
Hello,

Marlon here.

IT’s time to talk about the 
magic number.
 
as you probably recall, the 
magic number is your 21-day, 
30-day, 60-day, 90-day (or even 
longer) customer value that 
you’ll use as your guide on how 
much you can spend to buy a new 
customer.

My premise is that whether you 
use free or paid methods, they 
both have a cost, since time is 
money.  That means there is al-
ways a cost or investment in 
getting new customers, as well 
as people on your list.

In the current market, I have 
met a number of people build-
ing sizeable (to huge) lists 
from Facebook ads.

Tomorrow, who knows?  The 
only constant in Internet 
marketing is change.  My point 
is that in spite of what you’ve 
heard, Facebook ad clicks 
aren’t all THAT cheap!

If you can’t get your ad money 
back in a reasonably fast 
timeframe, you can’t afford to 
run ads there.

Think of your ad money as 
inventory in a store.  If you 
have to “turn” your inventory to 
make money.  If stock sits on 
the shelves forever and a day, 



you won’t make much money.

The same with buying new 
customers.

I’m going to talk THIS issue about 
getting the INITIAL SALE or 
conversion.

Our goal is to have a big lifetime 
value of a customer.  But before 
you can do that, you have to be 
able to get sale one!

There are several approaches to 
this that work well in different mar-
kets:

Method One:  List Building

I gave the example in the first issue 
of a guy who was promoting prod-
uct launches with a bonus package.

His profits on that were marginal.  
HOWEVER, people had to opt into

his list (subscribe to his email list) in 
order to get the bonus.

Before long, he had a list of 500 or 
600 people.  And that list resulted in 
sales of $1,000 frequently when he 
mailed offers to it.

Small list.  But big profits.  Why?  
Because everyone on the list had 
bought a product.

My point is, the first way you get 
sales and begin to build a PREDICT-
ABLE customer value is by emailing 
offers to your list.

A lot of people have different 
philosophies about how frequently 
you should do that, and what the 
mix of content to pitch should be.

This past week, I ran into a well-
known marketer named Kevin 
Thompson.  Kevin does a weekly 
video to his list where he films 
something that happens to him in 



daily life.  He poses a question and 
gets people to think.

There’s no real content. But the 
videos are thought provoking. And 
his list loves it.

Others mail all offers, usually a 
new offer every day.  My friend 
Connie Green does this. And the 
conventional wisdom is you’ll burn 
out your list mailing that many 
offers that often.

But Connie almost always cooks up 
exclusive bonuses for people who 
buy through her link.

And she includes interesting details 
(albeit brief) about her personal 
life, where she’s travelling to, etc.

You get the feeling that you 
personally know Connie, so just like 
with Kevin, there is a BOND there.

My friend Paul Myers writes an 
in-depth ezine as I do.  That’s 
probably because we’re both fast 
writers!

I know other people who mix up 
content and pitch.  

What I DO know for sure is this:  If 

you don’t mail offers to your list, 
you won’t make money.

And if you promote affiliate 
products, you’ll almost always do 
far better if you offer an exclusive 
bonus to buyers.

For example, yesterday I promoted 
Paul Myers’ mindmapping product 
to my list.  And I included a special 
video I did as a bonus.

I know a guy named Han Fan who 



promotes a new affiliate offer daily.  
But he assembles MASSIVE bonus 
packs consisting of private label 
rights that he buys.

Then there are guys like Daegan 
Smith and Matt Furey who are 
MASTER story tellers.  And a lot of 
their emails are just stories.

But again, the COMMON ELEMENT 
is that a bond is created.  

So whatever you do, I think you 
need fo form BONDS.  For example, 
not only does Connie give a little 
slice of her life each email, she also 
holds free Q & A calls monthly.

I’ve recently began experimenting 
with graphi-rich html emails.  This 
is an experiment, so I don’t have 
good data yet to report.

I’m really not into storytelling and 
“slice of life” emails.  So I’m looking 
for something that fits who I am 
but still stands out.

If ALL you do is build a list of 
targeted potential buyers and 
frequently send them offers for 
your own products and offers, or 
those of others as an affiliate, your 
chances of making sales from it and 

very high.

This is why I spent the whole first 
newsletter discussing list building.

Method Two:  The Webinar

I’ll jump from the easiest method 
(list building) to maybe the most 
advanced one -- webinar or 
teleseminar pitches.

Two days ago I hung out with 
a guy who like clockwork does 
2 teleseminars a week for joint 
venture partners.  Normally, he sets 
these up from people he meets 
through a number of Mastermind 
groups he’s a member of (and pays 
handsomely for).

The SHOCKER is that he doesn’t 
do webinars!  He still does a 
teleseminar.  In fact, the EXACT 
SAME teleseminar selling the SAME 
PRODUCT he’s BEEN selling for 7 
years!

If you have a teleseminar or 
webinar that makes great sales and 
you can keep getting it in front of 
new eyeballs, that’s all you need. 

Interestingly enough, his 



teleseminar is completely recorded.  
So it’s all auto-pilot income, other 
than hustling up the joint ventures.

I don’t find that method easy 
personally.  But if you’re a talented 
networker, it could be your cup of 
tea.

Another friend of mine used to get 
webinar attendees by advertising 
on Bing and also “pay-per-view’ 
ads.  Then he moved to buying solo 
emails to lists.

Another friend of mine, Adam 
Urbanski, runs Facebook ads that 
get people to opt in for his webinar.

And the webinar sells his big ticket 
(high-end product).  He doesn’t 
mess around with low-ticket sales 
or funnels. He just goes straight for 
the whole enchillada.

You need a really, really good 
teleseminar or webinar pitch for 
that.

Don’t let anyone fool you. That 
takes a good deal of study, 
experimentation and practice.  But 
once you have one that works, it’s a 
real little goldmine.

I’ve seen quite a few people using 
Facebook ads to get people to their 
webinars.

If you’re selling a $1000 or more 
product, you don’t need a lot of 
sales to pay for your clicks.

THIS is the thing about Profit 
Planner.  When you really dig down, 
you’ll find that MOST successful 
Internet marketing businesses are 
buying customers in one way or the 
other.  

Either they’re running affiliate 
promotions with big prizes and 
heavy front-end commissions, or 
they’re spending a lot on pay-per-
click ads, or they’re working joint 
ventures heavily, often by spending 
money and time to attend seminars 
or Masterminds, because that’s how 
you usually get joint ventures.

In ALL of those scenearios, you 

There is the difference between 
what is said and what is done!  
marketers often like to omit 
the real things that drive the 
growth of their business, like 
spending a lot of money on ads 
or affiliate prizes.  Or attend-
ing lots of seminars and Mas-
terminds that aren’t cheap! 



need to have a healthy customer 
value.

THAT’s the whole reason you’re 
tracking it on your Profit Planner.  
By being AWARE of it, you can grow 
it.

Of course, there’s a very good 
chance that you’re reading this right 
now, you own the Profit Planner but 
you don’t have profits to plan yet!

You don’t have a customer value 
to increase yet.  That means you 
need to focus on getting targeted 
potential buyers onto a list and 
sending them communications 
via email, postcards and/or text 
messages.

Or you can go the direct route 
and sends people STRAIGHT to a 
webinar sign up and immediately 
go for a sale.  My friends who do 
this often go for a sale for $1500 on 
up.

A webinar is where you present 
your Value Equation.  If it’s a 
WINNING Value Equation for that 
audience, you have a very good 
chance of getting the sale.  If it 
isn’t, then you’ll get feedback you 
can use to IMPROVE your Value 

Equation until it DOES start making 
sales.  That’s the great thing about 
webinars.  You can get real time 
feedback Johnny on the spot from 
your potential buyers that allows 
you to improve, tweak or change 
your Value Equation.
 
Webinars let you open up audio 
and talk to participants.  Or they 
can post their questions in the chat 
window.

In the old days everyone used 
Gotowebinar.com for these. And it’s 
still an excellent choice.

But there have been a whole lot 
of Wordpress plugins like Webinar 
Express, Google Hangouts options 
and other tools developed.  I 
won’t give a list here because it’s 
constantly changing.  

My point is, the resources are 
available, and there are options to 
fit every budget.

You don’t even have to do 
webinars.  Teleseminars still work 
gangbusters for one of my friends 
who has used them in MANY 
different niches with fantastic 
success!



Here is a short tutorial on doing webinars 
that make big ticket sales

That’s All Well and 
Good But How do I 
do a webinar that 

sells?
1.  The hot title

The first thing you need for a 
successful webinar is a hot title.  
Follow the same steps I gave you in 
newsletter one for a hot title.

You should target a problem or a 
desire that a majority of the people 
in your target audience have.

2.  A sign up page that works

Just the title of the webinar and the 
sign up box is all you need.  Some 
people use bullet points to tease 
the content of the training.  Others 
don’t.

3.  Email follow ups that give 
resaons to show up for the 
webinar.

Don’t assume that because they 
signed up, they’ll show up.   Send 
out emails that give BENEFITS for 
being on the webinar.  Stories of 
why you decided to DO the webinar 
to start with work well.

4.  A strong opening that 
resells attendees on sticking 
with the webinar.
You do NOT have to do webinars!  

But you might want to try 

There are many, many ways 
to sell big ticket products, 
recurring billing or repeat 
purchases after the initial sale.

You certaintly do NOT have 
to do webinars.  However, 
after you get one that works, 
they can be automated with 
software.  And they allow you 
to build the rapport needed 
to make a higher dollar sale 
right off the bat.

this, in turn, gives a huge boost 
to customer value and allows 
you to buy advertising!



Here is an example of an “ugly” but 
successful squeeze page I’ve used

People will give you 3-5 minutes to 
convince them they should stay on 
the webinar, listen and participate.

Just as the opening of a sales letter 
sells people on reading more, the 
opening of your webinar should 
be STRONG and give people good 
reasons to stay on.

A lot of people just assume that 
because people showed up, they 
don’t need to sell them on listening 
or staying on.  Not true!

Some people offer a bonus that will 
be given out at the end.  Others 
don’t.  

5.  Story or content

At this point, there are different 
methods people use.

Some go into their personal “be-
fore-after” story, either in a long 
version or short form.

Others skip the story and jump im-
mediately into content.  Some give 



tons of  usable content.  Others tell 
people WHAT to do but not HOW.

Yet others present one very specif-
ic idea the attendee can  use. But 
obviously, they’ll need a lot of other 
components to really get the result 
they want.

Just as an example, if you were 
selling a course on copywriting, you 
could show how to use one formu-
la for writing headlines.  But that’s 
one formula out of 7 or 17.  If they 
want the rest, they’ll need to buy 
the course.

But that one method you DO give 
out serves as PROOF or evidence 
you have strong information.

In fact, some people are propo-
nents of giving your BEST info in 
the free training!

I’ve seen all of the above be 
successful.

For my two cents, whether it’s a 
story or content, you need to be 
setting the stage for your Value 
Equation, which is what will 
ultimately get the sale for you.

Some of my friends do 
very elaborate and detailed 
presentations that they honed and 
refined over months.

These typically sell an IDEA more 
than they do a product or service.  
My friend Daegan Smith is like this.  
When he does webinars, he’s really 
selling an IDEA.  The product is just 
a way to DO the idea.

People who tell a story, THEN go 
into content.  Most all webinars 
involve the presentation of content 
of some sort.

A very logical way to do a webinar 
is to figure out all the excuses 
people have for NOT buying, then 
make your webinar content a 
presentation on how to overcome 
those excuses!

That way, at the end, they’re left 
with no excuse for NOT buying!  I 
like that strategy because it makes 
sense to me.

One way to overcome excuses is 
by telling stories of people who did.  
Most objections revolve around 
not having time or money or not 
believing it’ll “work for them.”



 
You can easily get graphics made

 
For $5.00 on Fiverr or other sites, you can have someone turn 
your report cover design into something that looks like a maga-
zine similar to the above.

For someone who knows what they’re doing in Photoshop, this 
takes about 60 seconds to do!  Graphics do increase the perceived 
value of your freebie.  You might even want to hire someone on 
99designs.com or elsewhere to “do it up large” for you.



The solution is to tell your own 
story of how you did whatever it 
is without time or money.  Or how 
you thought YOUR situation was 
different.

Either that, or you tell the stories of 
successful customers who had the 
same excuses and overcame them.

You’ll notice that even if you don’t 
START by telling a story, successful 
webinars or teleseminars often 
STILL include stories.  That’s 
because people love stories!

In terms of your Value Equation, 
your content is the place where you 
DESTROY THE ALTERNATIVES to 
buying your product or service!

In other words, what appears to 
be content is actually a subtle way 
to point out all the problems, pains 
and hassles of using the other

 Traffic + Squeeze Page = 
Subscriber
We call it a “squeeze page” because 
it squeezes out an email address.  I 
know it’s not a great metaphor. But 
it is terminology that stuck in the 
business.

Others call it an “email capture 
page,” which sounds a tad more 
friendly.

Where do you get the traffic or 
visitors?  You already did your 
research.  You know WHO your 
buyers are and WHERE they hang 
out at.  The next step is to 

It’s VERY easy to do a banner like the one above in Photoshop 
Elements, Sumo Paint, paint.net or another graphics program.  
There are plenty of free and cheap ones to choose from. I 
recommend learning photoshop elements because that will 
prepare you to use photoshop later on, which is the super duper 
power tool that has incredibly fast shortcuts!

The point is, you need sOMETHING that offers your freebie.  Not 
all freebie ideas will work.  You might need to go through 3, 4 
or 5 ideas to find one that leads to people becoming buyers.

The RULES!
1.  There are no rules! 
 
2. What you focus on expands

If you focus daily on increasing 
your customer value weekly and 
monthly, you will.  Plain and 
simple.

3.  The secret to increasing 
your customer value is paying 
attention to it and focusing on 
it.

4.  A super hungry target mar-
ket cures most other marketing 
ills!

All things being equal, sell to 
people who can’t get enough!

5.  If you stop tracking, your 
results will go down.



alternatives or options.

That way, when it comes down to 
your offer, the main thing they’re 
looking at is the benefits vs. the 
cost.  You’ve effectively eliminated 
the competition, and they didn’t 
even know you did it!

Let’s say, for example, you’re selling 
a course on how to teach parrots to 
talk.

The alternatives to buying your 
course are to buy books or to 
attend training locally.

In the content area, then, you’d 
tell a story or stories of how you 
TRIED to teach your parrrot to talk 
by reading books and going to local 
workshops.  But that didn’t work 
for you because of this that and the 
other.

Then you might present several 
myths about teaching your parrot 
to talke.  Myth one is that you can 
learn to do it by reading books.

Myth two is that you can’t do it by 
watching videos (which is what you 
sell).

You get the idea.  In the content, 
you’re destroying or eliminating the 
other alternatives to your solution.

6.  The transition

After you present the content, you 
transition to the offer.

Usually you do this by explaining 
how there’s a lot more they need to 
know.  You want to plan this out, so 
you don’t stumble around when you 
go into making your offer. 
 
In magic, there’s a method called 
“palming.”  This is where you 
APPEAR to be holding a coin in one 
hand, but actually it’s in the other 
one.  Tricky, eh? 
 
The SECRET to palming is NOT 
tensing up the hand that actually 
has the coin. Otherwise, people 
wonder why your hand is acting 
“not naturally!”

Same way with going into your 
offer.  If you change your pace, 
voice, tone or other things, you 
send a subtle signal to your 
attendee that something is out of 
kilter.

7.  The offer



This is where you present your full-
blown Value Equation.
 
In the info product business, 
courses are broken down into 
modules and the benefits of each 
module are explained.

In a service, there might be 3, 4 or 
5 elements to your service, and you 
explain the benefits of each one.  

The big picture here is you’re 
building up all the VALUE they get 
and all the BENEFITS before you 
present your price.

Because the value and benefits 
better outweigh the price by a 
factor of 10x.  In other words, if 
you’re selling a $1,000 product or 
service, do a sales pitch to sell a 
$10,000 product or service. 

Then offer it at a 90% discount!  
That’s the attitude you need to 
have.  That’s the state of mind that 
will make you successful.

After you build up the value, you 
present the price, explain why it’s a 
bargain, then stack on bonuses for 
acting today.

Sometimes there is a price discount 

if people buy within 24, 48 or  72 
hours.

A good way to learn to do webinars 
that sell is to find one that you see 
being done over and over for joint 
venture partners.  You KNOW that 
webinar works.

Use Camtasia or another software 
proigram to record it.  Then send 
it off to speechpad.com and 
have it transcribed.  Or use a 
transcriptionist on a freelance site.

Some people transcribe a number 
of webinars they know are 
successful then study them over for 
commonalities.

If you do this and really study the 
transcript or transcripts, you’ll learn 
a great deal about how to do one 
successfully.

There’s certainly more than one 
way to sell on the back end.  I’ve 
seen people do webinars that are 
basically interviews or case studies 
with successful customers or 
students.  

Then the actual offer is made later 
via a sales letter or video.



For me personally, I like to write, 
and I’m comfortable with it.  Which 
means I tend to use sales letters or 
PDF’s for my back-end offers.

The only rule is that there are no 
rules.  Any way that you’re able 
to get your customers to give you 
money in exchange for your prod-
uct or service is valid as long as it’s 
legal, moral and ethical.

I know some people who put on 
relatively low-priced seminars and 
invite their coaching students to 
attend.

The seminar subtly or not-so-sub-
tly parades the success of the stu-
dents.  And an offer is made at 
the end of the seminar for others 
to apply to join the Mastermind or 
coaching program.

That is a time-tested, proven selling 
method.

But another of my friends has a “di-
aled in” webinar. He used Evergreen 
Business System software to put it 
on “autopilot,” so it plays daily at 
certain times.

Then he spends his time buying 
advertising to get people to the we-
binar sign up page.  He knows that 
he makes $X per attendee so he 
can afford to spend 1/3’rd of X to 
get an attendee. At that point, the 
business becomes a simple num-

bers game.

You don’t even HAVE to sell big 
ticket products.  

You CAN sell a $47 or $97 a 
month recurring billing member-
ship to a forum, private site or 
something-of-the-month club.

The only limit is your imagination 
and what you can come up with 
that is an attractive offer for YOUR 
audience.

I’ve heard about people who buy 
private label rights from different 
sources then put the “good stuff” 
in a member’s area and sell mem-
berships to it on a monthly billing 
basis.

Since it’s plr, the members get the 
rights to resell the products.  From 
what I’ve heard, this is very lucra-
tive for some people.

One of my friends put together a 
SERVICE where people pay $297 
a month for access to X hours of 
work per month by graphic de-
signers, copywriters and technical 
support people.

He figures he only needs to sell 
100 people on it to have a good 
income.

A popular format in some markets 
is a forum where members pay 



$47 to $97 a month for access.

Because of the community, people 
tend to stay as members a long 
time.

Here’s what I know:  By TRACKING 
your customer value once you have 
one, you can then FOCUS on in-
creasing it.

And what you focus on expands.

That’s a law of the universe.

The purpose of the Profit Planner is 
to get you to FOCUS on it.  Wheth-
er you use all the pages or only the 
big overview page, or only part of 
this page or that page doesn’t mat-
ter.

It’s whatever works FOR YOU!  But 
it’s a certainty that if you use it in a 
way that helps you FOCUS on the 
value of your customers, then you’ll 
work to increase that value over 
time.

Your profit in your business is # of 
new customers per month times $ 
value per new customer in X time 
frame.

It stands to reason that if you sim-
ply focus on those two things, you’ll 
increase them, even if only by try-
ing lots of things and repeating the 
few that work.

In marketing, the rule of thumb is 
that MOST things won’t work. But a 
few will.

And if you have the good sense to 
RUN HARD with the few things you 
find that work, they make up for all 
the things that didn’t work in multi-
ples.

Beyond that, there’s a very simple 
logic to the business.

In the end, you win if you develop 
a healthy customer value because 
you then buy yourself many options 
in terms of getting new customers.

You can give away good prizes to 
affiliates.  You offer healthy com-
missions to joint venture partners.  
You can pay more per click on ads 
than competitors can.
 
In short, you win.

And the path to WINNING is simply 
controlling your own FOCUS.  You 
need a tool to do that.

The Profit Planner IS that tool.  It’s 
a FOCUS tool.

Losts of people want to make this 
a complicated business.  But if you 
will FOCUS daily on increasing your 
number of new customers and how 
much they spend over time, you’ll 
cut to the chase.



My friend Mike 
Long sasy he’s in 
this business 50% 
for the profit 
and 50% for the 
testimonials.  I 
couldn’t agrree 
more.

I APPRECIATE 
customers like 
Loreen who take 
a few minutes 
just to share with 
others what my 
Value Equations 
mean to them.



These are just a 
FEW of the testi-
monials and com-
ments I’ve received 
on my products.

Thanks to Mark and 
Bruce for sharing! 
 
On the testimoni-
als blog are MANY 
comments from 
customers about a 
number of my prod-
ucts, I mean “Value 
Equations.” 
 
I’m in this to make 
YOU successful.  It’s 
NOT about how 
great I am, it’s 
about YOUR success.


