flipping your funnel is going to create the “super-customer.” One who spends significant
amounts of money in your business, loves you, and brings in dozens of referrals.

And, once again, customer follow-up (or mastering your moments) is a key principle for win-
ning life-long customers AND flipping the funnel. However, with *Win Lifelong Customers” we are
more interested in building the customer database and providing that predictable experience.
When we “Flip the Funnel,” we’re focusing on what we can do with the database to make more
money, and convince our customers to talk about us.

You’re in Business to Make Money--So Make it!

Who is the easiest person in the world to sell to? That’s an easy one, right? It's a happy customer
For one thing, they already know and trust you. Secondly, they know what they can expect from
your company. And third, they obviously have a need or a want for your product. Selling to this
customer is a piece of cake. So why don’t more small business owners take advantage of it?
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Complacency is the worst habit of small business
owners. The customer buys. The business owner is
pleased with the sale. End of story. Why is it always the end
of the story? For me, this is akin to small business owners
sitting in front of a gold mine and not making the extra ef-
fort to actually walk inside.

Let’s do another quick calculation. What if, instead of being
satisfied with a customer’s purchase, you made the effort
to up-sell to every customer who bought from you? For the
sake of simplicity, I'm going to make up some numbers.
Your product costs $100. The upgraded version of your product is just $10 more. Of 100 cus-
tomers, 10% will upgrade their product. Let’s run the numbers.

You could have made an extra $100 if you had taken
\&“g \y \y ‘&“ﬁ’ g g \y\y the time to ask for it. Now what if that product had been
i A R Rl 2R R | worth thousands of dollars, and the upgrade a couple

o _ hundred? Can you see the amount of money that was
10% of 100 customers = lost because the small business owner stopped selling
10 Customers that upgrade. once his customer said “Okay?”

_ Guess what? Your customer may actually want more.
10 Customers x $10 - $IOO They might be thinking, “You provide me with an in-
credible buying experience, ask me for it, and I'll give
you more money.” But most small business owners say,
“Thank you,” and leave it at that. Well, at least they’re being polite.

Cross Selling Simplicity

Chances are good that you have more than one product or service. Those that are wise, take the
time to promote their other products. In “"Win Lifelong Customers” we talked about sending out
targeted marketing campaigns. What if in that campaign you said something along these lines:

Dear Customer,

Recently you purchased product X. Product X is a phenomenal product. But you know,
it’s not the only thing that can fill your needs and wants. I think product Y is a good
match for you, also.

If you've ever been a Netflix customer, you’ve seen this idea in action. When browsing through
the selection of movies, there is a sidebar that says, "Customers who choose this movie also
enjoyed...” Bam! Suddenly there are a dozen more movies for the customer to consider. The con-
sumer adds one or two movies to their wish list until, in an effort to get to them all, they choose
to have three movies sent at one time instead of two.

This same technique is used on Amazon, Columbia House, and a million other places. But it's not
just online where this technique is successfully employed. Cross selling can be done by anyone
in any situation.
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By keeping a customer database, as discussed in previous chapters, you will be able to simply,
and effectively cross sell to your customers. Because you know what they’ll buy. You know what
interests them, and you know what they won’t be able to resist. Dangle M&Ms in the face of a
chocolate lover, and they’ll respond. Offer them carrots, and they may not even turn their heads.
But they will thank you profusely for giving them the chance to eat M&M’s.

Are you the type of company that thanks customers for their purchase,
crosses your fingers, and hope they’ll come back again? Small businesses
do not have the luxury of hoping. If you’ve built a relationship with a cus-
tomer, they’ll want to buy from you again. All you need to do is give them a
push in the right direction.

The Subliminal Logic of the Up-Sell

It’s impossible to go to a fast food restaurant without having
someone ask you if you would like to “Supersize That.” Once that
happens, it’s like an invisible force is speaking to the irrational
side of our brains. We have a brief moment of logic as we figure
out--59 cents more, for double the food, is a great value. But
that is the full extent of our logical power. Afterwards, irrationality
steps in and rather than consider if we can even eat double the
food, we pat ourselves on the back for being a smart consumer.

This is the very purpose behind coupon distribution. If you are
standing in front of the canned beans in a grocery store, and
there is a coupon attached to each can, how many cans of beans are you going to buy? You only
needed one. But there’s that consumer logic at work again. “30 cents off is a great bargain! I'm
buying five cans!” And you go home with more beans than you could possibly need, but a receipt
that shows your “savings.” What a deal!

Too many times small business owners tell me they don’t up-sell because they don’t want to
anger their customers. I cringe when I hear that. You always have to put yourself in the con-
sumer’s shoes. If, after buying a product, someone suggests you upgrade, do you get angry?
No. Now, if you pester the person until they run away from you screaming, then you have a
problem. But if you ask and cater to that “bargain” mentality, they’ll either tell you no or they’ll
upgrade and thank you for such a wonderful deal.

Think of how many places you see the up-sell attempt. Fast food restaurants want you to super-
size. Retailers want you to purchase extended warranty protection. Car rental companies give
you your choice of a dozen upgraded insurance options. And no one gets mad.

The Rewards of Recurring Revenue

Here’s another idea for you to consider. If you truly want a customer for life, you need to “sign
them up” for life. Create a monthly subscription, membership, club, or any number of other pos-
sible revenue sources. Once you have a “"monthly product”...sell your customers on the idea.

If you've successfully converted your customers into raving fans, they’ll jump at the chance to
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be one of your exclusive customers. They’ll gladly agree to pay for future products or services.
Because they know you'll deliver! And you’ll get a regular payment. So, why not do the job of
selling once, and reap the benefits of consistent, repeated income?

With recurring revenue opportunities--you are on the right side of human behavior. After all, no
matter how much your customers love you, no one wants to be sold to. And, by providing a re-
curring revenue possibility, the selling is done. They said yes once, but that “yes” is going to pay
you over and over again. And, you don’t have to be constantly asking for another sale.

At this point, you're probably thinking, “"Well that’s a great plan for magazines and utility compa-
nies. But, I own a Laundromat. How can I generate recurring revenue?”

There is always a way to set up a routine service or product. If you’re a Laundromat, begin offer-
ing weekly, or biweekly pick-up services (that your customers pay for-even on weeks they have
nothing to give you.)

Sell your newsletter. Start a "members-only” blog or forum. Put together a value-embedded DVD
or CD each month. (You've heard of the “Fruit of the Month” club, right?) Just don’t miss your
chance to build your bank account on a weekly, bi-weekly, or monthly basis.

WOW! Them with Relationship Selling

Adding an instantaneous up-sell is an easy process. The cross sell is as simple as knowing what
your customers want. And recurring revenue continues to provide you with more income without
having to continuously sell and resell. But there is one more aspect of “Flip Your Funnel” that we
must consider to maximize the value of this building block.

You must always be giving your customer a reason WHY they should be
buying from you. And why they need to keep buying from you. This is where
you employ the targeted, marketing campaigns again.

Robert Allen, famed real estate investor said, "No matter what your product is, you are ultimate-
ly in the education business. Your customers need to be constantly educated about the many
advantages of doing business with you, trained to use your products more effectively, and taught

how to make never ending improvements in their lives.”

Let’s wrap it up!

Selling should continue indefinitely. View every selling situation with a goal to maximize the
results. Zig Ziglar said, “Timid salespeople have skinny children.” Be bold. The worst outcome is
your customers saying no.

When you flip your funnel, you’re flipping the cash machine. You have an
entire funnel of people that are waiting for you to make them a cherished
customer so they can give you their hard earned money.

And I am going to show you more ways to get that money in the next chapter!
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Chapter 8- Sell Stuff Online

I could go into some lengthy explanation about what I mean with “Sell Stuff
Online” but the truth of the matter is, it's as simple as it sounds. Doesn’t it make
sense that if the goal of the building blocks is to double your sales then I would
encourage you to find as many ways as possible to make those sales? Of course
it does.

I am going to get into a few details, though. Selling stuff online can be as easy or complex as
you want to make it. For the sake of doubling your sales, we’re going to focus on the complex
methods. However...and this is really important...complex does not mean confusing or difficult.
It simply means that there are several aspects of online sales, and I want you to incorporate as
many of them as you can.

Since 2006 online shopping

Everybody’s Buying! But Nobody’s Selling has increased by 50 %!

Look, if you are in the business to make money,
you need to make it. Online sales are a great
source of capital. There is money sitting out
there, waiting to be made...on the Internet.

In 2006 alone, over $100 billion worth of e-commerce sales
took place. That is an outrageous amount of money. But
maybe it doesn’t sound so outrageous once you discover
that over 50 million consumers shop online. That’s 50 mil-
lion people waiting for the opportunity to spend their money
through the Internet. Consider how much range that gives
you.

Some studies show that online shopping has increased by as much as 50% over the last year.
The growth is phenomenal, and the reach of customers is absolutely amazing. Every day there
are millions of consumers on the Internet ready to make a purchase if they find something
worthwhile. So, what is the small business owner doing? Sitting on their mainstream sales tactics
apparently.

Despite the possibilities for online sales, only 3% of small businesses are currently selling
their products and services online. 3 percent! Where is your competition? What are they do-
ing? If they’re selling online, they’re laughing at you for not selling online. If they're not, they're
providing you with the best opportunity for sales domination that you have ever been handed in
your life!

It's a nice thought, isn't it? Nice to think that you might be the only one branching out and
capitalizing on the online consumer community. That is why you need to get in and get selling
online--right now!
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Currently, you are ahead of the competition. The same study that determined only 3% of small

businesses sell online, also determined that 42% of small businesses believe e-commerce would
have no impact on their business. Advantages don’t get any more clear than that. This is one of
the few areas you can stop asking, "What is my competition doing?” and start reacting because

you KNOW your competitors are not selling online.

Because of the simplicity and
convenience of the Internet, the
online consumer community is
expected to increase--perhaps
until everything is done online.

Consumers buy
online because it's
easy and convenient.

Consumers want convenience. They want

speed. That's why they are going to shop

online. They want to search for, price out,
and compare products through the Inter-

net. Which works very well to your advan-
tage. If there is nothing else for them to compare to, you are the default product. Congratula-
tions to you for learning to use the Internet as a small business tool.

The Phobia

Many of the entrepreneurs I work with have a slight phobia of the computer. Though they can
get online to search for what they need, they are at a loss when it comes to manipulating the
computer to their own advantage. If I start throwing around words like shopping cart, e-com-
merce, and online merchant accounts, a few people might even go into convulsions.

Because of fear, or a lack of know-how, many small business owners sit back and use traditional
methods of selling. And then you miss out on a wonderful opportunity to master the moment.
After all, someone online has decided to buy and you’re not standing in front of them.

This is not to say selling online is simple, or that some consumers don’t have their own reserva-
tions about buying online. It’s not and they do. (Did you follow that?) There are legitimate con-
cerns associated with online selling.

SECURE INFORMATION

It's one thing to set up a website. It's quite another to give that website online selling capabili-
ties. And, quite a third to provide the necessary security you need to be able to guarantee your
customers information remains safe.

A lot of consumers that don’t purchase products on the Internet explain that security issues are
one of the factors holding them back. But this is an objection that is easily overcome.

Increased Internet Security

True, no one’s personal information is going to be safe 100% of the time. There are just too
many predators out there. That being said, many businesses have gone to lengthy efforts to pro-
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vide companies with secure selling op-
tions. E-commerce companies give ven-
dors a secure solution to online sales.

Consider the fact that Paypal sends
$1,000 through their financial engine ev-
ery second. It’s available in at least 100
countries and can transact 17 different
currencies. And that’s just Paypal. Com-
panies are not going to offer such elabo-
rate online financial solutions without
knowing that they are well protected.

Dozens of e-commerce sites are avail-
able to assist small business owners
with the successful transactions of online
sales. Each of these sites acts as a host
for your webpage. This is important be-
cause the host system provides multiple

(Dur'ing 2007, Amazon fturned over
$7 billion in sales!

SEARCH INSIDE!™

STAYINS
CONNECTED

TOYOUR
TEENAGER

. [ amazoncom Jl

homepage

J

security measures so that your customer’s online sale is safe, easy, and (what they want the

most) convenient.

Get a Simple System

Software management tools have made online sales processes a snap. No longer do business
owners have to slave away on the initial creation of e-commerce sites. Furthermore, systems
can be consolidated so that they are able to track sales, organize them, and even activate fulfill-

ment requests.

e

* Man's forehead for advertising
space (January 2005) - $37,375

- A Texas snowball sold for $92*

* Oldest known pair of Levi's
(May 2001) - $46,432

*First time snow had fallen in Texas in 109 years.

—)

-\ &
d] 0dd things sold

- "Real” civil war dirt sold for $2.50

You don’t have to sit at your com-
puter making sure every single
transaction is completed. Let the
system do that for you! We live in a
world of automation, and if you’re
not realizing the advantages, you
are spending far too much time
doing unnecessary, manual work.

Expand Your Reach-Make Big Bucks!
Rather than say once again, “Hey, sell online
and you can make a lot of money,” I want to
quickly recap the stories of a few of the most
profitable e-commerce sites ever. The first is
Amazon.com.

When Amazon.com was originally founded, online selling was not quite as prevalent as it is
now. Founded in 1995 it was one of the first major Internet selling companies. Amazon.com
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steadily lost money every year until (~ ] ] 0 : N
2003. Nevertheless, they saw the po- The enthusiasm for iTunes ! fmanican
tential of “Selling Stuff Online.” During has yet to slow down. | Jdol
2007, Amazon turned over $7 billion in el i
sales. During their most profitable day . e o
(December 10, 2007), Amazon sold 5.4 IITUF"I'E'FS 7 }

ree for Mac + PC

million items.

Download now
But Amazon isn’t the only company to -

find e-commerce success. E-bay also
generates astonishing profits with their
auction site. iTunes has created a revo-
lution of selling and downloading music
from the Internet.

The enthusiasm for e-commerce is not going to slow down. Online sales
provide more unique and profitable opportunities for small business own-
ers every day. More people are becoming Internet shoppers. The revenue
small businesses can generate from selling online is increasing. So, once
again...why aren’t small businesses using e-commerce as a tool to grow
their businesses?

Sell More By Selling Online

By dismissing the Internet, companies are dismissing mil-
lions of dollars of potential profit. Profit that someone else
is going to snatch up if they don't.

BiIIi_onaire Mark Cuban gave a sage piece of advice_ for Make your product easier
business owners. He said, "Make your product easier to )
buy than your competition, or you will find your customers to buy than your competi-
buying from them, not you.” He may not have been talking tion, or you will find your
about the Internet directly, but this concept is true whether )

your business is housed in a basic storefront, done from customers buying from
home, or working out of a major retail store outfit. them, not you.
Internet possibilities are endless and not tak- - Billionaire Mark Cuban
ing advantage of those possibilities is...quite

frankly...foolish.

No matter what reasons a small business has for not wanting to sell online, the bottom line is: if
you “Sell Stuff Online,” you’re going to dramatically increase your profits, and collect more cash.
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Chapter 9- Collect the Cash

Wouldn't it be nice if every time you sold a product or service, you instantly re-
ceived the money from that sale? It would be nice if money came in and money
went out in a regular, predictable pattern. But that’s not how it works. When
running a business, the financial overhead alone is enough to make you throw
your hands up in the air and quit. But you don’t, so that’s why our next building
block is all about money.

Credit Card Processing

When I say “Collect the Cash,” I'm not just re-
ferring to the sell. Like everything else in your
small business, it's a little more complicated
than that. Sure, it still encompasses the ability
to collect on sales. But in addition to collect-

ing money, this building block discusses credit
card processing capabilities, collections, pay-
ment plans, invoices and notifications, and other
money matters.

Many marketing experts tend to skip this strat-
egy in their books, or at their conferences.
Because everybody understands it is money that
makes the business world go round. It all seems
self explanatory. Right?

Collections Payment Plans

Well, if collecting the cash is such a simple step,
why do so many small business owners wind up Invoices and Notifications
losing everything they’ve got and then some?

Collections is a Full Time Job

When was the last time you “loaned” somebody money? Whether it was last week or last year,
have you gotten the money back yet? (If you did, pretend you didn’t so that you don’t ruin my
object lesson.) So you haven't gotten the money back? I'm not surprised. You see, it's not hu-
man nature to part with money...even when it’s not yours to begin with.

If you've ever read anything by Robert Kiosawki (Rich Dad, Poor Dad), you will quickly be cured
of any urge to lend people money. And the same reason you shouldn’t lend money is the same
reason small business owners struggle with their finances...because few consumers have any
sense of financial responsibility. Most people would like to have everything, NOW, without work-
ing or paying for it. They're getting more and more in debt, and less and less able to pay their
bills.

And when it’s your small business that winds up unpaid, you're forced to track down your cus-
tomers in an attempt to get your money. Or at least part of it. In the meantime, hundreds of
dollars are being bypassed, because you have to stop growing your business to collect on late
payments or bad checks. You start with phone calls, then letters, then, if you still want the
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e 7 money, you are forced to contact a collections agency
Consumers are in a juggling act! | (and in doing so, drum up additional fees).
3
% ﬂ S Unpaid finances can take months to collect on. Months
® JE . when you are struggling to keep your head above wa-
: ter. Months when you have a million other things you

should be managing. Small business owners can get
so caught up in being paid that they aren’t making any
money at all.

When The Cash Isn’t Coming In...

Often, the small business owner compensates the lack
of funds by using their own bank account to pay the
additional (and completely unanticipated) expenses.
When that runs out, you, like the consumer who
doesn’t pay, start wondering how long it’s going to be
before the companies you’ve purchased from come
after you.

Bonnie Thayer, president and CEO of the National As-
sociation for the Self Employed, said, “"We’'re becoming
a nation of late payers as heavy debts force businesses to pay some bills one month while others
are held over to the next.”

Quite simply, the major reason for business failure is bank-
ruptcy. Or, if it doesn’t get that far, small business owners

wind up with unpaid financial obligations they wonder how We’re becoming a nation
they’re going to repay. Without enough capital, a company

cannot make their product. If they can’t make their prod- of late payers as heavy
uct, they can’t sell. If they can't sell, they’re not making debts force businesses to

any money. End of a sad story. .

pay some bills one month
The Overhead Management Nightmare while others are held over
Now, not all financial problems are because the consumer
doesn’t pay. The money side of business can be a hairy
task to undertake. If you only have one or two customers, - Bonnie Thayer
managing your finances will be easy. It’s when you start
tackling hundreds of accounts that money management
becomes overwhelming.

to the next.

In addition to budgeting, taxes, and creating invoices, small business owners have to keep ac-
curate records of incoming funds and their own expenses. And, with so much accounting work to
do already, who wants to mess around with payment plans, credit card transactions, and other
payment methods? Even if it means missing out on opportunities to make more money.

And let me throw one more pain in there. (Then I promise I'll stop.) What happens when some-
one wants a refund? Does your financial system come tumbling down?
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Most small business owners use QuickBooks or some
other “accounting” software to manage their finances.
Unfortunately, the majority of these programs require
small business owners to dedicate unavailable hours to
manually input and calculate transactions. Eventually,
small business are going to make mistakes.

Ironically, the more you sell, the more financial man-
agement you're dealing with, and the less time you
have. So, I'm going to scream this as loud as I can until
it reaches the ears of every small business owner:

Manual Systems Don’t Work! You must get a bet-
ter system in place!

Put Your Finances on Autopilot

Small businesses must put manageable, workable sys-
tems in place. I want you to fully embrace the benefits
of technology. Technology can turn the financial night-
mare into simple, predictable processes...that will work
every timel!

Follow-up on failed payments

Process the payment

Customer pays invoice

Invoices set up per timelines

Agreed on Payment Plans

A Manual System Requires
Manual Follow-up

Automate the Collections Process
There are a few financial rules that small When you use technology to track payments,
businesses, serious about growth, need to follow. or missed payments, the effort to collect on

1 « Payment expectations
should be consistent and

past due payments is removed from your
shoulders. Let your system work for you,
sending out late notices, second notices, and

clear to customers final notices automatically. A good system

2 e When possible have a no
payment-no product policy O

3 « Have a systemized
collections process

can even send automated notices to a collec-
tions agency should you choose to use one.

o *Note: When you also incorporate a method
for credit card processing, the collections is-
sue will be minimized. Credit cards guarantee
an instant payment. You don’t have to worry

that you've received a worthless check, or
that you'll never be paid.

A frustrated woman called our office a couple of weeks ago. She taught music lessons for a liv-
ing. After receiving piles of bounced checks, she decided to implement Infusionsoft. Now, all of
her clients have their credit card information on file with her. The credit cards are automatically
scheduled to be charged once a month, and the small business owner always gets her money.

One more word of advice, if you are using credit cards for recurring payment needs, be sure

your system can notify you of failed card charges.
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Automate Your Financial Tasks

Okay, here is another reason I love technology! I see so many people trying to create their own
invoices and send them out. Each time that happens, I shake my head at the tediousness of it
all. Some people refuse to use new technology. However, those small business owners that un-
derstand how liberating software automation can be are the ones who will significantly increase
their revenue.

With the right type of system, small business owners can not only create invoices, they can
track payment histories and manage any number of payment plans. Small business owners can
be alerted of upcoming or past due payments.

Furthermore, your system should be able to instantly produce reports for you. Learn which
products are selling best. Discover what your sales totals have been for a particular month. In
other words, the system can do it all for you, whether you’re an accounting genius or not.

Get Paid and Get Growing

Your budget should not be dependent on whether or not people pay, but how many products you
sell or how many customers use your services. It shouldn’t be a competition of who can hold out
longer, but who can fill the needs of their customers.

The proficiency of technological systems has eased financial burdens from the shoulders of small
business owners. Too many small business owners want to fight against the system with manual
efforts, when the solution is just a computer system away.

If you're going to double your sales, you need the money to run and grow your company.

Alerts to
Late andlor
Upcoming
Payments

Manage

Payment
Plans
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Chapter 10- Grow Through Partners

One of the great traits of entrepreneurs is that they feel like they can do it all.
Obviously you have to have some degree of that feeling, otherwise no one would
take on the challenge of having their own business. So, although it's admirable
to want to work and (in the case of most small business owners) devote your life
to your business, sometimes you need a little extra help.

Let’s face it. You are just one person. And, no 4 Use PARTNERS to help grow your business )
matter how great you are, there are not enough

hours in the day to get through everything you /‘\ /‘\

need to accomplish. Nevertheless, that mental- H H

ity doesn’t stop many people from trying. Rather Vi \N

than hire more employees or find alternative Your cfftomer | H

means of growing their business, small business is your partner

owners allow their companies to hit a peak and \
maintain that peak forever. Expand your
Reach!
This chapter encompasses the use of partners \
1

to help grow your business. When I say “"Grow
Through Partners” I am talking about giving your
business additional reach. You don’t want to have
partners just for the sake of having partners. The / \
purpose needs to be clear. They need to be indi-

viduals that will significantly add to the success
your small business is already experiencing.

What Do They Add?
You can’t be the perfect entrepreneur. You can try, and maybe get close, but at some point in
time everybody needs additional skills, markets, and time they don’t possess.

One of my favorite learning moments was when someone taught me about synergy. The ex-
ample they used was two horses pulling a cart. Each horse can pull approximately 500 Ibs (I'm
making that up, because I don’t remember the actual numbers). A basic understanding of math
would logically determine that strapping the two horses together, they could pull 1,000 Ibs. In
reality, two horses working together can pull three times the amount they could on their own--
not double.

These are the same advantages partnerships provide. Partners are skilled individuals using their
time and skills to not only assist you, but help you do more than either of you can do on your
own. The benefits become absolutely magical.

The Fight For Referrals
The fastest and easiest way to grow your business is from your customers spreading the word
about you.
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However, standard referral programs just don’t work. You
see, customers just aren’t thinking about you. Most people
are egocentric and are usually thinking about themselves
and their families. This is not a bad thing. If we didn’t care
for our own needs, we’'d all be in a constant daze. But we
are wrapped up in our own lives, and it doesn’t occur to
most folks that the small business owner, who dedicated so
MOST REFERRAL much time to helping them, would really like a referral.
e L Furthermore, the concerted efforts to create a referral pro-
gram are often more of a headache than they are worth. I
have seen several “referral programs” in action that really
have no hope of succeeding. In fact, most don’t. So, rather than create programs, many people
rely on the good old request. “Please, send me referrals.” But, unless you are asking on a regu-
lar basis, your customer’s going to forget again.

No Growth

I want to move away from the referral program issue and discuss the lack of growth that com-
panies without partners tend to experience. Once you have reached out to your entire customer
base and all your leads, where do you go from there? In the networking game, you're stuck.

So your next option is to rely heavily on your marketing capabilities. Mar-
keting is an unbelievably powerful tool--if you’ve adopted the other build-
ing blocks. Nevertheless, this book is designed to help you double, if not
triple your sales, so we need to squeeze as much value out of every busi-
ness venture that we can. Therefore, small businesses need to extend

their reach as quickly, easily, and in-

expensively as possible. r

.......................................................................................... 3 Challenges of Managing Referrals:

Another reason growing on your own is difficult,
is the time it takes. As much as you might like
to, you don’t have the luxury of simply promot-
ing your product and watching the cash come

:’ e are paymeng
greementg Manageq-

rolling in. You've got other things to manage... III :

like your company. How do you track affiliate
payment?

How Do You Manage Them All?

Alright. So you're convinced that you need part- III

ners and affiliates. But managing those rela-

. iliate
tionships can be daunting on its own. The last What lf the :f:\sming?
chapter reviewed the pains of financial overhead. doesn’t do
Now we are going to address the complexity of S m )

trying to manage affiliates, vendors, and part-
ners.
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First, how is payment determined? The value of each
of your affiliates or partners is going to vary. Part-
nering with a slightly larger vendor down the street
is beneficial. However, that partnership is not as
likely to bring in the large quantity of buyers that a
guru in your industry can produce. That being the
case, the guru deserves more from you because they
are offering you significantly more business.

Increase
Your Business
with an
Affiliate
Referral
System...

Secondly, how do you know if the affiliate is truly in-

creasing your business? At Infusionsoft, we grapple with this issue on occasion. Someone part-
ners with us, anticipating the affiliate check they will be receiving for their referrals. However,
several months may pass by where their “partnership” appears to have failed. If I have offered
them a free copy of the software, expecting them to spread the word, their lack of production is
actually hurting my business. But, if you have no way of tracking that information, it might be
some time before you are made any wiser.

Finally, how do you track the payment of your affiliates? As I mentioned a time or two before,
manual systems don’t work! Faulty financial management can cause unpleasant situations to
arise. The partnerships you build can be easily destroyed if you are unprepared for the manage-
ment of such partnerships.

Affiliates Provide the Referrals

All day long, I listen to small business owners complain about apathetic employees. Though the
employees do their job as far as their job description is concerned, they don’t usually take the
initiative or go the extra mile.

Employees will never care about your business like you do.

When someone becomes a affiliate, suddenly there is an interest by both parties to ensure the
small business succeeds. It becomes a mutually beneficial, symbiotic relationship. The affiliates
send in the referrals, in return they are paid for their efforts. Since they profit when you profit,
you can bet that they are going to be doing everything in their power to help you out.

Extended Reach

I've tried to give you many ways to expand your reach, supercharging your website, selling stuff
online, but now I want to concentrate on how partners can stretch your market just a little bit
further.

Consider the value of having another “salesman” reaching out to your customers. At Infusion-
soft, we work closely with several marketing and business gurus (like Michael Gerber, Dan Ken-
nedy, and Rich Schefren). When one of these gurus takes a few moments to promote our prod-
uct, people listen and come running in our direction to see what we have to offer. Time wise, it
took perhaps two minutes for the guru to promote our product. But that two minutes just saved
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us from having to implement the whole sales process in order to obtain this same customer.

The more affiliates and partners you have, the less time it takes you to
reach a larger audience. All in all, it’s quite the simplest way to drive quali-
fied leads to your small business so that you have time for more mastery
moments.

Technology to the Partnership Rescue
I don't think I can state nearly enough times how much I love technology.

Managing your partnerships does not need to be tricky. Sure, you need a way to track your af-
filiate referrals, whether or not they’ve even sent any and then get checks to your affiliates on
time. But, as is true with financial overhead, software programs can make affiliate management
a shap.

Commissions can be determined on an individual basis. Multi-tiered structures can be set up to
manage individual affiliate agreements. Communication lines can be open and freely reviewed by
ALL parties. And, best yet, your relationships will be strong and valuable.

Don’t Fight It
There are still going to be those that disagree with any sort of partnership. It's their choice, but
let me add a few parting thoughts.

Michael Gerber, small business guru, suggested that it is the inability to expand and grow that
causes small businesses to fail. When you create lasting partnerships, your business is going to
grow automatically, just from the leverage you gave it. If you're happy in a stagnant company,
fine. But if you want to grow, if you want to double your sales, one of the surest ways to quickly
grow is to bring others in to help you. It's a win-win situation for everybody.

Get a software system

in place!
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Chapter 11- Measure and Tweak

We've come to the last building block. As I mentioned earlier, none of the build-

ing blocks are in order. You may be thinking, Why is "Measure and Tweak” all the

way at the end? It wasn’t some
organizational mismanagement. The blocks are

just all reliant upon one another for helping

small business owners double their sales and Meas_ure and Tweak
achieve success. includes:
tracking, tweaking, and

But this block, like all the others is critical to
success. It holds as much importance as each
of the previous chapters. So, what do I mean
by “"Measure and Tweak?” Like several of the
other titles, it would seem like a self-explanato-
ry phrase. Once again, though, there are a lot
of aspects of measuring and tweaking that are
included in this description.

measuring!

The first thing I am referring to is the ability to
accurately track marketing efforts. Marketing,
when done right, is an exceptionally powerful
tool. But, when you start throwing money at
marketing efforts, you better be able to view
your successes or failures. Otherwise, you're
efforts could be useless, ineffective, and in

some instances working against you.

Next, this building block is going to cover the “tweaking” aspect of market-
ing campaigns. Once you are aware of your marketing successes and fail-
ures, changing your marketing tactics is practically effortless.

Finally, this building block must include the power of analysis. “Measuring” of course denotes an
ability to scale. In this case, I want to focus on producing a marketing ROI. When you are able
to pull reports, showing the number of leads and sales from your marketing efforts, you're in a
position of strength. You have control over your target audience, and not the other way around.

Double Your Sales with a Doubled Marketing Effort

Marketing is a fast, efficient way of pushing the message from your head and implanting it in
the hearts of your consumers. If you choose to be the door-to-door salesman fine. But I do want
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you to understand the ease and speed with which the “right” marketing message can reach your
potential customers.

When you take the time to measure your marketing efforts and then make the appropriate
changes, you are going to see the results in the increased number of sales. Sales are your best
indication that your message is being heard loud and clear. But even with a stellar marketing
campaign, there is always room for - ~
improvement. Measuring your results
gives you the chance to keep getting
better, and bringing in more and more
sales.

A Shot in the Dark

L .
I'm going to be a little audacious and v v
say the vast majority of small business ’ = u:'d__m#“'”k
marketing dollars are wasted. Some of W g o ,“w‘:j
the reasons include those in previous y . “‘:mm-"‘
chapters: follow-up is inconsistent and W ﬁ"“"f_m

business owners don’t know what type
of message to send. But most or all R
of those problems can be solved if the

business owner is able to see one little

thing...what is working and what is not.

More and more companies are shying away from radio, television, and billboard ads. There are
two reasons for this action. One, these advertising methods are not targeted. And two, there

is no way to know if it's working. When a multi-million dollar ad runs on television, millions of
viewers are watching it. If sales go up for a company, it would logically be explained by the tele-
vision ad. However, that isn’t necessarily true. There could be dozens of other factors that affect
consumer choices.

Have you ever seen an online survey site? These sites provide some sort of compensation for
twenty minutes of your time. During that twenty minutes, you might answer as many as fifty
guestions, and the vast majority of them are related to marketing efforts. You get questions
like, “Of the following popcorn brands, which ones have you heard about?” And, from there, the
guestions get even more specific.

Why are businesses willing to pay consumers as much as $5 a piece to get
their opinion? Because they need to know what marketing messages have
an impact, and which are a waste of their money.

When uncertainty rules, marketing campaigns are nothing more than a shot in the
dark.

Simple changes can make a world of difference, but without a way of measuring, businesses
don’t know what that change is. At Infusionsoft, we sent out an email blast that produced a poor
response. The blast just didn’t work. Without the tools to measure the response, we may have
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Infuslonsoft Landing Page Examples:
We can measure the success of all our landing pages In our system.

-‘7} T The page on the
) e T far left did not
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: Aot e instantly saw
| wrmem st e | 1' . S o sy v o o - - resulis.

Almost 30% opt-in
rate for this Free

infusi Report.
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@ infusion

paid for that email to go out again and again. This was not a cheap email. We paid a significant
amount of money to be able to blast a particular website’s contacts. Can you imagine the waste
of repetitively sending the same “wrong” message?

As it was, we tweaked our email and landing page. Gave it a new message and new graphics.
When we sent it out again, the response improved dramatically.

Get a System

With simple, easy to use systems, measuring results is a piece of cake. (Once again, you have
to love technology.) When you measure your marketing efforts, you're going to start benefiting
from your marketing faster and with greater results than you ever imagined.

When you are measuring your data, you are going to have the edge on marketing techniques.
Think for a minute about what instantaneous access to customer responses are going to do for
your marketing campaigns. If you were to set up an entire campaign around a particular theme,
and the first two steps of the campaign produced no interest in your products or services, would
you continue with the other steps--just because you had already planned to send them? No.
That would be wasteful. Being able to measure results is going to save you time and money by
preventing repeated mistakes.

When you have a system that permits instant feedback, you won’t have to
rely on random surveys, or wait for your customers to let you know what’s
working. You get the knowledge instantly and with each marketing piece
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you release, your message becomes more powerful. If it doesn’t, it’s time
to step back and try again.

Move Forward with Confidence

When small business owners are in control, when they have the power of measurement, their
campaigns become more specific, targeted, and by extension more effective. You cannot guess
100% of the time what words, phrases, offers, or bonuses a consumer is going to respond to.
However, at least with certain information under your belt, you have the ability to act with confi-
dence.

When you track and measure your marketing messages, your ability to
communicate better with your customer or prospect improves. Your mes-
sages are more specific and targeted, and you can begin budgeting for the
right type of marketing, rather than throwing your money out the window
on something that may or may not work.

Do I know my clients? Absolutely. I can tell you right now that graphically, they don’t care for
the cartoon looks. In the copy, they want cold, hard facts. In the product, they want something
to make running a small business easier and more effective. As a result, our marketing tends
to be no nonsense, straight to the point messages that logically and emotionally appeal to the
customers. Our marketing isn’t always perfect. We've thrown out entire campaigns. However,
within the last few years our marketing has become more specific,
targeted and less expensive. Our ROI on our marketing pieces has

significantly increased as we tweak and improve our messages. Get Better
Test and Test Again Than Just
If you want to get the best results in the shortest time possible, Good Results

test and test again. Those who have been in business for a while
have a fairly good understanding of their customers. However, if
you're just starting out, you don’t have the luxury of getting to
know anybody. You need to sell, and you need to sell how. So you
need to know what messages are going to work.

In actuality, whether you have been in business for a while or not, this is a good idea. When
you test and measure, you're bringing marketing to a scientific level. You don’t have to rely on
instinct or hope. You have the proof in your hand of whether or not this campaign is going to
work. You know the anticipated success rate of getting an email dropped in the inbox.

In other words, testing allows you to speed up the “Measure and Tweak” process. And this helps
you achieve better than just “good” results.

Think about the difference a single word might make. Think about the time, effort, and testing
that goes into major corporation slogans. I'm sure Nike didn’t present their "Just Do It” motto to
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the world before they tried it
out. And would the motto have
gained as much popularity as
it did had the phrase actually

been, “Just go ahead and do
it.?”

Let me give you a another
example. “Got Milk?” What a
marketing phenomenon. If you
drive down the street for any
more than five minutes, you
will see a twist on this market-
ing message. Around the area
I live, I've seen: got sand, got
plumbers, got dirt, got real es-
tate, and even got marketing.
Releasing that message onto
the consumer market was no
accident. I'm sure a test group told milk to go ahead and run that campaign.

And that is what testing the marketing message can do for small business owners. It measures
your marketing before you spend extra time and money on sending it out.

Got questions?

The pattern is simple. Put together a marketing campaign. Try it out. Mea-
sure the results. If you don’t get a good response, tweak the message, and
try again.

If you want to double your sales, you have to send the message that gets people to buy. If your
message isn’t quite good enough yet, keep trying. You’ll get there. But, you won’t get there until
you know what works and what doesn’t. Knowledge is the key to not only “good” but great re-
sults!
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Conclusion: Time to Get Started!

Many of the most fascinating people I have ever met are small business owners. They are those
individuals that decided they want to do something more with their lives. They want to share
their talents, skills, and interests with the world. I admire them. Many of these entrepreneurs
are my closest friends. I listen to their stories, I see their strength, and I can’t help but feel
more ambitious myself because of what I see resonating from them.

Business ownership is not simple, but | and my entire company are on a
mission to make it more so. That is why we’ve done thousands of hours
of study. We’ve read the books by all the experts, heard the complaints of
small business owners, tested different techniques on our own company,
and resolved that the 9 building blocks and our powerful secret | shared
with you are the most significant in boosting sales.

Now that the knowledge of the 9 building blocks is in your hands, I hope that you'll do more

than just think, "Hmm. That'’s interesting. I think he had a few good points.” My hope is that you
will go on from this day, finding easier, faster, more effective ways to generate leads, turn pros-
pects to customers, turn customers into raving fans, and sell more than you’ve ever sold before.

Take the time. Reread this book if you need to, but ingrain these concepts in your head, and you
will soon be seeing massive improvements to your small business ownership. Take this knowl-
edge and stretch as far as you can reach.

Goals are the limits we set ourselves. Why not shoot for the impossible?
You have courage, strength, and enviable sKkills. Take what you have, take
what | have offered you and run with it.

At first I had intended to throw in another story or two. Stories that would inspire you. I could
tell you one success story after another. I could relate all the details of small businesses that
made a big impact or became corporate giants. But I don’t want to do that. I don’t want you to
rely on the confidence or success of others. I would rather not hear small business owners say,
“That person did it, I can do it, too.” What I want to hear is the small business owner that says,
“I am doing what I love and I will succeed because I can! Because I have the tools to do so.”
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What I want to hear, following the reading of this book, is small business owners saying, "I did
it. I finally made it out of my office. I doubled my sales. I found the passion I once had for my
company. And I gained the success that was so elusive for so long."”

Now, whether or not you do that is up to you. What you do with the information I handed you
in this book is your decision. I can't change your company for you. But I sincerely hope you

do something with this. If you can only change a single aspect of your company, do it. Nobody
should experience the “pains” of small business ownership that I, and so many like me had to.

If you will take the time to work on and improve the “secret” and 9 building
blocks, you can avoid so many of the horrible circumstances my company
went through. Furthermore, and perhaps more importantly, you are well on
your way to doubling your sales and making your company better than it
has ever been! You will experience true small business success!

Note: One last thing. Several times throughout this book, I mentioned the use of technology to
automate business management processes. The software we provided to the man with “pain”
eventually evolved into our signature product...Infusionsoft. This man wanted the building blocks
I've provided for you. But he wanted each step to be automated. That is what Infusionsoft does
for the small business owner. It liberates and empowers small business owners by putting their
sales, marketing, and management systems on autopilot.

Hundreds of our customers have doubled their sales with Infusionsoft. In fact we offer a Double
Your Sales Guarantee:

When you use Infusionsoft to fix your follow-up with prospects and customers, you
will double your sales. If after 12 months you have not doubled your sales and you're
not confident with the progress you're making, you can cancel the software and we’ll
refund half of your first year’s subscription fees.

If you are interested in finding out how to automate your own business, please visit
www.infusionsoft.com/demo

Infusionsoft is the most incredible tool on the market for simplifying and improving small
businesses... and significantly increasing revenue.
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