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Introduction

Contained in the following pages is a simple yet proven business

model for growing an audience and being a highly paid expert by

selling a Micro-Book.

I want to show you how one strategically written little book can

make you a true influencer and grow a business for you under the

radar—without going the route of conventional publishing models

and waiting to “get discovered”.

After implementing what we call our Reticular Value

Positioning (RVP) method, you'll have an incredibly valuable

content strategy on your hands. You'll also have a business

system that attracts higher-quality clients on-demand so you can

grow the company of your dreams.

This foundation will give you all you need to build a business with

clarity, certainty, and cash—as a prolific thought leader in your

field.

The book you're now reading is an example of everything I'll be

laying out for you. I practice what I preach. It is a vital part of my

own business model, generating customers and clients for me

passively.
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There is no sneaky beating around the bush on this: you may very

well be my next client because of this book and the business

model I'm about to teach you.

The way this works is by giving you everything. The whole

enchilada. This book (and the book I teach you to write) gives you

all you need to know and holds nothing back. Here before you is

an actionable plan that will bring you a return on your $5

purchase of this book.

If you implement what I teach, the price of this book was an

absolute steal. I want to help you get results today and earn the

opportunity to work with you more at a higher level in the future.

How to Read This Book

This book is laid out a little differently than most. It’s not

necessarily laid out in a sequential order of steps.

It’s first strategy, then tactics.

Sun Tzu tells us that “Strategy without tactics is the slowest way

to victory. Tactics without strategy is the noise before defeat.”

If he’s right then strategy with tactics is the quickest way to

victory.
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But victory still starts with strategy. In this book you can expect

things to be in this order: Story. Strategy. Tactics.

So there are three sections in this book. Section one is all about

getting out of overwhelm, as you hear my own story. I went

through so much frustration starting my own business.

I didn't always have this model; it was developed over time. And

in my story, you'll gain clarity for how you can have the same

thing for yourself. After that, I want to give you a short

assessment with ten true-or-false questions to help you see where

you currently are at an honest level.

In section two, we cover the big picture of this model. The

strategy. It’s the 30,000 foot view for having certainty in your

business with a Micro-Book and a High-Ticket, signature offer.

In chapters three and through eight, I'm going to give you our

business model for building a company that you love. A business

that, after everything is in place, you can either sell or continue to

peacefully and happily own.

This strategy is all about turning you into a magnetic writer with a

powerful business system that generates high-class clients over

and over again. Study section two in order to build confidence

that you can do it too.
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The model in your hands is straightforward and scalable. I'm not

saying it's easy, but I am saying it's simple. You've got the goods

right here. You wouldn't be in business right now without having

some grit and ambition already.

Honestly, if you're currently stressed in your current situation or

overworked trying to keep your business afloat, you're working

harder, not smarter. But this changes all of that.

You'll see that this path is more manageable than what you're

currently doing. It just takes a few shifts in your thinking and

some hard work upfront. After reading section two, I believe you

can have a greater degree of certainty (because of the strategy)

than you've ever had. You'll be confident of achieving future

success.

Section three is all about giving you the concentrated,

step-by-step actions that you need today for implementing the

most critical parts of this model. It’s the tactics.

This book is not just conceptual, but it has an action plan

attached to it that you can start executing right away.

Throughout this book, you'll also notice that I'll be inviting you to

talk with us if you have any questions about this business model.

We love working with people like yourself to help them make this

all come to life quickly.
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If at any time you want to talk to someone on our team about

accelerating this model for your business, you can go to this link:

https://tellus.co/micro-book-call
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Section One

Getting Clarity
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Chapter One

How This Book Got in Your Hands

My parents wanted me to go to college, but I wanted to write

songs and play music. Against their will, I moved to Nashville to

join the show business.

I had a knack for hanging out and having fun, so waiting tables

ended up being the perfect job for me while I paid my dues as a

musician.

I thought it was just a matter of time before reaching fame. I was

a clueless and cocky 19 year old—dead set on doing the exact

opposite of what conventional wisdom was telling me to do.

The 2000s were a fantastic time, though. The internet was barely

getting started, and it was dramatically changing the music

industry. Start-up companies like Napster were disrupting

everything, and it wouldn't take long for the internet to

completely alter the way music companies and record labels

conducted business.

I played in a few bands, and signed on to different gigs with

different artists. Writing songs and playing music was my life. I

was blissfully ignorant of anything and everything else. But little

did I know I was getting an education in digital marketing.
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I began diving into making social technologies work for getting

our music more exposure. These were the days before Facebook,

Twitter, and Instagram took the world by storm.

Remember platforms like MySpace, LiveJournal, Typepad,

Blogger? These were the channels that I was using to grow

audiences for our bands to get direct to fan content published in a

matter of minutes.

It was magical.

I loved how easy it was to create content and put it right in the

fans' hands.

But I was still broke. I had no clue how to run a real business. I

was a musician, after all. All I cared about was strumming my

guitar, singing on stage, and having a cocktail.

Getting A 'Real Job'

I did eventually grow up. I got married and got a "real job" as a

musical director in a small church. I also got asked to help them

with their website or help run different marketing initiatives

online, especially as things became more focused on social media.
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But I was getting paid for something I enjoyed and having a

positive influence on the lives of people. It was fulfilling in many

ways.

I'll never forget the day my first kid came into the world. He

changed everything for me. It was amazing how much pressure I

suddenly felt squarely resting on my shoulders. At the rate he was

eating food, my income was not matching it.

Studies were telling me that the cost of raising a child between 0

and 18 years was just over $250,000, and my child was just born,

which meant that the next 18 years would possibly be a lot more

thanks to inflation. I wanted to do more than earn a wage. I

wanted to generate wealth for the future of my family. This sense

of urgency hit me hard because I was clueless about how

business, value, and money worked.

I began to voraciously consume resource after resource, book

after book, and hours of podcasts. I invested in courses as well as

higher ticket coaching programs. I spent north of $50,000 in a

few short years to understand how to make a business work on

the internet.

But I had listened to so many podcasts and so many books that I

just ended up more confused, which resulted in me lacking focus,

consistency, and discipline. In reality, a lot of expensive hobbies
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were starting to take shape. And then, we had two more kids to

make matters more interesting.

Somewhere around this time I launched a podcast from a

YouTube video about songwriting and I started growing an email

list from that audience. After getting over my fear of selling, I

created my first online course, and I sold it using Jeff Walker's

Product Launch Formula.

I made a little bit of money but quickly learned I needed to keep

selling it after the launch or create a new product if I wanted to

continue bringing in revenue. But those activities were incredibly

demanding—especially when trying to maintain a podcast and

work with new students. And oh yeah, not to mention having

three kids waking me up every night.

But the problem was me. I didn't understand "lead

indicators"—steps that lead to an outcome. Too often, I had set

event-oriented goals, focusing on "lag indicators.”

The results, the big event, the gold medal, the colossal sale was all

I was thinking of.  Instead, I should have been thinking about

developing the habits that produced the outcomes I desired.
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Tellus Media

But I also didn't understand the value of my expertise. After a

handful of failed projects and ventures, I started learning how not

to do things, and I eventually began earning some income as a

service provider.

Implementing the same things for others in their own business

was something I knew I could do. So I began freelancing and

started an agency of my own. That's how my company Tellus

Media came into being.

But my business was confusing when I tried to explain it to

people. And I still didn't have a clue about how to value my

expertise or my time. Sadly, things only got worse.

I would do anything for anyone who would buy it.

I offered everything from logo design, social media content,

website development, video editing, email marketing, podcast

production, graphic design, PPC management, anything and

everything that had to do with digital marketing.

If I didn't know how to do it, I figured it out and provided it for

my clients. But not only was I all over the place; my services were

priced too low.
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I'll never forget the time a dear friend of mine told me once,

"Nate, it looks like you're stepping over dollars to get to

pennies."

The Panic

It was during this time that my family was feeling more of the

pressure. I didn't manage the money well. My time wasn't

productive. I was always "at work" even when I was at home. The

kids were getting more demanding as they grew older, and my

wife ended up working extra hours on the side to make ends

meet.

I'll never forget the time my wife was in tears after I loudly

erupted on the children in a moment of sheer panic. Usually, I'm

a pretty chill guy, but right then, I cracked.

On the outside, I had a business that was seemingly working. It

pulled in cash each month, clients were pleased, but I was faking

it until I made it.

On paper, things looked possible, but I was managing everything

the wrong way. I was even considering filing for bankruptcy,

unable to pull my head out of the worry of not being able to pay

for our rent. We got way behind on our bills to the tune of over

$50,000.
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On the inside, I was quietly breaking down.

I remember often replaying the scene from It's a Wonderful Life

when Mr. Potter tells George Bailey, "You're worth more dead

than alive," as he looked at the insurance policy's death benefit.

I thought about that scene a lot. I don't know if they were suicidal

thoughts, but they were certainly dark moments.

Clarity Breakthrough

It was after I had a breakthrough with a coach that everything

started to change. Until then, I hadn't invested in a dedicated

coach looking into every aspect of my business. Being in a place of

honesty and transparency was hard for me.

I was too proud and didn't want anyone to see the real state of

things.

The breakthrough came after he said these words:

"Nate, you woefully and painfully lack clarity. You don't need to

offer more services, you don't need to create more products, you

don't need a ‘big break,’ you don't even really need a traditional

business plan. You simply need clarity."
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He then asked the single most important question that I could

never seem to answer in all my silly little business ventures. He

asked me, "Nate, who are you serving, and what specific

outcome are you delivering to them?"

I had never asked myself that.

Sitting down and thinking that question through allowed me to

create what you are now reading. It took a little time, but it was

worth it. I immediately began building out a process and

implementing the things I currently teach, and in the first week of

promoting my first standardized offer, I hit nearly $7k in revenue.

That month I brought in my first five figures in sales. This win

came only two months after that first conversation, where I got

the clarity breakthrough with my coach.

That is why I wrote this book. Everything I went through brought

me to this moment. And the same is true for you. Your path has

led you to read this short book. You now have a proven

framework to follow to achieve success.

I wish I had this model when I started. If I had, it would have

saved me years of misery, where double-mindedness, indecision,

thousands of dollars in debt, and running myself into the ground

almost ruined my family and me. My story is the background for

Reticular Value Positioning (you'll be learning all about that in
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the next section) and the reason we do what we do at Tellus

Media.

We work with coaches, consultants, and business leaders in a

12-week accelerator program that we call RVP Lab. In this

program we help them become prolific content creators online,

and build out a business system that turns readers into high-class

clients. But it all starts with discovering their RVP, finding their

writer's voice, and publishing a short book just like the one you’re

reading.

Using this model, we help our clients build a business that

generates predictable revenue and sets them free as producers

rather than consumers.

Don’t forget to book a call with us if you have questions or want to

get more clarity around the strategy laid out in this book. We call

them “Acceleration Calls” because we want to accelerate your

momentum and move you towards getting actual results. You can

go to this link:

https://tellus.co/micro-book-call
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Next Up:

Before we get into the details, I'd like to shine a light on your

current business and give you a compelling vision for what you

could soon have if you take action on the plan you're about to

learn.

18



Chapter Two

Self Assessment

Let's do a quick check-in with where you are currently in your

business. Answer the following questions, either true or false,

about your current situation. Do not overthink this. If you don't

know how to answer the question, mark it false.

After taking the assessment, add up your responses marked true

and read through your next steps based on your results.

Mark true or false:

1. I have a detailed and documented profile of my

Dream Client.

2. Regularly publishing content online is a pleasure.

3. I have a system for generating new leads and clients

every month, and I can directly control how many I

want to acquire.

4. I currently have a core program that I offer my

clients for at least $2,000, and it is standardized for

scalability.
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5. I have product/service offerings from $5 and up to

$20,000, or even more, and price points in between.

6. I deliver my program and other offers in a digital

format on a private membership site for my clients.

7. I am currently running an ad campaign profitably

with an automated sales funnel in place.

8. I can predict very closely how much profit I will

make by the end of each month, quarter, and year.

9. I have a lot of free time to spend with my family and

friends because my business works without needing my

direct involvement all the time.

10. I love what I do and cannot imagine doing anything

else.

Interpreting Your Results

If you scored higher than eight, then you don't need to read this

book. I don't want to waste your time. Getting a perfect ten means

either you're lying, or you are a guru spying on me!

If you scored between five and eight, then all we need to do is

button up a few important things and get you on your way. You're
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probably a lot closer than you think. The method in this book is

going to get you over the top.

If you scored less than five, don't be bummed. All you need for

achieving a perfect ten is right here inside these pages.

If you're ready, I'll show you exactly how we do this for our clients

in the following chapters.
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Section Two

Gaining Certainty

Here is the 30,000-foot view of the business model laid out in the

next five chapters:

● Discover the high value of your expertise with RVP

● Write and sell a Micro-Book in a Tellus Engagement

Funnel that generates new customers.

● From that new buyer’s list, enroll the highest quality

customers (Dream Clients) into your signature program.

● Scale your impact through advertising by knowing funnel

economics.

In the chapters that follow I’ll be unpacking each of those steps.

But here’s the bottom line: I want you to have a stress-free and

peaceful business. In the true/false assessment I had you take,

you may have thought some of those were impossibly out of reach

for you. It might have even sounded too good to be true.

But owning a thriving and happy company is entirely possible

when you simplify things. By getting clarity, gaining certainty,

and growing cash, you’ll have the enterprise of your dreams.
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Companies that have lasting success take the time upfront to

build marketing assets and customer acquisition systems that

allow them to have as much certainty as possible.

In this section of the book I’ll cover the overarching Micro-Book

model and strategy that allows you to have more certainty in your

client attraction efforts.

Chapters three and four cover Reticular Value Positioning (RVP)

and is the foundation for everything. If you want to start seeing

results faster, feel free to skip chapters five through seven if you

want to jump into putting chapters three and four into practice.

But don’t skip three and four. If you do, you'll be a mediocre

writer with a mediocre book. You’ll also have a low converting

offer, and ultimately a stressful business.

Remember: Strategy first. Tactics second.

We start by defining Reticular Value Positioning.
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Chapter Three

Reticular Value Positioning

(The RVP 13)

In this chapter, you will learn the foundation for not only writing

a Micro-Book that sells, but for becoming a prolific thought

leader and authority online in your field.

Before we get to the book method itself, we need to talk about a

powerful marketing principle that can completely transform a

business.

There are a lot of phrases that marketers talk about when this

subject comes up. You've likely heard them before: Ideal Client

Profiles, Avatars, and Buyer Personas. We like to call them

Dream Clients.

A Dream Client is the type of person who fits perfectly with your

expertise and possesses the traits to actually get across the finish

line. They gladly pay top dollar for premium services that enable

their growth.

They take responsibility for their situation and do whatever is

necessary to get the job done. They are a joy to coach and consult;

teachable, humble, and never complain. They are the kinds of

clients that coaches and consultants dream of having.
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Yes, these people are rarer than your average clientele. But

businesses that offer professional services make the mistake of

settling for lower quality clients because they wrongfully think the

perfect clients aren't out there.

If you're in that category, you're probably like I was when I

started.

I had gotten the cart before the horse, making money the driving

factor of every decision I made. I was on a wild goose chase of

"being all things to all people," taking on projects just because I

needed the money.

Watch the negative domino effect:

Chasing anyone and everyone meant that I couldn't focus on

building an engaged audience in a niche. This led to a broken

acquisition system that couldn't generate leads and clients

repeatedly.

That meant I was always wondering where the next lead would

come from. And there certainly was no standardized ascension

path for raising the lifetime value of each client.

If that all sounded like a confusing word salad, don't give up on

me. I'll break these down in future chapters!
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Focusing on a single, standardized framework that gets your

clients results is the magic puzzle piece that connects everything

and allows you to scale. Higher-ticket products and services

enable you to invest more money in growing your business, and

they naturally filter out clients who would be a bad fit for you.

These high-ticket offers give you the ability to focus more time on

providing your highest Value to Dream Clients.

If you have a digital system for delivering the program, you can

hire other people to run it for you and scale however big you'd

like.

After you’ve validated your offer, and begin seeing a growing

audience, you can turn on automation workflows and run ad

campaigns profitably while you sleep (again, more on how this

works in future chapters).

This is what I mean by certainty. A model like this enables you to

predict very closely how much revenue you could be earning each

month, each quarter, and each year. This type of business allows

you to step back and work on it without being overwhelmed by

the day-to-day.

But all of this starts with you discovering some things about

yourself and your Dream Client. Be prepared to do a healthy
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amount of deep work initially. The time you take to sit down and

reflect on this model will yield great results for you.

When I first sat down to do something similar to this, I was

surprised at how much life and energy it brought me. I remember

looking at the specific questions my coaches wanted me to answer

and feeling overwhelmed but excited. I had simply never done it

before.

When I started my business, I just went out and started trying to

close deals to get business (which I wasn’t very good at anyway).

As I already said, I was more driven by the money side and not

driven enough by the value side.

It took a couple of days for me to get into a state of clarity going

through similar exercises like the one you'll learn below. After

that deep work, everything in my business was much simpler.

Ironically getting things simple is more challenging work, but it's

worth it in the end.

What Is Reticular Value?

Pardon some quick science...
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At the base of your brainstem is a beautifully organized set of

nerves that forms a system that helps you process information.

This neuro net is called the reticular activating system (RAS).

Your RAS is responsible for several things, including behavioral

arousal, sleeping and waking transitions, bringing forth

motivation, and more.

I love how Tobias van Schneider put it in an article that he

recently wrote on the subject.

He said, "Your RAS takes what you focus on and creates a filter

for it. It then sifts through the data and presents only the pieces

that are important to you."

What does this have to do with your business? Everything. Your

current business model is a reflection of your mindset, your RAS.

We continuously need an upgrade in how we think about things,

starting with our Value in the marketplace.

What is Reticular Value? Here's a short definition:

Reticular Value is when your expertise is uniquely packaged and

compellingly communicated with a strong marketing strategy.
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Somewhere out there is a Dream Client who needs what you have.

They are looking for a solution to their problem, but they don’t

know yet that you’ve got what they need.

Locked within your mind is a level of expertise and a powerful

message that you need to clearly articulate and share with the

world. This message could make you millions in profits, create

wealth for future generations, and leave a lasting dent in the

universe.

Discovering your Reticular Value allows you to find a near-perfect

product-market fit. This makes it so much easier to resonate with

a well defined niche, grow an audience of super fans, and build a

hyper-focused, high-ticket business model.

Without this, your entire business will struggle. At best, it

becomes a job you don't enjoy. At worst, it grinds to a painful

halt, and you have to close your doors.

I believe your business can become an incredibly fulfilling asset

that is less dependent on your time and works like a finely tuned

machine day in and day out. A business like that is something

you'd be enormously proud to own.

Would you like to take an extended vacation and not worry about

being interrupted by fires you have to put out? Or how does

taking a month off sound while your business continues to hum
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along without you? To do this you’ll need two things: An audience

and a business system. To build those two things, you’ll need to

think deeply about your Reticular Value.

Creating Your Value Net

I often use fishing as an illustration when talking about our

method. The most common form of fishing in modern times has

always been bait fishing. It's what we would typically think of

when we think of fishing. I learned how to fish this way with my

granddad, good old casting a line with some bait and slowly

reeling it in.

But that's not the kind of fishing most of the world has seen over

thousands of years. If fishing was your livelihood, you needed to

catch a lot of fish, and the most effective way to do that was with a

net. Why not work smarter? Why not use something to catch

several fish at once?

Let's tie this to marketing. To grow your brand effectively, you

only need to be good at two things: capturing and converting

people into your business.

Branding consultants and other marketing gurus can get lost in

the weeds with all their marketing talk. They often forget one

basic fact: A business is only a business if it continually generates

leads and customers at a profit, period.
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But, yes, it's harder than it sounds. Or at least we've made it that

way. You just need the right "net" to do this.

Those same gurus will harp on you having an elevator pitch and a

compelling USP (unique selling proposition), both of which I

think are very important. But too often, people jump straight into

writing a businessy soundbite without doing the deep work

required to get you there first.

Once you unlock your Reticular Value, your marketing strategy

becomes a strong net that you can use to fish for clients whenever

you want. If you do this correctly, you'll have a working asset on

your hands, catching fish every time you go out to drop your nets.

Having a clear brand guideline can be helpful, yes, but only if it

starts with Reticular Value. Don't start designing a logo or picking

brand colors before deeply understanding how a Dream Client fits

with your expertise.

This deep work is required to discover what makes you more

valuable to a prospect than the next guy or gal. Let me give you a

few examples of how you need to be thinking.

Questions like these should not only get you excited, but they

should be the key drivers of your entire business model.
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● What is your core offer?

● Can you clearly explain it to your market?

● Are you charging the right price?

But then there's the most important question:

● Who is your core offer attractive to?

Casting Your Value Net (Positioning)

Let me give you a good definition of RVP:

Reticular Value Positioning is a content strategy that casts a

wide net of Value, and directly targets a defined Dream Client.

You can't do deep work on understanding your Value without

answering the "who." Who are you the most valuable to? We can't

define Value appropriately until we have a Dream Client who is a

perfect fit for our product or service.

Again, the gurus may talk about demographics and avatars, but

you must go deeper.

You may have heard it said that something is only worth as much

as someone is willing to pay for it. I think this is an unhelpful

phrase usually thrown around by people who give sympathy for

buyers and caution to sellers. But indeed, there is no such thing as
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Value if you can't strongly argue a case for it. The way to do this is

by positioning your offer in the right context.

Do you want to hear some good news? Being good at selling

doesn’t mean having the ability to smooth talk and persuade

someone. Take a big sigh of relief.

You don't have to try and sell ice to Eskimos anymore. Your job is

to sell a rope to a rock climber who regretted his decision to "free

climb" after it was too late. The rope is worth the climber's life.

What an incredibly easy sell!

Now don't misunderstand me; I'm not advocating for price

gouging. I firmly believe in fair market value. With some help

using our RVP method, you'll be off to the races with confidence

when you ask people to pull out their wallets and pony up.

Getting clarity will give you the certainty you need in your

business. As I shared in my story, this was a game-changer for us

here at Tellus Media. I love helping entrepreneurs like yourself

work through this same process, which I walked through as well

when developing our signature program.

It's also the same process used to write this book and to win over

new clients with ease. Doing this framework with our clients

wipes out the confusion and brings a massive amount of certainty

to what they offer.
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In our RVP method, we have a simple exercise for tapping into

the power of your brain, specifically, your brain's RAS.

Rewire Your Reticular Activating System

In his book Deep Work, Cal Newport said the following: "To

produce at your peak level, you need to work for extended

periods with full concentration on a single task free from

distraction. Put another way, the type of work that optimizes

your performance is deep work."

In a moment, I'll go through the exact method that we take our

clients through. We call it the RVP 13. These questions will allow

you to think in a much deeper way. Don't just read through them;

take at least an hour and allow your brain to get in a creative flow

state—this isn't fringe woo-woo. It's proven neuroscience, and our

distracted world desperately needs it.

Turn off your phone, go somewhere quiet where there will be no

interruptions. As you do this, you will activate your RAS. Is it

hard work at first? Absolutely. The first few minutes will be very

challenging if you've not done this type of work in a while. But

after that, you will get a breakthrough.

The RVP 13 is the starting block for our clients when they start

working with us. We hold people's hands and walk them through
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this. Our first goal with RVP is to help you rewire how you view

the value of your expertise.

I want to help you shed insecurity and bolster up confidence so

that you can charge the prices you deserve—pricing that allows

you to grow a stress-free business on your terms. Our method

gives you a proven path for discovering two essential things in

your company.

As you go through the RVP 13 (and RVP Profit Priming in the

next chapter) you’ll be able to confidently answer the following

questions:

First: What is your real expertise (not to be confused with

experience) that gets someone a deeply desired result?

Second: What is a fair price that you can charge to deliver that

result and to put cash in your business so that you can spread

your message and help more people?

After doing this, you'll learn why it's so vital that you charge at the

very least $2,000 for a standardized premium offer (more on how

to determine a perfect price in the next chapter).

A high-ticket program brings in positive cash flow and quality

clients, as I've already discussed. Thinking through the steps

needed to get your Dream Client results is where you will uncover
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a vast amount of value, a premium Value locked away in your

mind that you may not have appropriately valued before.

You’ll also grow in confidence. Business owners who often

struggle to get new clients will usually say things like, "I hate

selling. I can't stand marketing." We've heard it so many times.

But when you do RVP, you become not only bold but obsessed

about helping people get their desired result. This means

conversations with new prospects and existing clients become fun

and enrolling people through your sales system becomes

fulfilling. You’ll get excited about seeing their life change when

they follow your framework.

As this builds an extraordinary amount of confidence, it also

helps you be at ease with people because you're no longer feeling

like you're selling ice to an Eskimo.

When you discover the Dream Client that you want to work with

and that you can confidently get across the finish line, you've

done the best work related to marketing.

Sitting Down With the RVP 13

The RVP 13 is what we call the 13 parts of RVP discovery, where

we go through 13 specific questions and statements that allow you

to discover your Value and who it would perfectly fit. The answers
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to these questions will give you the bedrock for writing magnetic

content and building a fulfilling business.

We start with number one:

Question 1: What is the highest outcome I can help

someone achieve?

When we begin to think about the most significant outcome that

we can help someone accomplish, this suddenly unlocks the heart

of excellent marketing. People do not want information. They

ultimately desire transformation. People want a desirable

outcome.

Too often, businesses focus on features and experiences and

gadgets rather than what they get at the very end—the benefit to

the buyer.

Always ask yourself this question in marketing: "What's in it

for them?" Let the answer to that question guide you.

What’s in it for you if you do what I teach through this book?

You’ll become an influencer with an audience, a book, and a

high-ticket program that transforms the lives of your clients and

makes you a lot of money (so that you can keep having more

impact).
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That’s an example of a transformation. It’s why you’re continuing

to read these words right now. The promises I make in my writing

are about you. Not me.

Every other question after the first one focuses on who your

Dream Client actually is.

Question 2: Who is the Dream Client persona that

would get this outcome the fastest?

Think about who would respond the best to your guidance. Think

about who would get the best and highest result based on your

expertise. But not only that, write down who this person is in rich

detail.

I want it all. Give me geographics, demographics, psychographics,

and behavioristics. Tell me about his or her specific life. What's

their name? Who are they on the daily?

At Tellus, we wrote out several paragraphs on a unique buyer

persona. It's a couple named Michael and Beth:

Michael and Beth are a dynamic and ambitious couple in their

30s who own and operate their own business. They are active,

healthy, and passionate about personal development. They are
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well-read, lifelong learners who believe in the value of investing

in themselves.

But they're overworked and underpaid, spending too much time

inside the day-to-day business instead of time spent developing

new content, growth strategies, or ways for the company to be

less dependent on them.

When it’s all said and done, they want freedom—financial and

time—so that they can commit their life to creating their best

work and their time cherry-picking their Dream Clients.

They have dreams of writing a book someday or creating an

online course to have something more passive to sell. But the

dangerous word "someday" never actually comes.

The thought of trying to achieve something like this continues to

get more overwhelming as time creeps by. Their perception of

the competition in their field also becomes a dream killer when

they see people online and think, "They’re already doing it. Why

should I"?

I could keep going. I have more paragraphs in my RVP document.

As you describe who your Dream Client is, give them a name, a

face and a story—that's when you begin uncovering some

marketing gems.
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The third question is essential too...

Question 3: What is the reason that they haven't

achieved this outcome yet?

As the expert, you know what this answer is, but not necessarily

your Dream Client. Otherwise, they would have fixed it by now.

Take some time to think that through.

Question 4: What are some of your Dream Client's bad

habits?

Understanding their bad habits helps you create powerful

messages in your writing. Your words will cut through the noise

and speak to your audience and prospects.

Question 5: What frustrates your Dream Client in their

life the most?

Frustration comes from having an unsolved problem lingering on

and on. Take some time to write out what frustrates your Dream

Client the most.

Question 6: What is your Dream Client's biggest fear in

life?
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Take the answer from question five and tease out the emotional

implication of unresolved frustration. A more painful emotion

that comes from this is anxiety and fear.

Taking time to do this helps you develop a closer relationship

with a buyer persona, and then it allows you to know what to look

for and what to ignore.

Question 7: What is the biggest felt need that your

Dream Client has?

A "felt need" is simply the need that they think they have. Your

future client has a more profound "true need" that only you, as

the expert, can educate them on.

Take our clients as an example. People will say, "I just need more

leads," or, "I need a sleeker website to make us appear more

attractive to prospects."

But they don't know what they don't know. Our clients have a

host of other needs that we as experts understand, and they just

need some education.

Question 8: What is the "true need" they have?

Let me continue the example of our business: Our client really

only needs two things to succeed. They need to see the power of
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being a writer and content producer, and they need to focus on a

single framework for their clients to implement in order to get

results.

Then they need to put their framework in a Micro-Book, sell that

to the world, and then have a system for cherry picking their

Dream Clients from that audience.

That’s the “true need” they have as it relates to their business

development. As the experts we can help them understand and

implement it.

Please don't misunderstand; in marketing, we start by appealing

to their felt need. Right now, as you read this, you know that you

would love more clients, and so yes, that need might seem like the

most important. Getting more leads and clients would solve a lot

in your mind. And you may feel that very deeply.

But more clients could mean more problems. If you hired a lead

gen agency to give you more leads, but you didn't have the right

model in place, your business would break.

You need the right system to generate Dream Clients, clients that

you are confident you can help.
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Question 9: What is the biggest mistake your Dream

Client is making right now while trying to solve their

problem?

Think through common mistakes that people make when they try

to fix things on their own. Think about how they might be trying

to solve the felt need listed above but are making mistakes

because they don't know their true need.

Question 10: How fast could you deliver their result to

them if you were to hold their hand and see to it

yourself that they achieved their dream outcome?

I realize everyone is different, but I want you to imagine holding

their hand and making them apply what you teach. Imagine being

able to get right alongside your client, short of literally moving in

with them and living their life for them. How long would it take

for them to get their result? You might say, "Well, Nate, it

depends on who they are!"

Exactly. Look back up to how you answered question two!

And now we begin to put together the standardized offer.

Questions 11, 12, and 13 are what we end up spending most of our

time working on when writing the Micro-Book (more on this in

future chapters).
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Question 11: What specific steps would you take to get

the desired outcome if you were in their shoes?

Have the answer to question ten in front of you when you think

this one through. These steps become your pillar chapters in your

Micro-Book. You should aim to have around four to five specific

steps that lead them to transformation.

At this point, you'll begin getting clarity and certainty in your

offer as you design the skeleton of your signature framework.

Question 12: What are some long-held misnomers in

your industry that you passionately want to destroy?

These commonly held beliefs are either outright wrong or

half-true because of a misunderstood perspective in your field.

A great example of this in the health and wellness industry is the

wrong belief that fat is bad for you. Or on the other side, you need

to cut out all carbs to lose weight - i.e., the keto diet.

Both of these two things aren't the full truth, and if you come out

with a message that stands in contrast to these messages, it’s a

pattern interrupt that makes people stop to listen.
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Every industry has long-held misnomers that were probably one

thing when they started but ended up being a completely different

thing in the end that everyone started to believe, much like a

game of telephone.

Then finally, question 13:

Question 13: What is your "RVP One-Liner"?

Clearly describe in one or two sentences what you do for clients in

a way that a prospect would clearly understand.

In this statement, you include three essential things that help you

clearly articulate what you do when anyone asks you. It's a simple

three-part synopsis of your business, answering the following

three questions in a single statement:

1. Who do you help?

2. What is the outcome you get for them?

3. What is the unique method you use to get them there?

AN RVP One-Liner is shorter than an elevator pitch and cuts

right to the heart of your Dream Client if they're the ones

listening.

Here’s an example for our own business:
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We help business leaders get clarity on their expertise, turn them

into prolific writers, and help them build a simple high-ticket

business model with a short book. We do this in our 12-week

accelerator program called RVP Lab.
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Chapter Three Summary

The RVP 13 allows you to think deeply about who you serve and

what outcome you can deliver to them. It's smart to move around

with the questions, bouncing up to the second question and

adding more to your Dream Client persona.

This might have been a lot to take in. But what we just went

through was the foundation for everything moving forward.

Doing this exercise makes sure you're spending time in the places

where your Dream Client is most likely to hang out, rather than

spending time in markets where your dream client does not exist.

Remember, positioning is everything.

I can't promise specific results. What I can promise is that if you

take action on those 13 questions, you have the raw material for

becoming a bright luminary in your niche. You’ll have a magnetic

message that grows an audience and attracts premium clients

into your business.

Later in section three of this book, I'll give you the practical

tactics for testing and validating your RVP. Don't skip ahead just

yet, though!

47



Next Up:

In the next chapter, I’m going to specifically talk about how to

charge what you're worth. You’ll learn how to appropriately price

your high-ticket program with what I call RVP Profit Priming.
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Chapter Four

Charging High-Ticket Prices

(RVP Profit Priming)

Even though you'll sell your new Micro-Book for somewhere

between $5 and $10, you could easily sell it for a lot more because

it will contain all the necessary information that a reader would

need to achieve transformation.

It will contain the framework of your signature program. It

embodies your high-ticket offer that sells for thousands of dollars.

That may fly in the face of what you've heard regarding

high-ticket sales, but don't give up on me. I'll explain why that's

so important later (and how this model strategically beats your

competition).

For now, I want to convince you of three things in this chapter:

1) Your expertise is worth far more than you think.

2) You need to charge at least $2,000 for what you do.

3) How to price your program correctly and fairly.
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A World Of Middle-Class Experts

We live in a world of middle-class experts who should be earning

millions for their impact. The average salary of a certified health

coach is around $55,000. Personal trainers earn between

$28,000 to $81,000 a year.

The average yearly salary of a licensed professional counselor is

$65,000.

A successful life coach by industry standards can expect to make

$63,000 a year.

Freelance writers are making an average of $42,000 annually

with their skills.

But your target needs to be seven figures a year. Even if you're

just getting started, there is no reason why a year from today, you

can't be bringing in over $80,000 in a single month. I know this

level of income might be unthinkable to you but hang with me.

According to an article written by Feliz Solomon at fortune.com,

1,700 people in America become millionaires every

single day.

In another article at The Washington Post by Christopher

Ingraham, the number of households with a net worth of $1
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million grew from 2.4 million households in 1983 to 9.1 million

households in 2016, a growth rate of 279%.

At the time of this book, more than 46 million millionaires own

over $158 trillion worth of total worldwide wealth. In a single

year between 2018 and 2019, 675,000 new millionaires joined the

ranks of ultra-high-net-worth individuals—in the US alone.

Why do I bring all this up? I say all this to help you see that a LOT

of people are building significant wealth. We live in an amazingly

prosperous time. If you have the expertise and a business that

actually helps people, there is no reason why you can't be among

the growing number of millionaires every day and use your

wealth to make a positive impact in this world.

The top four industries that account for the world's wealthiest

people are Finance (267 billionaires), Fashion/Retail (over 220

billionaires), Real Estate, and Technology (159 billionaires thanks

to the increasing number of startups that are seemingly taking

over the world).

Some people in these industries are leaving a positive dent in the

universe, but I'd like to focus on the small business entrepreneurs

getting added to this growing list of high net-worth people.
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They aren't the billionaires of society, but they are highly paid and

highly influential in their spheres. They are experts who serve

premium clientele for top dollar.

Consider people like Elizabeth Rider, a leading nutrition and

whole living expert, who teaches women worldwide how to be

healthier and more successful. Her blog attracts over two million

readers every year. She's a sought-after TEDx speaker and has

had many articles in several big publications, including The

Huffington Post and The Daily Love.

Now, what makes her different? She's a certified holistic health

coach like hundreds of thousands of others.

Or take Brian Clark, who started copyblogger.com, earning

around a million dollars per month in revenue, with over

200,000 customers in his business.

And then there are thousands of experts who most people

wouldn't be familiar with; people who are skilled at getting their

clients a dream outcome and get paid big moolah to do it.

Mindset coach Steven Vu earns over $50k per month, helping his

clients get significant breakthroughs and personal development

success. He discovered the value of his expertise and is now

handsomely rewarded for the impact he makes in his dream

clients' lives.

52



Tasha Blasi is a fertility consultant who quietly rakes in multiple

five figures every month because she has a proven track record,

getting her clients real results. She is transforming the lives of

couples that come to her, needing a miracle.

And take Landon Stewart and Chris Stapleton (not the celebrity

songwriter), who teach people how to grow an active Facebook

group that attracts leads and clients for small business owners.

These guys earn over a whopping $400k every single month with

their coaching business.

Many more examples could be listed here, but what makes these

guys different from all the other experts stuck at the $50k a year

mark? Are these outliers?

What's the Difference?

What is the difference between these and all the other

practitioners, thought leaders, service providers, and

solopreneurs who make an honest living in the middle-class?

It's not that they work harder or are more ambitious. The reason

for these entrepreneurs' success comes down to how they view

themselves and how they engage and communicate with the

people around them.
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Not only do they believe they have something valuable, but they

also have something that stands out, something worth sharing

with the world.

And not only that, they have a unique ability to communicate

their Value in such a way that people are happy to pay them large

sums of money. It's an identity and confidence issue. They know

how to position their Reticular Value. The life change and impact

that they bring to the world is worth a lot. And the same can be

said for you.

The main difference between the Brian Clarks, Elizabeth Riders,

and Tasha Blasis of the world is that they discovered the value of

what they offer. It's simple. If you can get another person a

valuable outcome with your expertise, you deserve to get paid in

proportion to that outcome.

In a moment, I'm going to show you an eight-part process we use

to help our clients determine the right price for their signature

program, but first I need to make something really clear.

You won’t get rich from selling Micro-Books all by themselves.

The model we teach isn’t just about becoming a well known

author. Writers who hope that their books will make them

millions are not the type of people we work with. If we do, we

correct their trajectory by helping them discover their RVP.
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The stereotypical broke writer is simply broke because they don’t

charge enough for helping their readers change their lives.

You can’t provide for your family if you only sell books for $5.

You’d have to sell millions of copies for that to work. And that’s

without considering all the costs that go into book marketing.

But if you sold something for $5,000, all you need to do is sell it

to 200 people. That’s easier than selling something 200,000

times.

But as an expert you need to work more closely with people to

give them true transformation. A “High-Ticket” offer of some

kind is how you get there.

Your Micro-Book is what builds your audience and opens the

door to get more prospects for your premium services. More on

this in the next chapter. For now, I'd like to show you three

income milestones and how high-ticket prices change everything.

Income Milestone #1: $10k Per Month

If you're currently bringing in between $6,000 and $10,000 per

month as a client-based business, but it takes more than five

one-on-one clients to get there, then your business model is not

scalable. You've hit the ceiling.

55



This level is where most professional service providers are,

making anywhere between $25,000 and $120,000 a year.

Blinded by their good nature and desire to help people, they

charge way too little.

They often forget that someone in a state of pain will pay larger

amounts of money to fix their problem. After a certain number of

clients, they are at capacity, and they've maxed out their ability to

grow. Painfully overworked and woefully underpaid, it's only a

matter of time before they reach burnout. But before burnout

happens, their work quality goes down because they are spread

too thin, and their services end up mirroring their low pricing.

So the first goal to reach this income needs to be to charge what

you're worth and work with fewer clients. Again, we'll be covering

some practical steps to get to that price point here in a moment.

But first, let's look at a basic example of a $2,000 signature

program.

Let's say you have a gym, and you currently charge $100 per

month. Instead, offer a year membership for $2,000 and throw in

three private coaching sessions, an exclusive T-shirt, a simple

meal plan that you write out, and some other pieces of added

value—you can justify a 2k price point very quickly.

Honestly, this would be a weak standardized offer, but it would be

so much more than what most gyms do. So instead, let's say after
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applying our RVP method, you determine that your program

should sell for much more because it delivers a premium value to

a specific type of client and gives them their result at a much

quicker pace than a year. You shorten your time, AND you raise

your price. Let's say you charge $4,700.

If your monthly recurring revenue before this was $6,000, you've

already replaced your current level of income by only selling two

of these per month. Stress decreased, income increased. By

merely targeting a higher value client and raising your program's

price point, you're at your first $10K mark every month with only

two clients needed. That's a very peaceful business and incredibly

easy to stay consistent with since it only requires a few clients

every month.

At this point, if you're seeing consistency with the $10k per

month milestone after a few months, there is no reason you can't

get to the $50k per month mark, usually without changing much

in your business at all.

This is why it's so important to do deep work with the RVP 13. At

this first milestone, we've validated that your sales message works

and that your offer sells.
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Income Milestone #2: $50,000 Per Month

All you need now is to add a system that gives you the leverage to

have more sales conversations with more people. It's a simple

game of numbers. Doing this with a prospecting system to

generate more leads and get those leads into more booked calls

helps you scale fast.

In the internet marketing world, we call this a marketing funnel,

and we make our sales with sales funnels (chapter six teaches this

model in detail). All you do is get more leads at the top of the

funnel, and you have more sales at the bottom of the funnel.

To get to the $50k per month mark, you may need to adjust some

things in your schedule to accommodate more scheduled calls. If

you're consistently getting in front of the right people at scale,

you'll see a significant boost in your income.

At Tellus Media, we have a unique version of this. We call it a

Tellus Engagement Funnel (TEF). A TEF is a supercharged

website that supports your entire marketing and sales system. It

also delivers your program to your clients in a private member's

area.

Again, more on this in the coming chapters. But to hit that $50k

per month mark, you're adding eight additional clients each

month, bringing you to a total of ten high-quality Dream Clients
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paying you $4,700 a pop. You only need to enroll between two

and three clients per week to get there. And with systems in place,

that is more than manageable.

The sales system is where you'll begin to see the most need. To

close those three clients each week, you may need to have ten new

conversations over a five-day period, which may feel

overwhelming if you're also delivering results to your current and

existing clients.

Now could be the appropriate time to hire a salesperson or

outsource certain aspects of your fulfillment to continue making

sales.

After outsourcing parts of your operation, you continue scaling by

adding eight extra clients on top of your ten; you've now reached

your goal of being a seven-figure earner.

I can’t overstate this enough. The critical difference between the

first milestone and every other income milestone afterward is that

the first milestone doesn’t yet have a business system.

At this second level, you’ll go from owning a job to owning a

system. This is where the millions are made. This is how guys like

Lance and Chris make multiple six figures every month. Systems.
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Income Milestone #3: $80,000 Per Month

With 18 new clients at $4,700 a pop, you're making $84,600 each

month, bringing you to $1,015,200 a year. The math is simple,

and the systems are working for you. You've suddenly joined the

ranks of the 1,700 people per day becoming self-made

millionaires. And you're doing it with a conscience.

At this milestone, you will have different challenges to face. You'll

have internal pressure with how you build the right culture in

your company, and you'll begin hiring employees instead of

outsourcing to contractors.

Leadership skills start to matter a lot more at this stage. The old

saying is true: "New levels, new devils."

Note: What is a Standardized Offer?

Your program should be standardized for each person even

though they implement your program and customize it to fit

their specific situation. Standardization makes it repeatable and

duplicatable for your sake.

A basic example might be a 10-week framework that takes your

clients from A to Z, with a weekly check-in and training content

for them to go through and homework for them to do, and each
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week is different. Take them from the first week to the tenth

week with a tangible result at the end.

A standardized offer makes your business simple and peaceful.

With this model, you can begin hiring others and growing a

company that is less dependent on you.

61



Why Pricing is All About Positioning

You may be wondering how you could possibly charge $4,700 for

a program.

I remember listening in on a sales call that a mentor conducted

once. He was talking to a fitness expert who was selling fitness

courses online.

The fitness guy could not see himself charging more than a few

hundred dollars for a digital product when his competition was

doing free YouTube videos where people can get workouts for

free. "How could I possibly charge $5,000 for a program like

this?" he said.

My mentor continued to ask him about the car he drove. He said,

"Do you mind if I ask you what kind of car you drive?" The guy

on the phone said, "I drive a Hyundai."

My mentor then asked an almost awkward and very direct

question. He asked, "Why did you get that and not a bicycle?"

Laughing, he said, "Well, my Hyundai gets me from point A to

point B faster." My mentor said, "Well, why don't you drive a

motorcycle? It can get you from point A to point B faster and

with more excitement?"
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The guy on the phone began to understand that although the

vehicle got the same job done, the Hyundai was valuable to him

based on his own beliefs. His perceptions of the world and the

personal preferences developed over time in his environment

formed how he made purchasing decisions.

All the little nuances that made him who he was led him to choose

the Hyundai over a motorcycle. It's also what made him choose

the Hyundai over a BMW, a Maserati, or a Tesla. All of these

forms of transportation are the same, getting you from point A to

point B.

But in this case, the buyer sees the motorcycle and thinks one

thing, then he looks at the Hyundai and sees another. The

difference between the Hyundai and the Harley is a gap in the

buyer's mind and worth the cost difference. It's contextual. It's all

based on what the buyer deems as valuable.

Buyers are not thinking logically about these things when they

purchase something. As much as they may not want to admit,

they're just running everything through their own set of values

and beliefs, and they make a choice emotionally.

A good sales closer can clearly show the buyer the gap. They help

them make a decision from what appears to be a logical angle but

is an emotional position that was in their heart all along.

63



Selling this way isn't manipulation. It's merely leading them to

what they want in the first place. The key is selling the payoff. The

dream outcome that they desire.

You still may be wondering, "But Nate, how in the world could I

possibly charge $4,700 for a coaching program?" Some people

reading this will have no problem at all raising their prices.

Others may be insecure about it. Either way, you need to know

what fair market value means and how to price your services

correctly.

We need to help you understand the value of your time and how

to justify a premium price for your services. Determining a fair

price is only possible when you position it in the right context.

Remember there are two things you need to do first, unlock your

Value with RVP and then cast that net in the right part of the

water. That value net has to go where there are fish you can catch.

That's what RVP is all about.

By using our unique model for finding a Dream Client described

in the previous chapter (RVP 13), you'll be crystal-clear on the

outcome that you can deliver for them and charge what you're

actually worth.
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I have eight questions I want you to consider before you price

your program. It's in these eight questions that our clients see old

limiting beliefs entirely change. They have light bulb moments

and are giddier than ever as they understand exactly how to

charge a fair and premium price to catch a premium client.

How to Price Your High-Ticket Signature Program

The following eight questions are included in an exercise I call

Profit Priming and help you come up with a fair price. It's all

about positioning. You anchor the program's price against the

prospect's cost of indecision.

Question 1: How long has your Dream Client been

aware of this problem?

You start here because it underscores the next seven questions.

The longer and more acutely aware they are of their issue, the

more painful their situation is to them, and the more quickly they

will want their problem solved.

Question 2: How quickly can you deliver their desired

result?
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People would love to have their issue resolved NOW if it were

possible. You might have heard the saying, “money loves speed.”

This is why. The quicker you can deliver a result, the more

valuable it becomes.

Question 3: What is an hour of their time worth?

This question is about the financial status of your Dream Client.

Start by considering what their average hourly income is and jot

that down. The higher this number, the more you can charge

simply because more money is at stake. They can’t ever get their

time back, and as you’ll soon see, you can use this number

strategically to help position the value of your program.

Question 4: How much money have they spent to try

and get their desired result on their own?

In our case, for Tellus Media, people have spent thousands of

dollars over time trying to grow their business. We've seen it be

between $15,000 and $20,000 on the low end over time. It's

expensive to grow a business when you don't understand

marketing.

Whether through hiring contractors, designing websites, hiring

coaches, consultants, or going back to school to get more

education, the price tag for business development can be steep.
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Question 5: How much money have they potentially

spent to fix new problems that arose because the

primary problem still isn't solved?

This question is different from question four. There are all sorts

of costs that drain business owners' pockets, tied to problems that

should never have been there in the first place.

In our industry, it could be that they had to hire us to fix a website

because they didn't develop it correctly in the beginning.

Question 6: What non-monetary costs are they paying

for in other areas of their lives due to not fixing this

problem?

What areas in their personal lives are taking a hit because the

problem remains unsolved? Think about their relationships, their

health, or how it impacts their performance at work. Things that

they cannot put a price tag on—physical stress, marital problems,

and more.

Question 7: What are the itemized pieces of your

program in terms of cost?

Here we ask our clients to list out any itemized pieces of their

program in terms of cost. List out the total hours of coaching
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multiplied by your hourly rate. Also, factor into your price the

expenses related to developing the framework and delivering your

program.

Consider things such as training modules, worksheets, methods,

and proprietary systems you can charge thousands of dollars for

alone.

You've done the heavy lifting for them. You've battled information

overload on their behalf. You've assimilated the right information

into an actionable plan, a specific blueprint they can follow to get

their future payoff. That’s worth a lot!

If any other parts of your program involve the cost of goods and

services sold, itemize them and put a dollar amount next to each

one.

Question 8: After understanding the cost of doing

nothing, the speed at which you can deliver a result,

and the cost to you as the program creator, what can

you fairly charge?

The last question brings it all together and helps you come up

with a fair price. Go back through questions four, five, and six and

add up the numbers. For example, in our industry, the cost of

doing nothing exceeds $70,000 (not including non-monetary
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costs). The amount of money spent will only increase over time if

they don't fix the underlying issue.

That by itself positions the price of our program appropriately.

We don't charge anywhere near that amount of money for our

signature offer. We do have price points around that, but they're

for a very different service than our signature program.

After that, imagine if they suddenly had your expert knowledge

uploaded in their brain (like the Matrix) but still needed to do the

work to get the result. Consider how much an hour of their time is

worth from the third question, and multiply it by the number of

full-time hours worked in the time frame you selected for

question two.

For example, look at how the numbers add up if our prospects

were to take our 12-week system and do it by themselves full time

for three months. Suppose their hourly income is $100, which

puts them at spending $48,000 after 480 hours. If we could go

back in time and charge half of that, they'd save $24,000 and get

all their lost time back! By the way, that's if the Matrix is real, and

they executed everything perfectly!

If you provide professional services in the business space as we

do, show them how your system can increase their revenue and

how they can realize a return on their investment. In that case,

the cost of doing nothing means you add what they could have
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earned in profits to the money they've already lost, making

indecision very expensive.

But let's say you work with individuals rather than businesses as a

dietician or a personal fitness trainer, for example. The outcome

you provide them may not be a monetary one, but positioning

your price against the cost of doing nothing, especially

non-monetary costs, is incredibly effective.

I also want to remind you here that this is why RVP discovery

matters so much, because if you're trying to sell a BMW to a

person who likes to ride bikes, and could care less about BMWs,

then you're going to have a tough time getting them to buy.

It's the "who" that matters more than anything else.

Understanding who your Dream Client is in rich detail helps you

come up with the right price.
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Chapter Four Summary

If you have a business that brings a premium outcome to your

client, you should be earning more than a middle-class income.

The difference between you and everyone else in your field is how

you uniquely communicate the value of your expertise.

It is better for everyone if you have a high-ticket program to sell.

Charging more attracts higher quality clients and helps you

deliver quality results from a proven framework to follow (a win

for them).

And having a standardized program makes it easier for you to sell

over and over again for maximum profits (a win for you).

Pricing is contextual. Anchoring your price against the cost of

inaction helps you determine a fair and reasonable cost that is a

win-win for both parties.

People purchase with their hearts more than they would like to

admit. Sell them what they want and give them what they need.
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Next Up:

Everything you've just done in the last two chapters with RVP 13

and RVP Profit Priming has laid the foundation for becoming a

content creator with a fantastic Micro-Book that sells like

hotcakes.

Note: A quick note before you learn about the Micro-Book strategy in

the next chapter: In our program after we go through RVP Discovery

(RVP 13 + RVP Profit Priming), we actually lead our clients through

what we call RVP Publishing and RVP Prospecting. These critical

steps are about proving your offer and selling the program

organically before you try to scale with a book and a funnel.

These tactics are found in chapter eight in section three, "Growing

Cash." So, feel free to skip over the next few chapters to get to that

because you shouldn't try to build a bunch of stuff until you've

validated your RVP. Or if you want to continue learning the 30,000

foot strategy keep on reading!

Writing and selling a short but valuable book is a perfect way to

position yourself to your market. Let's now look at why a

Micro-Book is the ideal front door to your business.

72



Chapter Five

Why Should You Sell A Micro-Book?

The best way to consistently get premium clients into your

signature program is by first building an audience and selling

them a short and potent Micro-Book. In this chapter, I'll do my

best to persuade you of this fact.

Not just any book, and certainly not an "eBook lead magnet." An

“eBook lead magnet” is a terrible model for getting leads.

Those types of eBooks have evolved over the years, and if you’ve

been in the industry long enough, you know they've just turned

into becoming thrown-together digital brochures—dumb ways to

grow a list of email subscribers. That internet marketing model

didn’t last very long.

The type of Micro-Book I'll teach you to write, by contrast, is

intentionally designed to grow you a list of pre-qualified

"buyer-leads." Buyers are the most important people in your

business.

But buyers are more skeptical of salespeople and marketing

messages than ever. Right now, the market is dripping with

webinars, lead magnets, pocket products, mini-courses, and "free

training" videos than ever before. Please repeat after me:
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Buyers are skeptical.

But purchasing a book is an easy, low commitment way for a

buyer to test you out. A quality book is the oldest marketing tool

in a marketer's tool belt.

Book readers themselves are incredibly valuable too, which you

will soon learn. And that's why we strongly suggest this method. I

hope to convince you that a short, low-priced book offer is the

best method for generating buyer leads and pre-qualified

prospects for your program. But let's define what a Micro-Book is

first.

What is a Micro-Book?

The average nonfiction book tends to be between 250 and 300

pages itself, but a Micro-Book requires less commitment from

your future client as it typically contains between 50 and 150

pages. It is a more attractive length for a busy individual who

needs to get a problem solved.

At the same time, it's not thrown together like a lead magnet that

lacks substance. You can have profound value in a short and

easy-to-consume book of only 100 pages. I get into detail about

how you write this book in record time using what we call the

Authority Accelerator Method in section three.
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The book outline must follow a specific set of principles that I

teach in Chapter nine for this model to work the best. But let's

talk about the three reasons why this model is so powerful.

Note: This method is not the conventional publishing model for

making it to the NYT Best Sellers list, nor do we want it to be. In the

beginning we're trying to build a highly profitable small business as a

coach, consultant, or service provider from a small, but growing

audience of readers. But having said that, you do have the potential to

grow a large audience with a Micro-Book using what we talk about in

Chapter Seven with paid media.

Reason 1: Books Are Easier to Sell

Selling a book is just plain easy. It's a small ask from cold

audiences and a lot easier than getting someone to show up on a

webinar or sign up for a video series.

And if they already know who you are from reading online

content that you publish regularly (more on that in Chapter eight)

then they are your lowest hanging fruit.

But books are also hardwired into our DNA more than any other

communication tool. For thousands of years, people have been

writing and consuming the written word. People tend to trust

books more than any other medium due to this belief that

humans have about books.
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We intuitively know that book writing takes more thought, more

energy, and more focus to create. We tend to think that writing a

book requires you to be smart and takes a lot of hard work (both

are true for writing a good book). But that's only partly true. Yes

it's tougher to write a book than it is to post a quick Instagram

story, but you'll soon learn that writing a book doesn't need to be

a monumental task.

In our day and age of information being so available, it's cheaper

than ever to learn something new, and people believe that

knowledge is power. They can go to Google or YouTube, where

they can search for solutions to their problems.

And yes, they can find all the answers to their questions; but only

if they already know where to look. They have to ask the right

questions and trust that the content they’re consuming has the

right answers.

But most people don't have the patience for that. Weeding

through all the nonsense is time-consuming. Enter books.

Again, because books require more thought, energy, and focus to

create on the author's part, it means that they demand a greater

level of trust and respect. And so, when someone sees a book,

they think, "Okay, let's see what they have to say."
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A book is like a shortcut. It's a portal on a traveler's path that

contains a promise. All a person has to do is decide if they can

trust it or not—a very low risk with potentially an immediate

reward.

If they are satisfied, the price they paid for the book compared to

the value of the content they received is staggering, especially for

nonfiction books that help tackle a problem in their life or their

business.

If they weren't satisfied with it, their loss is small. The writer

could be entirely off base, and the reader will soon figure that out

as they're going through the book. They can toss it, or they can

keep reading. They haven't lost much. A few dollars spent to know

whether the direction they're going in is the right direction or not

is a great deal.

You've likely had that moment one way or another as you've read

my book. Hopefully, you're intrigued and continue to keep

reading!

Reason 2: Readers Make Great Future Clients

Another reason books are so compelling for this model is that

book readers tend to make better clients than other types of

people.
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According to research, book readers value making investments in

themselves. Book readers make great students. They tend to be

more disciplined and committed to the things that they start.

They tend to be more coachable, more teachable. They tend to be

more open-minded and eager to learn new things. And as a result

of this, they tend to have a higher intellect in their life. The

natural byproduct of these qualities is they tend to work at

higher-paying jobs and have higher incomes.

You may have even heard the saying before, "readers are

leaders," starting with how they lead themselves, but this isn't

always the case. This leads me to my third point.

Reason 3: You're Acquiring "Buyer-Readers"

You don't just want any book reader. You want a "buyer-reader."

Please don't give this book away for free. Sell it. You don’t want

the kind of readers who are stingy freeloaders—and this is again

why we're not fans of eBooks as freebie lead magnets. That's a

wasted opportunity. You don't want readers like that coming

through your funnel.

Selling your book, even if it's only for $1, is going to filter out the

riff-raff. Because again, you want buyers. Buyers are 12 to 16

times more likely to buy from you in the future. This model insists

on you selling your book with your funnel in mind.
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I'll be talking more about your funnel's economics and why this is

so important in the next chapter, but let me break this down for a

second.

Your goal is to create a customer with this book, not a profit. The

money they spend to get your book pays for your advertising,

virtually generating new buyers in your business for free.

The Micro-Book is your client acquisition tool for

getting people into the rest of your offers.

Your future profits will come from existing customers. In the next

chapter, you'll learn more about this, but there's this old quote

that direct response marketers have been saying for years by Dan

Kennedy.

"A buyer is a buyer is a buyer."

Your book will pre-frame and pre-qualify not just prospects but

customers. It's going to warm up a proven buyer. New customers

are the hottest leads you could ever have. They've already proven

themselves to be good customers because they just paid you!

And if they read your book, by the time they've talked to you on

the phone, they're more than warmed up to hear about your

signature offer.
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These are now existing customers who are being told exactly how

you help them in your book. Their questions get answered, and

their objections get handled. Easy peasy.

Again, I'll get into the exciting things of funnel economics and

how the math works in what is called a self-liquidating offer

(SLO) in the next chapter.

Chapter Five Summary

Selling a Micro-Book qualifies people that come into your

business at the very top of your marketing funnel. The leads who

come into your system are people who have purchased from you

first.

An audience of customers who know, like, and trust you are your

company's most important asset. You'll have an audience of

"buyer-readers"—people who have purchased from you and have

gotten to know you by reading your words—what a fantastic

opportunity!

Now that you understand why I want you to write a Micro-Book

let's look at how the funnel works. In the next chapter, I’m going

to be talking about what we at Tellus Media call a Tellus

Engagement Funnel and how to get numeric certainty in your

business—down to the dollar—so your company can scale.
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Note: The next two chapters are all about funnels, growth, and

automation, as I said at the end of Chapter four—it only makes sense

to implement these once you've validated your RVP. For that, skip

ahead to section three now. If you'd like to skip to Chapter nine, it gets

into the method for writing your Micro-Book quickly.
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Chapter Six

Tellus Engagement Funnels for Scaling

Marketing and sales funnels that continually engage prospects,

leads, and customers are the engine of successful businesses.

Without a direct response marketing funnel in place, you will

never be able to automate and scale.

In this chapter, you'll learn why fancy tech is often a major

distraction, you'll learn the difference between marketing funnels

and sales funnels, and you'll learn about what I call "The Magic

Three." And if you've never really understood what direct

response marketing is, then at the end of this chapter, that will

have all changed.

Funnels

Funnels are all the rage now. Everyone in business has heard the

word funnel at one point or another. But few understand the

power of direct response marketing funnels.

I love funnels. I love building them, and I love studying them. But

with the rise of popular page builder software like ClickFunnels,

Leadpages, OptimizePress, and so many more, there has been a

flood of new marketers in the digital marketing arena with starry

eyes, attracted to the fancy funnel technology that promises easy
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riches. Ultimately this has only created thousands of distracted

and broke wantrepreneurs.

Note: Hopefully, you know I'm not against tools. You can get the full

list of the tools we use in one of our training videos. I'll give you that

link along with some others at the end of the book.

Professional internet marketers are very grateful for these tools

because they have made it easier to build funnels, but without a

good marketing strategy with solid offers in place, the fanciest

funnel tech in the world won't save you.

This is why you start with first discovering your RVP (revisit

chapters three and four). Without doing these, you will not have

any compelling offers. To put it bluntly: Your marketing will be at

best uninteresting to your prospect and at worst annoying. They

will keep scrolling.

But the opposite is also true. When your marketing is engaging in

your prospect's eyes, funnels will put the magic back into your

business. With RVP, you'll have compelling offers and an effective

marketing strategy that you can scale. Suddenly technology, like

funnels, can become incredibly thrilling because they do so much

work for you.

I'll never forget the first time I set up a simple Zapier automation

to notify my phone every time I made a sale of one of my first

online courses. It was amazing to hear the cha-ching every few
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minutes. It got a little crazy after a while and definitely bugged

my wife. Still, it was amazing knowing that I could be out hanging

with my family while I had little sales processes in place that

could sell my digital products for me without me having to be

present.

Marketing Funnels Versus Sales Funnels

Before we get into some nuts and bolts, let's define a few terms.

When I say marketing funnel, that is not the same as a sales

funnel.

A marketing funnel sees the overall picture that includes the

follow-ups and tactical ways to engage leads and customers

throughout your entire business. A marketing funnel looks at the

sequential steps for taking a cold stranger all the way to a

high-value customer. How do you lead them from point A to Z? It

is all the things that tie the whole structure and strategy together.

It includes the ads, the landing pages, the sales funnels, and the

follow-ups that drip out many days and weeks later. It has

multiple offers, engaging leads and customers differently at each

step of their journey.

A sales funnel is momentary. It is merely the experience that a

potential buyer has in a given sales transaction. An example

would be when a prospect is presented with an offer online. They
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take action on an order page or over the phone, and then they are

offered upgrades and upsells tied to that offer. And then they get

what they paid for.

The marketing funnel contains the sales funnels. It consists of all

the things involved over the lifetime of a prospect and a customer.

When a small business understands marketing funnels, and

specifically direct response marketing funnels, they have an

incredible opportunity on their hands to create a million-dollar

asset.

Direct Response Marketing Versus Madison Avenue

Marketing

Direct response marketing is a small business's best friend. There

are two schools of thought in the marketing and advertising

industry. One is called brand institutional advertising, or what

has been commonly called Madison Avenue marketing, and the

other is called direct response marketing (DRM).

Over the years, business owners have learned to think of

marketing as a necessary evil to get more awareness for their

brand and be in front of people. That's what they tend to think of

when they hear the word marketing, which is what is known as

Madison Avenue marketing.
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During the 1920s, Madison Avenue in New York City was the hot

spot for all the first branding and advertising agencies. Over time

they would put together some of the most well-known advertising

campaigns in history for established brands like Nike, JCPenney,

Coca-Cola, and many others.

This type of marketing focused on reach, impressions, and

branding, which looked to keep the brand in front of consumers

regularly so that they were "top of mind" in the eyes of their

prospects.

Modern examples of Madison Avenue marketing include

campaigns from companies like Budweiser, McDonald's, Ford,

and Verizon. Their ads tend to be more experiential and

entertaining, seeking to get your attention. And, of course, it's

highly effective, especially for brands like Coca-Cola over many

decades.

After doing these campaigns for a while, they continue to stay in

front of people more than the competition. With that, they win

every time. The regular channels for this type of marketing have

traditionally been TV, newspapers, billboards, and magazines.

But the main problem with this model is simply money. This type

of advertising is just plain expensive. Of course, the positive

by-product is that your brand does get more visibility. But a

harmful by-product of this type of marketing is that small
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businesses think they need to hire agencies to do similar

strategies. They end up viewing advertising as a necessary evil—a

steep expense that they need to budget for rather than an

investment in new customer acquisition.

If they have the money for it, they can build trust in the

marketplace simply because they're in front of more people

regularly, and eventually, they can gain market share. But again,

most small businesses simply do not have the capital required to

build that type of trust.

DRM, by contrast, is unique in that it takes into account a single

campaign with an intentional sales funnel that has a clear offer

and an immediate call to action (CTA).

In many cases, there's more content involved. It's directly talking

to the prospect. It tends to have more personalized sales letters or

video sales letters. DRM copywriting seeks to capture the

prospect and convert them with a story sequence and an

intentional marketing message that flows in a very strategic and

very particular way. It has proof, testimonials, et cetera. It

eliminates any ambiguity.

At the heart of DRM is a clear and concise offer that elicits one of

two responses. Either the prospects are going to act, or they

aren't. DRM is more measurable, and it's easier for small
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businesses with smaller budgets to begin if they have funnels in

place.

The best DRM campaigns start getting worked on months, and in

some cases, even years before they launch. They begin by

researching who their target market is, researching their pain

points, putting together the right creative in the campaign, and

writing compelling copy—all the things that RVP handles upfront,

by the way.

But even after that research, testing is first required, starting with

smaller budgets and testing the actual funnel because it may not

be ready. People will often run ads and blame the ad platform

when the issue was the offer itself. The offer matters more than

anything else.

The Two Worlds Have Collided

With the rise of social technologies, the two worlds of Madison

Avenue marketing and direct response can now co-exist in

amazingly affordable ways. I'll cover this more in chapter seven,

but just know that it is now possible to run affordable awareness

campaigns with direct response strategies underneath them.

The marketing strategy laid out in this book is direct response

marketing, and it all comes down to economics (more on this

later) but for now, let's talk about “The Magic Three."
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The Magic Three

Let's talk about how to make your marketing funnel magical. As

you take action on the model in this book, and as you see results,

you'll begin to have more ideas for new offers that can grow your

business.

The RVP method itself is your ticket for creating great offers

consistently. You can go through the same framework multiple

times for different offers, different avatars, other Dream Client

profiles, but let's get an aerial view of how your overall funnel will

look and where things go.

The Magic Three are the three offers that you need to grow your

business to seven figures or more. Marketers often call this a

value ladder, or things like low-ticket, mid-ticket, high-ticket.

Some keep it simple and just call them front-end offers versus

back-end offers.

The Magic Three are the following offers:

1. A self-liquidating offer or SLO

2. A leverage offer

3. A premium offer
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The Magic Three is the biggest difference between

multimillion-dollar businesses and businesses that struggle. It's

all about ascending new and existing customers into more

profitable transactions.

Existing customers are the easiest to sell to and the cheapest way

to increase your profits. A paying customer is 12 to 16 times more

likely to buy from you again than a person who hasn't bought

from you before.

You see this in almost every industry. When you order a book on

Amazon, you will see near the bottom: "Customers also bought

this with..." When you're in the line at Starbucks, and you just

order a drip coffee, you notice so many other offers right there in

front of you. The employees who get promoted at Starbucks are

the ones who offer additional things to the person buying the

coffee. They increase profits. "Can I get you a scone with that?"

Let’s look at each offer in detail.

SLOs

A self-liquidating offer sits at the front end of your marketing

funnel to prospects who haven't purchased from you yet. Many

times, these prospects aren't even aware of who you are. The sole

purpose of this offer is to acquire a customer. Your new

Micro-Book does this beautifully.
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The SLO works by generating customers that pay for your

advertising expenses. You spend a dollar on an ad, and they give

you that dollar back by purchasing your book. It liquidates itself

and generates a buyer in your business.

If you spent $5 in advertising to sell one copy of your $5 book,

you've just generated a customer for free. And remember what we

learned in the last chapter?

A buyer, is a buyer, is a… Finish the sentence!

We'll get more in-depth about that in the next chapter in terms of

advertising, but the self-liquidating offer is how you can grow a

business at the top of the funnel with many people coming into

your business. Usually, self-liquidating offers sell for anywhere

between $1 to $500.

Leverage Offers

A leverage offer is a mid to high-ticket offer that doesn't require

much, if any, of your time. It's a version of your signature

program that is more affordable for clients who may not be able

to invest to work at the highest level with you.

91



An example is presenting the same content from your premium

program, but without the coaching and the higher touch

experience, more like a valuable online course. These offers are

priced anywhere between $500 to $5,000, depending on the offer

and your market.

Premium Offers

And thirdly, there's your premium offer. The offer I've been

telling you that you need in your business from the first chapter

of this book. It's your highest value program that takes most of

your time.

It's direct or group coaching. It could be one-on-one consulting,

done-with-you, or done-for-you services. Price points for

premium offers can be anywhere between $5,000 to $25,000 or

even much higher, depending on the nature of your business.

Customer Ascension

At the risk of beating a dead horse: a customer is 12 to 16 times

more likely to purchase from you in the future. When you have a

customer in your business and the opportunity to increase their

value into other offers, that is where the magic happens.
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But unfortunately, so many people just have their one product or

their one service offering, and as a result, the value of a customer

is low.

Please understand me. I'm not saying you just have more things

to offer. Businesses with a barrage of product offerings that aren't

in a funnel and are incongruent are confusing for the buyer. The

more overwhelmed the buyer is, the less likely they are to take

action. Keep offers simple and keep them in a sequence (the

funnel). That's why I love The Magic Three.

Let's dive deeper and walk through an example of a marketing

funnel that builds a business using The Magic Three. The

following example is specifically the model I'm talking about in

this book. I’ll start at the very top of the funnel and cover all the

things that happen from there to the bottom of the funnel.

Ads

At the top of your funnel, you have advertising, which pays to

get eyeballs on your Micro-Book offer. It's amazing what you can

do with paid media these days. More on that in the next chapter.

But with ads, you can test the market and see which people are

interested in what you have to offer.

The people who click on your ad come through to the sales page

of your Micro-Book offer.
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Micro-Book Sales Page

The first thing they will see is the front door of your SLO—your

Micro-Book's sales page. The type of page that does the best is

called a long-form sales page where the prospect can scroll

through what appears to be (and should genuinely be) an

incredible deal. The CTA is usually best as a "get started" or

"purchase now" button that shows up numerous times.

The bulk of the content on this page is clear and persuasive

copywriting that speaks directly to your potential Dream Client's

felt needs. Also to help stack the value of the offer are

testimonials, bonuses, and a risk-free guarantee. The low price

point of the offer itself makes this very compelling.

The idea is this: Make the front door EASY for people to walk

through to the next step—the cart page.

Micro-Book Cart Page

The cart page is where your prospect fills out their information

and purchases from you. On this page, you can carry over some of

the same details on the offer to make sure they have the offer

value in front of them.
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There should also be an order bump to increase the value of their

transaction with you. The order-bump is an impulse purchase. An

example would be a quick action video training to take the same

info from the book and get results more quickly. A good price

point for an order bump can be anywhere between $10 and $50.

One Time Offer Upgrade

After they've ordered the book, they are now a buyer! At this

point, offer a one-time-only (OTO) upgrade that is congruent with

the book. Like the order-bump, this needs to speed up the

possibility of success or make it easier for them. Prices for OTOs

can be between $50 and $500, depending on the offer. Studies

show that the highest converting OTOs are anywhere between

$100 and $300.

An important note here is that you never want to make your

OTOs feel like the main front-end offer was missing something,

and now the OTO makes it complete. That's going to leave a bad

taste in your customer's mouth! The front-end offer needs to have

everything they need in itself to achieve the promise you gave

them. Otherwise, it is classic bait and switch. In the long run, that

only hurts you. The best OTOs are add-ons that make things

easier or quicker.

Thank You Page/Book A Call Page
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After that, they see the thank you page. And on this thank you

page, there should be a warm video from yourself with a

scheduler underneath it to generate strategy calls. Again, those

conversations are critical. That's where you're most likely to

enroll people at a higher price.

Nurturing Follow-Ups

But that's not all. Once someone orders your book, you have your

customer's information. You can now put them in an

autoresponder follow-up sequence to get them booked on your

calls and deliver ongoing content that is valuable and wins them

over.

Each email that gets into their inbox is a call to action to book a

call, to read a blog post, to watch a video, to listen to a podcast, or

whatever it is to bring them into your world. You can invite your

new buyer-readers to a Facebook group, a Clubhouse club, or

anything you'd like.

You could invite them to follow you on social media and other

channels, or you could even engage them with questions in your

emails that solicit a reply and start a conversation. But this is

where you nurture an ongoing relationship with your

buyer-reader.
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If you've written your book using our RVP method, then you're

leading them on a journey of value with these follow-ups, and it is

more likely that you will enroll them into your higher-paid offers.

Strategy Calls

Strategy calls are the conversations that add value and close the

prospect, but not every strategy call is about closing someone. In

fact, we like to call them Acceleration Calls. You'll learn more

about this in greater detail in Chapter eight, where I discuss why

we’re against what we call the “one-call close” model.

But as your calendar is getting booked, you are filling your

pipeline with high-quality conversations. And in those

conversations, you're adding value and helping people.

Over the phone, you ask questions and demonstrate that you can

help them by actually helping them over the phone. Depending on

their situation, you present one or both of your two back-end

offers. Remember, these are your leveraged offer and your

premium offer that we discussed above.

You can enroll them over the phone and send a link to them via

email to a private sales page that lays out more details. Once you

enroll them over the phone, they get an automated email with the

next steps for getting started. If they aren't ready to enroll, it is a

no-pressure environment, and you keep them in a nurturing
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sequence again, with follow-ups to check in with how they're

doing. The old saying is true: "The fortune is in the follow-up."

An effective marketing funnel has strategic follow-ups at each

point of the customer journey. There are six different types of

follow-ups in this model. I’ll go through those now.

1. One-to-Many Emails

A one-to-many email is simply the type of email marketing that

most people know. Email marketing software is abundant in the

world of digital marketing. The MailChimps, the AWebers, the

Active Campaigns, and others allow you to send broadcasts to

large lists of contacts. You write one email, hit send, and many

people get it at one time. Email marketing like this is a tried and

true way to do ongoing marketing for online businesses.

And the old saying "the money is in the list" is only partly true

because your relationship with the list matters the most. Your

book readers at the very top would be on this one-to-many list,

getting broadcast emails regularly. These follow-ups are triggered

right after someone purchases your Micro-Book, and your readers

can get broadcast emails over time.
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2. One-to-One Emails

Then you have one-to-one emails. These are merely direct

outreach emails to your most engaged leads for strategy sessions.

Getting in touch with each person directly with an offer to book a

call with you is incredibly effective.

Now, this might sound like a nightmare to do manually. If you

have 100 buyers a day of your Micro-Book, how could you

possibly send direct emails to each person? I’m not saying that's

what you need to do.

I suggest a specific tool for making this automated called reply.io.

This one tool is responsible for generating tens of thousands of

dollars in sales opportunities in our business. I explain how that

tool works in our tech stack training videos.

These one-to-one emails tend to have a higher inbox rate and feel

more like a personal touch (even though it's automated). This

follow-up strategy can begin as soon as someone purchases your

Micro-Book.

3. SMS Follow-Ups

Thirdly, you have SMS follow-ups. As of this writing, text

messages have the highest open rates of all marketing channels.
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You can use these for notifications for live training you might do

on social media, webinars, or new content pieces.

These can also be valuable touches from sales reps or advisors. I

suggest doing a hybrid of automated SMS follow-ups, along with

manual follow-ups from your sales team to those who had

strategy calls with you.

4. Booking Reminders

Fourthly, you have booking reminders. These are automated

notifications that come from your scheduler. ScheduleOnce is an

excellent platform that we use for allowing people to book

sessions automatically with us. You can customize the text

messages to say whatever you'd like to remind them of their

upcoming call with you.

5. Outbound Sales Calls

And then you have old-fashioned outbound sales calls. These

aren't cold calls like you might think. These calls are made to

buyers of your books or mid-ticket offers, checking in with them

and offering your premium program or other creative offers that

might come up as you increase their lifetime value.
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I can't think of any authors or course creators who do this. If your

new customers were to receive a call from the author of the book

saying hello and introducing yourself, how do you think that

would make them feel? Depending on your offer or your market,

it may not be appropriate for you to call the book buyer. But you

could put those who purchased other lower to mid-ticket offers in

an outbound sales campaign.

6. Dream Client Value Adds

And lastly, you have what I call Dream Client value adds. These

are Dream Client check-ins, calls, and follow-ups made to your

premium clients in your premium program. You're checking in

and making sure they are getting what they need. Your highest

value relationships are right here, and they need continued

nurturing as well.

Chapter Summary

Marketing funnels keep a business in business. They generate

new customers and ascend them to higher-value transactions

using direct response marketing. Having offers like The Magic

Three helps you scale without stress as you create new customers

with systems and lead them to your back-end offers and

programs with effective follow-up processes.
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I'm sure as you’ve been reading, some questions have come to

your mind, or perhaps even objections that I have not addressed.

We'd love to speak with you, hear about your business, and give

you any input related to any of these issues. Book a call with us

right here at this link:

https://tellus.co/micro-book-call
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Next Up:

After building your Tellus Engagement Funnel, think twice before

assuming you're all done. Funnels don't work unless you pour

something into them. "If you build it, they will come" makes a

nice movie line, but it's terrible marketing advice.

Now it's time to look at how we get people to the funnel in the

first place. How do we scale our growth and step back from the

day-to-day of the business? It's time to get into funnel economics

and how to grow with paid advertising.
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Chapter Seven

The Way Advertising Grows A Successful

Company

Welcome to possibly my favorite chapter. I’ll never forget when I

experienced what I called the paid traffic light bulb. It was a

moment where I had a revelation that I could grow an audience

and business as big as I’d like, with complete control using paid

advertising.

In this chapter, I’m going to help you understand that advertising

is not an expense. It’s not a line item that you write off on your

tax return. It’s an investment that yields a return and grows your

business.

When you develop this skill set, your business becomes a magic

slot machine that generates customers for you at a profit. The

more you get a real return on investment, the more you can

continue to invest in growing your audience mathematically.

Leads and customers are the lifeblood of your business. And

when they dry up, so does your business’s bank account. It’s easy

to keep this from happening though when you master the art of

earning someone’s attention. Attention is where it all starts.
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If this skill is undeveloped, you’re dependent on referrals and the

whim of how people find you—creating a chaotic business

environment. If you’re always wondering where your next lead

will come from, that is no way to live, no way to lead a business,

no way to grow a company. Sadly this is the majority of how small

businesses approach their marketing.

Yes, it seems expensive on the surface. The cost of advertising

continues to go up due to the demand for earning attention. But

this is because companies work too hard at creating the perfect ad

campaign without improving the most critical KPIs in their

business. The real secret is that the cost of advertising is almost

irrelevant if you have excellent economics.

We’re going to look at a simple formula in this chapter that can

change everything. Understanding a little basic math can make

you millions. I’ll show you how we’re getting the best leads to pay

us to join our lists. And as a by-product, this strategy also grows a

large audience on social media that you can continue to market to

and bring future leads into your funnel from—for pennies on the

dollar.

You’ll learn about funnel economics, Facebook’s ecosystem for

getting attention, how to profitably scale your campaigns, and

when to hire help as your company grows so that you can step

back from the day-to-day. Let’s dive in!
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Funnel Economics

Imagine holding up a sign with a marketing offer for someone,

and a perfect stranger walks up to you and says: “Can I pay you

to share more of your marketing message with me?”

It might sound ludicrous, perhaps too good to be true, but this is

what professional advertisers expect to see when they dial in their

advertising campaigns. Seasoned marketers experience this every

day. As you learned in the last chapter, this is what a

self-liquidating offer is by definition.

If you ever do a study of the marketing industry, you’re going to

learn all sorts of marketing acronyms like CTR, CPM, CRO, and

many more. But the three that matter the most are CPA, ACV,

and LTV.

Your Three Most Important Key Performance Indicators

CPA, ACV, and LTV matter more than anything else in your

business. Let’s start with understanding the first one.
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CPA stands for “cost per acquisition.” Imagine you spend

$10,000 on a new ad campaign, and it generates 100 new

customers for you. Your CPA in this example is $100 because it

cost you $100 to acquire a single customer. $10,000 just went out

of your pocket to bring in 100 new customers. Unfortunately,

your CPA is relatively out of your control thanks to changing

technology, market trends, etc.

ACV and LTV are the numbers we can directly control and where

things get exciting. ACV stands for “average cart value.” After a

customer goes through the sales funnel, there is an average dollar

amount they spend on our products. An SLO funnel that has

other upsell offers in place helps increase the average cart value.

As long as our ACV is higher than or equal to our CPA, then we

have a tremendous asset on our hands. People are now paying

you to join a customer list!

To continue the current illustration, if those 100 customers spent

$100 on average in your funnel, then you’ve broken even. They

paid you $100, and you got a customer. But you’re just getting

started! Say it with me:

“A buyer is a buyer is a…...”

From this point forward, there is only pure profit to be made.

People are coming into your funnel, and your funnel is doing the

busy work for you with the follow-ups.
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Your calendar is getting filled with booked calls, calls scheduled

by people who are pre-framed to hear what you have to offer. But

now, let’s take the math further and talk about the most

important KPI in your business: LTV.

LTV stands for lifetime value. This dollar amount is the average

amount a customer or client will spend with you throughout your

entire marketing funnel over their lifetime.

Having technology and systems to track these numbers is helpful,

but if you have premium offers in place and you’re regularly

closing them, it doesn’t need to be complicated. For every ten

strategy calls, how many clients enroll in your premium program?

With a pre-framing Micro-Book strategy warming them up, you

can expect a much higher close rate than the average cold call, but

let’s be conservative and say 20%. And let’s go on with the same

numbers as above.

You spend $10,000 to acquire 100 customers, giving you a cost

per sale of $100. By adding a few extra things in your SLO funnel,

you raise the average cart value to $150, meaning you are now

bringing in $15,000 in revenue and $5,000 in profit. Of those 100

customers, 10% book a call with you. Of those ten booked calls,

you close 20% of them at $4,000 each. That’s your leveraged or

premium offer, bringing you $8,000 in additional profit.
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Now your total return on your ad spend is 130%. That’s $13,000

in profit on top of the $10,000 you spent. So for every $1.00 you

put into an ad, you pulled out $2.30. In this case, the average LTV

is $230 per client. Now the $100 CPA is quite a bit less than the

LTV of $230.

What I just walked you through is the path for a business to have

rock-solid certainty. It’s hard to fail if your economics are strong.

This is the basic math that makes your business succeed. This is

how you grow a successful company. But what’s so great with

modern advertising platforms is the data you can begin building

on website visitors.

When you spent that $10,000 in ads, you moved the needle for

future campaigns in another way too. Let me explain.
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Warm Audiences

Let’s say that in that same $10k ad campaign, you generated

5,000 unique visits to your sales page. Those 5,000 people are

counted as a “website visitor” under your Facebook business

account if you have Facebook’s pixel set up correctly.

And now these people are aware of you. This new and warm

audience can now be served with ongoing “awareness” ads in the

future for less than it cost you to run the “cold ads” in the first

place. This is the heart of retargeting.

So some people might say: “I only got 100 customers out of 5,000

site visitors? That doesn’t seem very exciting.” Well, don’t forget

you haven’t lost anything. You’ve gained 100 customers who have

a higher lifetime value than the cost required to get them, so you

were profitable.

Yes, out of the 5,000 people who visited, 4,900 people didn’t

purchase from you. But that’s normal! Most people are not ready.

But thanks to retargeting, 4,900 new people are added to your

sphere of influence.

This warm audience is yours to get in front of again for mere

pennies. Just like our marketing funnel’s follow-up systems, we

can now set aside money from our pile of cash that we just made

to stay in front of them in cheaper ways.
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If you’re on Facebook, we can do campaigns like post reach, video

views, and other engagement campaigns for very cheap to stay in

front of them. Here the two worlds of Madison Avenue marketing

and direct response come together and make a happy union.

Ongoing awareness campaigns that build up our social audiences

become the best places to continue generating new customers.

These people are more likely to do business with us in the future

after they’ve seen us multiple times.

So again, to use the same numbers, for every $10,000 in ads,

you’re generating 100 customers, with a 130% return on the other

side, and you’ve started growing your audience by 5,000 new

people who now know you when they didn’t know you existed

before! Retargeting with financial leverage is the best way to grow

an audience on social media.

But before we continue, we need to do a reality check and talk

about how to scale campaigns profitably.
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Scaling Your Ad Campaigns

The first thing to note is that you pay for data before paying for

customers when you’re just getting started. Things don’t work

perfectly the first time. When you’re getting started, it’s all about

testing and getting some numbers back.

You don’t want to start with a massive ad budget, but you need to

be spending enough to get adequate traffic volume and some

conversions for Facebook’s machine learning to work correctly.

After getting data back and optimizing your funnel accordingly,

you’ll eventually have a winning campaign. When your CPA is less

than your ACV, that’s when you know you’ve got a winner. It’s

that simple, but sometimes it takes a little tweaking in the

beginning.

People will step on eggshells around Facebook’s algorithm,

worried about starting with a brand-new ad account. But you just

need to start. It is critical to understand the different campaign

objectives that Facebook gives you for the top of the funnel and

the bottom of the funnel and how each campaign objective fits

into each category.
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But don’t overthink this. An excellent direct response marketer

understands that you will see some feedback if you have a great

offer and put it in front of the right audience. Use that feedback to

test your funnel and then go back and tweak the Facebook

campaign. As you do this, you’re warming up your account, you’re

getting data back, and you’re building audiences on Facebook’s

pixel.

And remember, a lot of your competition doesn’t have funnels

with a value ladder-like yours if you’ve implemented what I teach

with The Magic Three. So you can afford to lose some money on

the front end because you’re bringing in higher ticket clients on

the back end, covering your costs and making a profit.

It also means that you can be patient while the ad platform

optimizes your ad account since you’ll have offers in place that

you can still sell organically.
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Note: We’ll give you the game plan for testing your offers and your

funnel in the next section, which is more important than knowing how

Facebook’s ad platform works. In fact, if you try running ads before

doing what I lay out in chapter eight, you will most likely waste a lot

of money and time. But for the sake of teaching you the overview of

our strategy I’ll keep going.

If you have a campaign that isn’t around break-even after three or

four weeks, then you need to go back to the drawing board on

each piece of your marketing funnel.

Look at every step of your funnel and get your KPIs where you

need them. If you’re at break-even or a little over, you’ll have a

winning campaign, and it’s time to scale!

Probably the most important thing to know about scaling

campaigns is that it isn’t as simple as just increasing your ad

budget. To suddenly go from spending $200 a day on a test

budget to spending $1,000 a day is going to jack with the

algorithm.

The simplest way to scale a test budget (at the time of this

writing) is to increase it by 20% every four days for as long as

your ROAS (return on ad spend) is profitable.
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Professional Facebook ad practitioners will tell you, though, that

as soon as you start increasing your budget, your CPA goes up.

Just monitor things and ride the wave until the difference

between your CPA and your LTV is in a place where you’re not

happy.

I’ve intentionally decided not to get too technical with you in this

chapter. Social technology platforms are continually changing.

What doesn’t change as fast, though, are markets and advertising

principles. I believe the overall framework and model in this book

will still be relevant no matter what happens on Facebook or

other ad platforms.

The wonderful thing to be reminded of here is that if you have

great economics in place, offers from $5 (book) up to $4,000

(signature offer), you’re going to be making money with

everything I just mentioned.

This means as you grow your business, you’ll have new issues to

face. Mainly internal team stuff. Before wrapping up this chapter,

let’s look at expanding your team.
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Growing Your Team: Ad Management, Sales, and

Fulfillment

Once you’ve reached this level, you have something that many

small business owners struggle to get: Certain and positive cash

flow.

With cash on hand, you can now grow your business the right

way. The more new customers you get from ads, the more you’ll

need to hire a salesperson to manage your calls. Just pay them a

10 to 15% commission, and they’re sitting pretty on a $4,000

program if they sell even only one a day. They’ll also love talking

to qualified people who have read your book and are easier to

enroll.

You’ll also have the cash to hire more coaches to free up your

time—just train them and give them the blueprint to follow.

Having someone to manage ads, looking each day at Facebook’s

ad platform, is very important once you are spending over $3k

per day on ads, but you’ll be more than able to afford them.

Spending $3k a day on ads (using the same math as above) means

you’re bringing back $102,600 in a single month—clear profit.
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Great Offers Stand the Test of Time

Don’t forget, all you need to have a profitable business is a value

net that you can cast into the water where hungry fish are

swimming. Positioning a great offer in front of the right person

will always make up for bad creatives. Great design, catchy

videos, and slick UX will never be able to make up for a bad offer.

As I’ve said above, technology platforms will always change, but

these core principles separate the pros from all the rest.

If you’re currently running a Facebook ad campaign, and you’re

not able to optimize it at scale, or if you’ve run Facebook ads

before and had to turn them off because you were losing money,

let’s have a conversation and get into the specifics. Book a call

with us at this link:

https://tellus.co/micro-book-call
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Next Up:

Now it’s time to put some critical things into practice. Before

developing a website, a funnel, or creating ad campaigns, you

need to validate your RVP organically with RVP Publishing and

RVP Prospecting.

You also need to write the Micro-Book! We can start growing cash

today if all you have is a $5 book and a $4,000 program. No

funnels. No websites. No Facebook ads needed. Turn to the next

section to get an action plan that gets you results.
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Section Three

Growing Cash Now

There's an old scripture from the Bible that says where there is no

vision, people perish.

Vision is clarity, and without it, you get off track and set yourself

up for failure. My goal in section two was to give you a vision for

creating a scalable company—a model for growing an engaged

audience of readers and a client-based business that is clear and

is sure to succeed.

I could stop right here, and you'd have all of the pieces of the

puzzle. In chapters three and four, I laid out the heart of RVP,

uncovering your Reticular Value and positioning it to your Dream

Client and how to price that appropriately.

In chapters five through seven, we talked about acquiring new

clients by selling a low-priced book, getting them into your

"Magic Three" marketing funnel, and scaling everything with

advertising.

But at this point, it would be easy for you to get distracted with

what I call "bright, shiny funnel syndrome." Tweaking with all
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the gadgets, the fun technologies, and all the ways that you can

grow a million-dollar business before validating your RVP is just

a huge time-waster.

Or you might be totally overwhelmed with all the moving parts

that go into everything. The beautiful thing is that you don’t have

to eat the whole elephant. In fact, I would caution you not to even

try.

If you’re just getting started in the world of online business, the

last thing you should worry about at this stage is ClickFunnels

and Facebook ads. So many beginners have been sucked into all

the guru promises and have been left buried in the “Make Money

Online” graveyard.

So in this section, I'm giving you a plan for implementing the

most critical steps of this model. I'm giving you the steps you can

take today to see results.

This entire book is all about what we do. I've left nothing out. And

I'm even practicing what I preach. I will end up taking some of

the readers of this book, not all, but the ones who want to

accelerate things. I love helping people implement this method

quickly.

So... before diving into the last section, I want to, again, invite you

to book a call with us so you can ask us any of the questions that
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have come to mind as you've been reading through this book. And

if you want to work with us, we have different options available,

from DFY options to coaching you through it. Don't hesitate to

book your free Acceleration Call at this link:

https://tellus.co/micro-book-call
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Chapter Eight

RVP Publishing and Prospecting (Validating

Your Offer First)

Your time is the only scarce resource that you have. All other

resources are abundant and able to be reproduced, but not your

time. You will never get it back. Validating your RVP not only

saves you money but saves you time before you go build out

elaborate funnels and start running paid traffic campaigns.

As I've already said, you could take all of the chapters in section

two, and you would have the entire strategy, but now you need

some action steps—the things you need to do today.

In chapters three and four I gave you the strategy for discovering

your Reticular Value, positioning it to the right people, and

pricing it accordingly.

Now you need the tactics for executing those things well. So in

this chapter you’ll be putting yourself out there with these steps

and getting feedback from the market.

You cannot afford to put the cart before the horse. Automation

and fancy tech can be a distraction when you launch a new offer.

People will tweak their website or their new product for weeks

122



and months before they even have a single conversation with a

potential prospect.

Packaging can start simple, not bloated with a bunch of fancy

features. So, not only are we validating, but we're also making

sure that we're not spending a ton of time on designing and

building the actual program.

I transgressed this idea many times over in my business's early

days. I wish I had heard these things when I started. I love this

quote that comes from a mentor of mine:

"Validate before you automate."

Once you've validated your message and your offer, having sold

your program organically to a handful of people, then you can

begin to build out your program with those people as you go.

In the information marketing, consulting, and coaching

industries, many hours and dollars get wasted developing

products and services that weren't tested early enough with real

people in the marketplace.

You might have fancy marketing and product features, but it

doesn't mean anything if it doesn't solve a problem. Don't forget,

RVP is about solving an exact problem and bringing about a

Dream Client's desired outcome.
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I get many folks who come to me with what they think are great

ideas for a new product or website. In their excitement, they

hastily start building a website for it. I ask them, "Have you

talked with anyone else about this?" They say, "No. You're the

first one." I tell them, "You need to find a buyer first." It's

smarter to sell something that doesn't exist yet than build

something that no one will buy.

In his book, The Lean Startup, Eric Ries said the following:

"Success is not delivering a feature. Success is learning how to

solve the customer's problem. Customers don't care how much

time something takes to build. They only care if it serves their

needs. But If we don't know who the customer is, we don't know

what quality is."

This is why we start with RVP. Understand who you serve and

what solution you give to them. Sell it, then build it. Before we

take a ton of time to make a fancy, premium program, we take the

time needed to craft an irresistible offer.

Offer Versus Product

It's incredible to me how many business owners freeze up like a

deer in the headlights when I ask them what their offer is. I'll go
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to their website, look around, and see what they're selling, and it's

not even that clear.

I might see a list of their products and services, but when I ask

them, "What is your primary offer?" they cannot answer that

question. An offer is not the same as your product, or in our case,

presenting an offer is not the same as listing out the details of

your program.

Take your RVP One-Liner (from Chapter three) and break it

down into a single phrase—like a headline on a sales letter.

Our primary offer is this:

We Help Client Business’s Discover Their Voice

Online And Attract Their Dream Clients Over And

Over Again.

I could probably say that a hundred ways, in different words, but

basically, all I'm doing is presenting who we help and what we do

for them.

The offer is, again, clear and concise: what's in it for them? Start

by listing out multiple versions of your RVP One-Liner (again see

chapter 3 and the last part of RVP 13).
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Offering an Opportunity

The point of having offers is to stand out with something

irresistible, something magnetic. Offer an opportunity with

something strangely attractive and hard to ignore.

An offer is a gift. It’s a moment in time where you present a

solution to someone who needs a problem fixed. Offers feel more

special than items on a menu.

If I ask what your offer is and you respond by telling me about the

product you sell and how much it costs, you haven't offered me

anything. You've just told me some information about something

you sell.

If you can get someone excited before they know any of the details

about what your product entails, then that's how you know you

have an irresistible offer. The highest form of validation is when

someone says, "Where do I sign up? How can I purchase now?"

That's how you know your offer is indeed validated.

The Four Steps To Validation

(RVP Publishing and RVP Prospecting)

Let's now look at four steps you can take to make sure your RVP

is strong, your offer is validated, and your program is ready to
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scale. If all you applied from this book were the four steps below,

you'd be on the road to serious success.

If you've done the RVP 13 from chapter three correctly, you have

everything you need to start taking these steps now. Taking action

in the areas below will bring big shifts in your business and your

personal development.

After you've begun doing this, you will eventually have validated

your offer and program, and you'll be ready to build the systems

and assets that scale your business and make you wealthy.

Step One: Start Writing Online (RVP Publishing)

The best way to learn whether or not you have a strong offer is to

get out there and begin publishing what we call "Flagship

Content" on social media.

Flagship content is simply short to medium-form content like

blog posts or articles. This content embodies your RVP and

represents your personal brand. It becomes the foundation for

gathering an audience of readers for your Micro-Book when it's

ready.

One of the things I coach people in is overcoming the fear and

anxiety of being a daily content creator. Some of that is because of
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their personality. Extraverts and Enneagram Threes love social

media, for example.

But being there helps you build your audience, and more

importantly it allows you in the beginning to "practice in public."

One of the greatest things about social media is that there’s a

massive upside for great content and hardly any downside for

mediocre content. In other words, if you write a dud, it quickly

gets forgotten (if it gets seen at all). So no one will remember

it—which is a good thing.

Another way to think about it is in the beginning, when you’re

cutting your teeth, the algorithm is gracious to you by not

showing your content to everyone. But as engagement increases

and you improve, so does your reach.

You need a relentless commitment to being a focused content

creator on social media, not a distracted scroller. That focus will

enable you to forget that others are there. So starve your

distractions and become a content creator who could care less

what others think or say.

Choose one of the four platforms listed below as your primary

launching pad:
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● Medium.

● Twitter.

● LinkedIn.

● Facebook.

Each platform is unique on its own, but choose the one you think

your Dream Client is more likely to be on and then syndicate your

flagship content to the other three.

Syndicating flagship content on multiple platforms helps you be

everywhere possible. As of now, short to medium-form posts

work best on these four platforms (we could add Quora too, but

I'll give you an idea there in a moment).

Of course, you'll need to format each post slightly differently.

Posting long-form content on Twitter, for example, is only

possible in the form of Twitter threads. And on LinkedIn, you

may need to get creative since there's not currently a way to add a

title; you're also limited to a certain number of characters there

too.

Note: By the way: Don't worry about duplicate content. That

warning comes from the SEO world and has confused a lot of people.

I'm not going to go into the technical arguments here, but our

business model is fundamentally different.
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Social media can very quickly become the engine of your success.

If you've been consistently creating flagship content on these

platforms for a few weeks, a flywheel effect will eventually kick in

and work to your advantage.

You'll reach and engage people in ways that TV and radio could

never have done before. Of course, Instagram and Youtube are

great for other reasons, but I would start with one of the four

above. You're becoming a writer first; you can be a YouTube star

later.

Get used to writing and publishing content regularly, and you'll

see results fast. You'll become a prolific producer—rather than an

aimless consumer.

And as I said above, the other benefit of this is the personal

growth you'll have in your ability to stick to a powerful habit. The

skill of consistently communicating with words will pay huge

dividends in your life in multiple areas.

But for our purposes, doing it on social media also allows you to

see how people resonate with your area of expertise and is a great

way to begin having conversations with your prospects.

"But what do I write about, Nate?"
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If you're asking that question, it's because you haven't gone

through the RVP 13 for discovery. But I get how you might be

feeling overwhelmed with the thought of publishing content

online all the time.

To help with this, you can pull content from your Authority

Accelerator outline that you'll use for your Micro-Book (next

chapter) and also use our RVP Publishing Prompts—a growing

list of daily content templates. (See the link to our resources page

at the end of this book)

Another tip for getting ideas is to use Quora.com. First, look at

the questions that are being asked there by your prospects in your

market. Then, answer those questions on Quora and use them to

publish new content for the other four platforms listed above.

There is no shortage of ideas once you have clarity on who it is

you're writing for and what problem you're solving for them.

You should be able to come up with an infinite amount of posts

that would break into your Dream Client's world and interrupt

their newsfeed. When you create content that targets a specific

person, it goes a very long way.

If you've been using social media as more of a way to connect with

your personal friends and family and to watch cat videos, you're
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going to need to make a mind shift and begin using social media

for your business.

It may feel awkward for you, but here's an easy first step:

Set up your Facebook profile by designing a new cover photo that

says you mean business. I have a free video training on this you

can watch that gives you a visual for this (again, see the link at the

end of the book).

Prime your personal Facebook account with your syndicated

flagship content. When people come and check you out, you'll be

positioned as a thought leader.

Now, don't get me wrong. I'm not saying you can't post things

about your personal life. It's wise to throw those posts in because

your prospects will see that you are normal and not some

mysterious marketer they can't trust.

As engagement increases (and it will if you do this daily), you'll

begin to see open doors for conversations and prospecting (next

step).

You can do very well online without paying for ads by simply

having a deep relationship with a potential Dream Client and

using the RVP Publishing methods I just walked you through.
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Step Two: Become A Social Prospecting Machine (RVP

Prospecting)

While starting a consistent writing habit, you need to begin

leveraging that same content for prospecting. Use your content to

add value in conversations with your potential Dream Clients.

As people interact with your content, connect with them. Follow

them and request a connection. Then see if you can get them on a

conversation (use direct messages or comments on the platform).

I'll give you a specific method for this here in a second, but this

step aims to get the feedback from conversations to see whether

or not your offer makes sense. Then, you can refine your content

and conversations as you go.

Doing this means you're planting seeds like a farmer and

becoming a prospecting machine. Through repetition and

practice, you'll become a beast at clearly articulating your RVP

One-Liner. After a while, this compounds on itself and creates a

steady stream of engagement in your pipeline.

Remember, your RVP One-Liner clearly describes what you do

for your clients in a way that is easy to understand in one

sentence or two. So when you've dropped this RVP One-Liner on

someone who is in your Dream Client market, the next question
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they should ask is, "Wow. That sounds good. How do you get that

done for people?"

Then you lay out the answer to question 11 in the RVP 13. What

steps would you take if you were in their shoes to get their

problem solved? Again, those four to five steps need to be clear,

concise, and curiosity-driven with some unique branding.

Here's an example of how this method could work on Facebook:

Once you've primed your profile (see above) and continue to

create content on it, go and join Facebook groups where your

Dream Client is hanging out.

Use the search feature inside Facebook and type in "women

entrepreneurs," for example, and then filter your results by

groups only. You should then see all kinds of groups related to

your search.

Now, join those groups. Once you're in, start engaging with the

group's content and also posting short valuable content of your

own. Comment on people's posts and interact with the people

who comment on yours.

This is important: Your posts in these groups should not be

promotional in any way, shape, or form. DO NOT try to promote
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your book or your services. These posts should strictly be short

valuable posts that engage people.

Ask questions, deliver helpful information, and come across as

someone who can help. These are not the flagship pieces of

content that you're publishing on your own accounts. Instead, the

goal is to increase engagement and get people connected to you.

Once you've got some attention in the groups, you'll have folks

checking out your profile that's been primed to attract a Dream

Client. There you have more explicit content about what it is that

you do for your clients. In those posts, you present opportunities

for people to raise their hands and ask for more.

You can offer something for free in your flagship content and

include a strong CTA (call to action). The best CTAs ask the

prospect to leave a comment in your post—a virtual hand raised,

showing you they're interested.

From there, request connections with the people you're not

connected with and send them the thing they're opting in to

receive over Facebook Messenger. Then, in that Messenger

conversation, you're able to ask questions and see if you can get

them on a short call that offers real help without a sales pitch. We

call this an interest call (next step below).
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The process I just laid out is often called a two-step social funnel

by many marketers. Get someone to raise their hand in the

comments of a valuable post (step one). Interact with them over

Messenger and get them on a call (step 2). No website or fancy

funnels needed!

Of course, this same strategy can apply to LinkedIn or any social

media network that has groups and a direct messaging platform

attached to it.

Step Three: Fill Your Calendar With Short Interest Calls

I've already touched on this, but it's a crucial step—especially in

the beginning. Get them out of a messenger conversation and

onto a phone or web call.

An interest call is presented as a quick ten-minute conversation

with a low commitment for them—and it doesn't have a sales

pitch attached. But on your end, it gauges their interest and

qualifies them for the next step.

You're not presenting your offer here (more on why we don't

believe in "the one call close" model below). Instead, you've

simply been getting them to take a series of micro-commitments

that lead to where you want them: An Acceleration Call.
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Step Four: Learn The Art Of Acceleration Calls (Sell!)

At this point, if you have them on a second phone or web call, you

should have no problem at all enrolling a new client into your

signature program.

This isn't the first time they've met you. They have shown interest

in you by being on this call and believe that you could help them.

So this is far from a cold call. Later in this chapter, I'll be going

over the specifics with a script on conducting the call itself, but let

me first explain why we call it an Acceleration Call.

An Acceleration Call is an actual "strategy call." This is not just a

sales pitch. It's a coaching call that gives them a valuable strategy,

moving them forward more quickly than if they tried on their

own.

If you can help them before you help, they will be sold. If you can

show them that your expertise can accelerate their

transformation, your conversion rates will be through the

roof—but again, more on this in a moment.

Recap: The sequential order of the above steps is critical to

understand:

1. You create flagship content to attract the right readers.

2. You connect with your readers and strike up conversations.

137



3. In those conversations, you do all you can to qualify them

and schedule short interest calls with them.

4. Your interest calls are a low bar commitment for them and

all about providing help.

5. You schedule a follow-up Acceleration Call aimed at

helping them understand your offer and enrolling them

into your program.

Note: If you already have inbound leads coming into your existing

business over the phone or through your website, then you have a leg

up. Just begin looking for ways to pivot your conversations to test

your new offer in this case. However, I still strongly recommend

using the above steps so that you start developing the habits of a

prolific thought leader.

138



Your First Phone Conversations

You might be thinking: "Nate, I cannot stand the thought of

being on the phone with a stranger, trying to sell them

something." And this is where if you're like I was, you need to

have a few mind-shifts and some belief changes in how you think

about selling.

First of all, don't forget that you are helping them, not selling

them. If you've done RVP correctly, and you've done the organic

value posts that I just suggested you do, you've already got them

in the process of believing that you can help them. And when you

get them on the phone, it is the highest level of help before they

decide to cross the "free line" into making a value exchange with

you.

They pay you. You keep helping them. Get used to it. It's

wonderful.

You'll ask them questions about their current situation. You'll ask

them questions about their pain points, their frustrations, and

their fears, based on the Dream Client profile that you've already

done work in using the RVP 13. A lot of these conversations will

help you refine your RVP 13 even more.

But again, you're helping them, not selling them. Once you see

that your expertise is transformative to someone who needs a
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dream outcome, you will never be fearful of offering solutions to

problems again. And the people you are helping will be so grateful

in the process.

We Do Not Believe in the One-Call Close Model

As I said earlier, we don’t believe in the “One-Call Close” model of

sales. This is when a tough, hard closing sales guy tries to force

his prospects through manipulation, fear tactics, and other

sneaky techniques on the first call.

As I mentioned earlier in this book, we do not believe that you are

trying to sell ice to an Eskimo. If you feel like you have to

persuade and manipulate and convince an Eskimo to buy your

ice, then you're doing this all the wrong way.

So even in the phone conversation, you can pre-frame your

interest calls by simply saying, "I'm not here to be a hard closer. I

want to simply get into your current situation and see if we

might be a good fit to work together in the future. If not, we'll

point you in the right direction."

Simple words like that are incredibly disarming for people who

are afraid of being closed over the phone. And again, if you've

helped them in a former post or messenger conversation, then

they're more likely to be disarmed anyway.
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Here's one of the biggest tips I received when I was conducting

sales calls for the first time: Don't talk too much. Be a confident

but empathetic leader and take notes. In my sales conversations

with people over the phone, I have learned to shut up and listen.

Saying shorter, more concise statements makes me appear to be a

more competent consultant.

There's an old proverb from the Bible that says, "Even a fool is

considered wise when he keeps his mouth shut." There's hope for

everyone!

Be comfortable with silence, and don't try to fill the void with

your words. As soon as you begin to talk too much, you'll

unintentionally overwhelm your prospect. When you're asking

questions, they're the ones who talk anyway. And as they talk,

they're opening up opportunities for you to discover pain points,

frustrations, and things you can solve with your offer.

Take Notes and Record Your Acceleration Calls

It's critical to take notes and particularly highlight things that

they say so you can circle back and reinforce that it was from

them and not something you came up with on your own. After

taking a fair amount of notes and listening well, you can

determine pretty quickly whether they would be a good fit for

your program or not.
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And here's where you can stand out from so many other hard

closers. As you talk to them, there may be people who are not the

best fit for you, and you need to be okay with that. It would be

best if you even told them, "I'm not sure you're a great fit for

what we're doing," instead of being so desperate to close the sale

and make it work.

You’re showing them that you are a trustworthy leader, and they

can refer you to other people that they may know who you can

serve better. Doing this can get you great referrals in the future.

But if you see that they are a good fit for your program, simply tell

them. Say something like, "After hearing what you've told me, I

think you would be a great fit for this new program that we are

rolling out. Would you like to hear some more about it?" By

asking them for permission, nine out of ten times, they're going to

say yes. But it also positions you as a respectful leader and

mentor.

Then you simply present a very brief overview of your offer. And

again, this is your "RVP One-Liner" and four to five steps from

RVP 13 (question 11). Keep it simple; keep it clear. They have to

be able to understand what it is that you're offering them.

If you have The Magic Three already in place, as described in our

Tellus Engagement Funnels chapter, you can lay out the
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different options for working with you. But at this point, you're at

one of the most critical parts of the conversation.

Once you've presented the offer briefly and concisely, you shut

your mouth, and then you listen to see what they say next. This

may feel awkward because most people in our shoes, when laying

out offers, tend to continue talking about what it is that we do.

We spiral into talking about features and fancy add-ons that we

provide, rather than keeping it concise, clear, and to the point.

Listen closely to how they respond after you've said it. This

signifies whether it was clear or not, but your prospect is sure to

have more questions. The most burning thing on their mind is

one thing. Pricing. How much does it cost? But don't present that

unless they explicitly ask for it.

If you're sensing at this point that maybe they are slightly

confused or not entirely clear, you can offer a follow-up call that

goes into more details or a demo of your new program, where you

give more of your expertise.

On this second call, you can provide them with a taste of what

they can expect if they enroll with you—extra coaching or

consulting or a small piece of your program for example.

You might say: "Here's an idea... Let's set up a follow-up call to

go into some more details of what we do and possibly even give
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you a taste of how we can help you. Between now and then I can

send you some more information. How does that sound?"

But if your offer is compelling, concise, and packed with a lot of

punch, then they are likely to say something like, "This all sounds

amazing, but also expensive. What's the price?" If something like

this is thrown out, you simply let them know their options. And

then you stop talking.

Do not continue to go on and on after you've mentioned the price

because it sounds like you're trying to justify it. Let them know

the price and see how they respond. What's fun to see in these

moments is that the right prospects tend to end up closing

themselves without needing any help from you. They go back and

forth saying different things, and you're just listening.

Be sensitive if there’s too much awkward silence at this point. You

don't want to leave them all out there in the water to drown

without your help. In this case, the best thing to do is to ask more

questions and keep the ball in their court. Questions like, “how

are you feeling?” go a long way.

Of course, you can come back to things that they have said while

you've taken notes on the call, reinforcing different pain points,

highlighting various statements that prove their need for your

services. And, it's helpful to say things at this point like, "I know

this is an investment, and we don't expect you to make this
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decision lightly." Again stay silent after saying something like

this.

They will ask: "Is there a payment plan option?" Offer it, but

make sure your full pay price is 20% less than the payment plan.

Cash today is better than cash that hasn't come yet. Reward the

people who pay in full. Again, give the details and let them talk.

If it goes on too long and they're going in a circle, keep bringing

them back to things they’ve said that underscore their need for

your help. Show them this is a good decision.

Remember you're serving them. Prove that you're not a one-call

closer.

Now there are those cases where the prospect is ready to go. They

have the money and can act even in the first conversation with

you. But depending on the price of your program, this is unlikely.

Note: If this is the first time you are selling a high-ticket program, we

suggest you start as low as possible with your pricing. You can revisit

Chapter 4 to come to as fair a price as possible.

When starting on a new offer, you're more likely to get validation

by asking for people to help you in what appears to be a beta test

program. This isn't a test to see if your program works or not. It

means that since the program is new, you can get people in at a

lower price for a short amount of time to get feedback and
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testimonials for later as you continue improving it. We started

offering RVP Lab in this same way with some guinea pigs that

helped us create the program.

Sell first, then build as you go.

Taking Payments Over the Phone

Taking someone's credit card information over the phone can be

nerve-wracking, especially if you've never done it before. I

remember the first few times I did it and how nervous I was

taking someone's credit card information over a telephone

conversation. Taking their card number was, on one hand,

terrifying, and on the other hand, exhilarating. Here this person

was trusting me with very sensitive information.

As far as how to do this, it's pretty straightforward. If your

prospect says they're ready to go, let's do this, or anything that

insinuates that they want to join you, then you simply say

something like this:

"Our enrollment process is pretty simple. We'll take payment

information over the phone, and I'll give you the next steps as

we're on the phone here together. How does that sound?"

Most people will tell you, "That sounds great." If you have anyone

push back and they say, "I'd rather not give you my credit card
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information over the phone," You simply can say, "That's fine, it's

just easier and faster if I do it for you, but I can send you a link

now, and we can walk through it together."

Note: One benefit about them ordering it themselves (but still over

the phone with you) is that you can get pixel and tracking data back

to your systems so you can see ROAS and ROI etc… If that sounds

overwhelming, just ignore this note. Keep things simple!

Explain to them how their information is safe and stored on a

secure, encrypted payment gateway. For this, we encourage you

to use Stripe. It's effortless to set up and add new customers,

taking their payment information in one spot.

At this point, you have received the highest form of

validation—someone who pulled out their wallet and purchased

from you.

Now, as I said earlier, the process of validating your offer does not

need to take forever. If you're having good Messenger

conversations, a few phone calls, tweaking your RVP and doing it

over and over again, you're getting better and better at clarifying

your offer.

As you get better, you're getting closer and closer to enrolling

your first client in your new offer. If you're already an established

business, this would not be hard for you. As I said, you may have

inbound leads or referrals in your existing business. Simply tweak
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and pivot your conversations to present the new offer, get a few

sales under your belt, and you're validated.

Many client-based businesses do this model very well and never

actually use paid traffic and advertising to scale. They like where

they are with their workflow of getting clients, and they're

delivering a great product without paying for any advertising.

Building an audience on social media with organic flagship

content can actually build a very profitable business for you.

There are case studies where you can see businesses doing

multi-five-figure months without any advertising spend at all.

But I know that you'd like to scale and automate. I know that

you'd like to keep things more peaceful because the manual

day-in-and-day-out of social media conversations can wear you

down after a while.

The conversations on the phone can take their toll as well if it's all

on you. It's just hard to continue working in a business like that.

You need to scale, automate, and outsource different parts of your

business so that you can step away from the day-to-day.

But you cannot scale something that is complicated. You have to

keep things simple in the beginning. And it's the disciplined

approach of getting validation that helps you do this.
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Simple Systems for Fulfillment

Please keep your entire system simple regarding everything laid

out in this chapter. Don't overthink your technology stack. There

are four things that you could get today that are next to free and

could run your entire business.

Streak. Streak is a great way to have a CRM for free that

integrates right into your email. It organizes your conversations

and helps you stay clear-headed as you begin to schedule more

calls. It allows you to take notes on your prospects, link to

messenger conversations, and do your follow-ups from your

email in an organized way. Check out Streak.com for more.

Stripe. You need a way to get paid! Stripe is perfect for this and

has to be in your tech stack. I just mentioned that above, but it is

a great way to collect payments over the phone.

Google Drive. With its docs, spreadsheets, and other things,

Google Drive is a fantastic way to deliver digital content. Layout

your programs, your worksheets, your frameworks in simple

Google docs and share them with your clients. Don't think

because it's not in a fancy membership site that it's not valuable.

It's the content of your framework, and your personal attention

that's valuable.
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Loom. The fourth and final thing is a fantastic video recording

tool that we still use every day called Loom.com. Loom allows you

to capture a video of your computer's desktop while you talk over

a presentation.

After you're done recording, you get a simple Loom link that you

can send to your prospects and clients. They feel like there's a

personal touch here, which has an incredible amount of value

attached to it. The videos are also downloadable, and you can

upload or embed them anywhere you'd like.

Final Tips on Fulfillment

We want you to have something that's leverageable, something

that you can scale, but you may have some things that are only for

a limited time in the very beginning. For example, when we

started RVP Lab, I gave my cell phone to every student enrolled.

I reached out to them with text messages and called them, and

they had direct access to me. Of course, this wasn't scalable as

we've grown, but it gave a tremendous amount of value upfront,

and it was easier to do at that time. My number one tip with all of

this is to over-deliver. Give as much value as possible if you're just

getting started.

The more you help your clients, the more value you give them, the

better testimonials you'll get. And you can use those testimonials
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as you begin to grow, adding them to your sales pages and your

follow-ups.

But don't forget your objective: You want a standardized product

offering, and simple systems that you can scale.

Oh and get ready to raise your prices. You're not going to be in

this startup stage forever. After you get a handful of sales and

people who you’ve delivered results to, get their testimonials for

your TEF.  You're validated.

Next Up:

Now it's time to write the marketing asset that allows you to

attract your highest potential Dream Clients and bring you more

freedom and cash into your business.

I want to give you our method for writing Micro-Books fast.

I talked about why you need the Micro-Book model in Chapter 5,

but now let's talk about how to write it quickly, starting today.
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Chapter Nine

Authority Accelerator Writing Method

If you’ve read this far and taken action, it means you have

everything within you to write a Micro-Book that generates

predictable revenue in your business.

But most people who say they want to write a book never do.

They'll put it in the "someday" category, thinking that they'll get

to it when the time is right, but it never happens.

If you're feeling overwhelmed with the amount of work that you

need to do, I understand. It's not something that happens

overnight. Book writing by itself can feel incredibly overwhelming

to someone who is brand new to all of this.

But I'm hoping you'll see in this chapter it's not the daunting

"bucket-list" item everyone makes it out to be. The method you're

about to learn in this chapter helps you write the book quickly.

You are about to outline, write, edit, and publish your book fast.

I'm giving you a specific template—an outline designed to help

you generate buyer leads. You want the quality of the people who

book calls with you to be high. You want them to be pre-framed

and pre-qualified as much as possible, and nothing does this

quite like a book, as I've said.
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The outline formula that you'll soon learn brings your potential

Dream Clients on a journey to pre-qualify them and pre-frame

them for your high-ticket program.

Again, I've been giving you an example of this model in the pages

of this book. By the time you have a conversation with me or

someone on my team, you should clearly understand what we do

and what we offer.

Depending on how quickly you want this done and how closely

you want someone who can hold your hand through the steps, we

have a handful of options available to you. Even if you don't end

up working with us, we can still give you a few tips based on your

business and answer some of the questions you might have had as

you've read this book.

We live and breathe Micro-Book marketing day in and day out.

We love rolling up our sleeves with our clients and getting them

results. We can point you in the right direction if it's not the right

time for you to work directly with us. I've said it multiple times

now: Book your free Acceleration Call at this link:

https://tellus.co/micro-book-call

Throughout the rest of this chapter, I’ll go over the five-step

process for writing the Micro-Book fast. Step one is using your

RVP 13 as your foundation. Step two is creating an outline that

lays out your ideas and your RVP in a way that engages them to
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keep reading. Step three is dictating  your outline and

transcribing your first draft. Step four is formatting your

manuscript, and the final step is publishing your Micro-Book.

Let’s go through each one in detail.

The First Step: Get Out Your RVP 13

Writing a book doesn't have to take longer than two months. With

the method laid out here, it could even get done in as short as two

weeks. I'm using this method as we speak. As you read these

words, I am using this same method and the outline I'm about to

discuss.

When you first write your outline, you'll need your RVP 13 in

front of you and the work you did from chapter three. In question

12, we had you lay out some long-held misnomers from your

industry that you passionately want to destroy. These are sacred

cows that are flat-out wrong that you want to expose, limiting

beliefs that your marketplace has or half-truths that need to be

corrected.

From this, you develop an RVP thesis. Your RVP thesis is the

heart of your Micro-Book. It is the "big idea" or the hook that gets

people's attention. Not necessarily your title, even though we aim

to create a great title from this RVP thesis (I'll break down how to

come up with a great title at the end of this chapter).

154



The wonderful thing about doing the RVP 13 (chapter three), and

RVP Publishing (chapter eight) first is that you've got a great head

start on writing your book.

As you go through this chapter, make sure that you have the RVP

13 in front of you.

Remember: Your Micro-Book embodies your RVP and specifically

walks your prospect through the exact steps you would take to get

the outcome that you know that they want.

Question 11 in your RVP 13 is all about laying out the four to five

steps that you would take if you were in their shoes to get the

results they need. Those four to five steps become the entire

framework of your book.

The Second Step: Write Your Outline

Your book should have five primary parts. The first part is the

intro, followed by three sections, and then the last chapter

consists of a conclusion of the book and the reader's next steps.

Here's a basic outline for a visual:

1. Book title

a. Introduction

2. Section 1

a. Chapters 1 and 2
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3. Section 2

a. Chapters 3 - 6 (if you have four steps from RVP 13)

4. Section 3

a. Chapters 7 to 8 (critical takeaway chapters)

5. Conclusion and Next Steps Chapter

Let's break down each part of the book and how you should draft

your outline.

Your Introduction

Your introduction needs to simply be where you state your RVP

thesis that comes from your RVP 13. Just look at the opening in

this book, where I tell you that you can become a highly paid

coach or consultant by selling a low-priced Micro-Book, without

needing to be a webinar guru or a hard-closer. You want the

primary hook and idea of your Reticular Value to capture them

right away.

You'll also talk about your reasons for writing the book—to

deliver real value and attract high-class clients. It's important to

state that and tell them you're giving them a book that contains

the necessary information that will produce results.

You'll then provide them with an overview of how the book flows.

Your introduction should not be that long. You're simply setting

the stage for your RVP in the chapters that follow.
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Section One

Section one contains your first two chapters. Here you're talking

about your story and why it matters to the reader. We call this

your hero's journey of victory, and we lay out a specific formula

for guiding your reader through your personal story, experiencing

pain, problems, challenges, and how you overcame them.

The TELLUS formula is simply an acronym that helps you

move your story along, presenting the "before" and "after" of how

you got to where you currently are as the expert that can help

them.

The acronym looks like this:

T—Tell them the problem at the beginning of your story that you

were facing. This is the before part.

E—Expand and dramatize how the problem impacted your life.

Agitate it and expose how painful it was. Doing this massages

your story in such a way that brings heartfelt vulnerability. You

must connect your reader to your story emotionally and help

them see that you were also in their shoes once, even though

you're now an expert.
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L—Lead indicators. Lead indicators are the habits and things you

changed that led you to discover your problem.

L—Lag indicators. Lag indicators are where you begin to show the

outcomes you achieved after you applied the lead indicators and

solutions to your situation.

U—Unveil your RVP One-Liner. You're beginning to now talk

about your offer. Your RVP One-Liner carries a lot of punch and

power at this point and clearly articulates that you have been

where they are and are now the expert to help them get the same

outcome.

Here's a different version of our RVP One-Liner:

“We work with coaches, consultants, and business leaders in a

12-week accelerator program that we call RVP Lab. In this

program we help them become prolific content creators online,

and build out a business system that turns readers into

high-class clients. But it all starts with discovering their RVP,

finding their writer's voice, and publishing a short book just like

the one you’re reading. “

That's literally what I had in chapter one of this book!

S—Sell them on reading more. Why should they continue

reading? Give them a reason to turn the page. This can be as
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simple as a single sentence that says something like, "If you'd like

to also write a short book that brings in the perfect leads for a

high-ticket program, then continue reading."

This particular outline aims to use persuasive copywriting,

keeping the reader moving along and making them want to read

more.

The second chapter of section one is the assessment chapter. You

invite your reader to go through a short assessment with a list of

questions that force them to be honest about their current

situation and move them into discovering the solutions that help

them improve their score in the rest of the chapters that follow.

I did this in the second chapter of this book with the ten true or

false questions. Keep this simple but keep it significant enough to

show them where they currently are and that your framework

helps them raise their score.

Section Two

In section two of your book, you're getting into the meat of your

content, going over the four to five steps that you would take if

you were in their shoes. And again, this is taken from question 11

in the RVP 13.
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These four to five steps are also the core of your signature

program. Each step could be a separate chapter, so if you have

four steps, it would be chapters three to six. This depends on how

you decide to lay out the steps, but each chapter only needs three

specific parts.

One, you'll state the chapter title with a thesis on why it's

important and what you will share. Two, what are the points that

support your chapter's thesis (pick three to five points)? And then

three, you lead them and invite them to turn the page,

continuing them along. Make your last statement tee up the next

chapter. Repeat that format for all of your chapters in section two.

Section Three

In section three, which is likely to be chapters seven or eight, we

want you to write out two more chapters using the same outline

as I just described, with the chapter title, thesis, why this is

important, and what you will share. But in this section, we're

talking about how they are to take action, executing the essential

takeaways from section two.

Here we're wanting to show them that they can go and get results

now if they take action, which is what I've been doing with you in

the last chapter and this chapter. I'm giving you actionable steps

that you can go and implement today.
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A very important side note here. Some of our clients have

struggled with the idea of giving their reader the same

information that is contained in their high-ticket program.

The struggle to lay it all out there and hold back the "good stuff" is

rooted in a limiting belief where you think that if you give them

everything, they won't buy anything from you in the future. This

couldn't be further from the truth.

A valuable book is a book that helps someone. I don't want you to

hold back at all in this book. You want to bear all. By proving that

you can help your readers, you warm up the highest quality

prospects for future sales conversations.

The second reason you don't hold back on the "good stuff" is

crucial to hear.

Suppose your high-ticket program is purely informational, giving

them the same information in a higher quality format (video

training, for example). If that's the case, you shouldn't be

charging very much for that. Please hear me: Your high-ticket

clients are not enrolling in your program to get information from

you. They're enrolling to get results and outcomes.

They simply want to leverage your direct expertise and accelerate

their results. They want to get across the finish line quicker than
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they would if they just read the book. This is very important. Your

high-ticket offer, your signature program, has to focus on helping

them get the result and get them the outcome.

The book gives the reader all the necessary information to

succeed. But if you're personally working with them, whether

that's coaching, mentoring, or doing it for them, you're giving so

much more than information. You're giving them

Transformation.

The book drives the hungriest prospects toward you to get results

quicker. So again, bear all, share your best secrets, hold nothing

back.

Your Conclusion and Next Steps Chapter

After section three, we have the conclusion and next step section.

In this section, it's merely wrapping up everything by restating

your RVP thesis and why it matters, and then by giving them one

final call to action to book a call with you. Restating the hook that

got their attention in the first place reinforces their need to find a

solution to their pain point.

I also suggest you have a "before I let you go" statement in your

last chapter. An example of this would be this: "Before we say

goodbye, I'd like to remind you where I was at the beginning of

my own journey..."
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And then you go on to talk about the before part of your story,

taking them back to the pain and the problem where your

prospect might currently be as they read it. And you'll say

something like, "If you're like I was, I can relate."

Reminding them of your story solidifies the trust that they have in

you and endears them to your brand, your personality, and your

offer because you've been vulnerable and open.

And lastly, don't forget to invite them one last time to book a call

with you or your team and take the next step. As you've seen in

this book, I've done that numerous times, as you should too, but

especially at the very end.
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Keep your outline simple.

My last tip on the outline is to make it clean and simple. The

outline is just a dictation prompter to keep you on point as you

flesh out your book's content. So let's talk now about dictation.

The Third Step: Dictate Your Outline

After creating your outline, the next step to do is to record

yourself talking through it. This is one of the most

counterintuitive parts of writing a book.

Most people think of book writers as folks who sit in a library at a

typewriter or a computer, banging away at the keys with a blank

screen in front of them, looking for ideas, crafting words and

sentences together like a wordsmith.

Right now, I'm speaking into my phone using a dictation app that

captures my voice and my words and then transcribes them for

me. For this, we suggest you use something like rev.com.

You could also simply record yourself on an external hard disk

recorder with an SD card and then submit that audio to a

transcription service online. Places like Fiverr or Upwork have

lots of people who can do this for you. This service is also

something that we offer our clients, by the way—wink, wink.
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Dictating is better than sitting down and writing. The truth is,

many famous authors today don't sit down and type out their

words. There are a few reasons for this.

The first reason is that the average human can speak about 5,000

words per hour, which is much faster than typing. This model

means that if you set aside seven hours this week, one hour per

day, to dictate your outline, you could have a book with 35,000

words. You would have more than enough material in one week.

A Micro-Book of a hundred pages typically contains 22,000

words.

The second reason we want you to dictate is that you tend not to

edit your words as much. When you sit down to write a book at a

computer, you typically self-edit as you write. Writing, by

definition, is a discipline that drives your thoughts through the

filter of your mind before you put the words to the page. It's

almost impossible not to self-edit your thoughts as you put them

to paper.

With dictating, you just flow with your thoughts and words. You

talk. The dictation device captures your thoughts, and it gets

emotions and sentiments that you might not have said otherwise.

It tends to open up more engaging communication styles when

you do this, and as you get more disciplined and better at this

practice, you begin to be more natural than you are when you sit
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down and type out your thoughts. Just opening up and speaking

from the heart allows some of the best ideas to occur in written

form.

Now, much of this won't make it into the book. The things that

I'm saying into this dictation device now are going to get edited.

But that's for the editing phase, not the dictating phase. I'm

getting my thoughts out as I pace around this room that I'm in,

and my ideas, my creative flow is working much better than if I

sat down to type out my thoughts into written form.

Your first few times doing this might seem awkward because

you'll even be tempted to self-edit the things you speak, and apps

like rev.com for your mobile device make it easy to self-edit. I'm

looking right now at a little pause button where I can pause and

collect my thoughts if I'm going too far down a rabbit trail that is

off my point.

But the more you get used to dictating, the less you'll stop and

start. You'll get better at just speaking and thinking out loud, and

you'll not worry too much about how it gets collected. That's the

job of the editor. I'll explain the editing process in just a moment,

but first, I want you to imagine getting into a discipline each day

where you dictate yourself speaking.

If you were to spend an hour each day dictating your thoughts,

you would have so much content. Yes, of course, we're talking in

166



this instance about your Micro-Book, but I want you to think

about future pieces of content: blog posts, email follow-ups, ads,

articles, and even new books.

By getting your thoughts out of your mind and into written form

through transcription, you can now become a content-creating

machine. I love this. I don't even really want to move on from

talking about it as I pace in my room, dictating myself, talking

here!

Alright, now that you've got your book dictated in audio format

and transcribed, you simply send it off to get edited. We highly

suggest that you do not edit this yourself. Editing is where most

authors end up spending a tremendous amount of time with their

books.

They get way too nitpicky on things that don't move the needle.

Most readers don't care about the things authors get nitpicky

about when they edit, so this is an excellent opportunity for you to

outsource this particular part of the book writing process. Again,

you can visit sites like Fiverr and Upwork to find copy editors or

talk with us about getting this all done for you in one of our

premium programs.
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The Fourth Step: Formatting Your Manuscript

After you've gotten back your edited manuscript, now you simply

need it formatted for the different digital platforms. I tried doing

this on my own with the first two books that I wrote, and it took

way too much of my time, and it stressed out my family

immensely.

Book formatting is something you can outsource to someone who

can do this a lot faster than you. It can get very overwhelming if

you're doing this yourself because there are many steps to this

process.

For our purposes, we only need a few different versions. We need

a Kindle version, which is what's called a .mobi file. You also need

an epub version that can be used in multiple formats, including

iBooks, Nook readers, and most eBook applications. It's also

smart to have a PDF version. PDF files can be read on almost any

digital screen.

The Final Step: Your Book Title and Cover Design

And the last part of the process is, of course, the most critical.

Sorry to say, but people judge books by their covers. If you don't

have a great title and cover design, you will persuade no one to

give you their attention in the first place. The cover design is the

easy part. It just needs to be sleek and modern. Designing
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artwork itself is another task you can outsource with sites like

Fiverr or Upwork.

But without an attention-grabbing title, an elegant design won't

do much for you. If you've got a strong hook developed out of

RVP and the RVP Thesis, you could probably sit down and come

up with a list of title variations based on your RVP Thesis. The

book title matters immensely.

Don't make this too complicated. Your reader needs to get

hooked, and unclear titles do the opposite. Avoid trying to have

titles that use an imaginative play on words that you think will

attract people by being creative and unique. Being unique matters

a great deal (more on that in a second), but try to get a short and

punchy title that's clear, along with a sub-title that draws them in.

Here are some great examples of a few titles that grab people:

The E-Myth Revisited: Why Most Small Businesses Don't Work

and What to Do About It

Buy Then Build: How Acquisition Entrepreneurs Outsmart the

Startup Game

The Consultant Next Door: The Modern-Day Consulting

Playbook for Getting Clients & Getting Paid

Yes!: 50 Scientifically Proven Ways to Be Persuasive
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Outliers: The Story of Success

Sleep Smarter: 21 Essential Strategies to Sleep Your Way to A

Better Body, Better Health, and Bigger Success

Those titles each have a very similar template:

Short Title: Subtitle that explains and sparks interest

But let's come back to the type of book we're writing. Let's do

what Stephen Covey suggests and begin with the end in mind,

where we have our premium offer as the back end to this book.

A book title that gets your Dream Clients interested in learning

more has to speak directly to them. Take the one idea from your

RVP and put it into a hook that catches people's attention. Below

is a template for a Micro-Book that builds a million-dollar

business.

Unique Title: How to (insert amazing result) by doing

(unique method).

A title that attracts a potential Dream Client communicates a

promise that helps them with their primary problem or pain

point. It also ties into something that makes sense to them but
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sounds new and exciting. This is done by having what is called a

Unique Mechanism.

What Are Unique Mechanisms?

Most marketing books and marketers like myself are using tried

and true principles that stand the test of time over and over again.

We repackage them in more unique ways because our markets are

becoming more and more sophisticated. Marketer Todd Brown

calls this a unique mechanism.

A unique mechanism is something that sounds new. It is

something that has not been heard before or seen in your

marketplace. At the same time, you’re not necessarily reinventing

the wheel.

As I mentioned earlier, many of my book's ideas are not that

unique to me, meaning I didn't come up with the core ideas on

my own. There's nothing new under the sun, except new ways to

communicate old things.

A unique mechanism allows you to stand out and differentiate

yourself from all the other marketing messages that people

continue to see over and over again. Here's an example of a poor

book title:
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Get More Clients: How To Get More Clients Using

Digital Marketing.

That title is generic and downright dull. People have seen

those types of claims for years now. It's so Plain Jane and doesn't

offer anything unique. If I want to get more clients using digital

marketing, all I have to do is search for that on YouTube and

learn a few things.

But If I say:

Magnetic Micro-Books: The Surprising Path For

Building a High-Ticket Business With a Short $5 Book

That sounds like something new, something that's never been

done. The truth is, I am standing on the shoulders of giants, to

quote Isaac Newton. My ideas aren't entirely new to me, although

I've created new ways to connect the dots that others haven't

expressed.

Reticular Value Positioning in itself is a unique approach to

activating your creative flow state and coming up with the perfect

Dream Client profile that helps create irresistible offers over and

over again. But the core principles have been around for a long

time.
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Even this Authority Accelerator Writing Method isn't all

that new to me. Many people record themselves talking. Some of

the most famous authors of our time have used dictation and

ghostwriters to create their books.

Authors like Michael Crichton, Tom Clancy, James Patterson,

Stephen Covey, Jack Welch, Donald Trump, Richard Branson,

and even Ronald Reagan have used them. They started with

in-depth research, collected it in the form of an outline, dictated

themselves talking through it, and then passed it off to either an

editor or even a ghostwriter to make it a great book.

Coming up with a unique mechanism that gets attention takes

deep work (using RVP), but your book title needs to communicate

something fresh, new, creative, and it needs to capture your

potential Dream Client's attention.

Chapter Summary

This chapter alone gave you a specific plan that you can go and

implement. You will see results if you take action.

Follow the Authority Accelerator Outline that I went through

above using the TELLUS copywriting formula with your story,

followed by the steps your reader needs to take to get results.
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Include all the necessary information for your reader to

implement. Your desire to help them will win them over, and

you'll have the highest quality leads you could ever have in your

business.

Your title is everything. Apply RVP's deep work to develop a

unique mechanism that ties into their desire to find a solution to

their problem.

It's about time for us to part ways, but I have one last chapter to

give you a practical roadmap for your journey ahead.
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Conclusion and

Next Steps
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Chapter Ten

Your Roadmap to Becoming a Carefree Author

and Business Owner

You've just learned a business model that, if properly

implemented, will dramatically change your business and your

life in the next three to four months.

In this last chapter, I want to give you a timeline for where you

should be with this process.

Again, as I've said numerous times, this is a simple process, but

it's not an easy one. It's why we're here. We nerd out over this

stuff every day with our clients. We hold their hands to walk them

through this process in a way that accelerates their success. To

learn more about how we work with people, don't forget to

schedule a free acceleration call with us at this link.

https://tellus.co/micro-book-call

A Realistic Timeline

Here's a realistic timeline that you can expect while implementing

these things.

RVP Discovery is the first phase, which I talked about in

Chapters three and four, and can take you two to three weeks. If
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you have a coach with you, you can shrink that down to about a

week. Just sit down and go through the RVP 13 (Chapter three)

with the eight profit primers (Chapter four) to help you

understand how to put together a high-ticket, high-class

signature offer.

The second phase is the RVP Publishing and Prospecting

Phase. I went through that process in Chapter eight, giving you

the steps to implement today for turning into a prolific online

writing machine and getting feedback from the marketplace. You

need to practice putting your offer in front of your Dream Clients.

This part of the RVP process should be ongoing. Doing organic

social media posts, crafting new offers, and putting them to

market is something a marketer always does. But after this you

won’t simply be a marketer. You’ll be a writer.

But after having your offer validated, you’ll move into scaling so

you can get your time back. Organic marketing can be a very

time-consuming grind.

It doesn’t have to take you forever before moving on to the book

writing and scaling phase. As soon as you enroll your first

customers or clients, and they’ve happily given you a testimonial,

you know that it is a valid offer. Now you can sell it to many more

people.
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The third phase is the Micro-Book Phase. This phase is usually

four to six weeks if you do it right. Again, we're taking everything

from the RVP 13 from chapter three and putting it in an outline

(and even flagship content you’ve been posting can be used).

Then you’re recording yourself talking through the outline,

getting it transcribed and sent off to an editor. After that, you’re

ready to get it formatted for digital, and get a great cover and title.

At this point you’ve self-published your own book!

All of that can take a little bit of time. For some, it takes a lot

longer because they're still going through RVP Discovery, and

they haven't quite landed on their big hook. It can be very quick

for others if they've spent enough time discovering their Reticular

Value and putting it in a clear and concise RVP One-Liner.

Once your book is done, you're ready for the fourth phase. It’s

time to put your book in a Tellus Engagement Funnel.

Developing the funnel can actually happen while you're working

on the book. As the book is getting written, you're thinking

through the specific self-liquidating offer to acquire your buyer

leads, as I discussed in the sixth chapter.

But designing your funnel and writing your follow-ups can take

anywhere between two and six weeks.
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Once the funnel and book are ready, you’re ready for the fifth and

final phase: Scaling with Paid Advertising.

You’ll set up and test your first few ad campaigns where you're

putting the book to market at scale. You're putting paid

advertising dollars behind your RVP.

Testing a campaign can be anywhere between two and four

weeks, but after the first month, you begin to see what works and

what doesn't.
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Your Options Moving Forward

Let me lay out very clearly what your options are for getting this

done. The first option is you can do this yourself, and I believe

you totally can. The blueprint is right in your hands. I've given

you the plan, the resources to use, and the tools to leverage. If

you're a person who can take quick action and learn new things

quickly through implementation, you should give this a whirl.

But you've got to consider the hurdles that will come up along the

way and be prepared to overcome those obstacles. You will likely

have questions about several things. All of those answers are out

there by merely digging and making sure it's the right answer. But

be prepared for it to take longer if you do this on your own. It

comes down to your specific skill sets.

You might already be pretty good at Facebook ads. You might

already be pretty good at writing a book. You might need to get a

few things shored up and buttoned up; hopefully this book gave

you the puzzle piece you needed, and now you're ready to roll.

The second option is getting coaching. Several people like myself

offer coaching but make sure and do your research first. You can

expect to pay anywhere between $5,000 and up for quality

coaching. It depends on who it is and what their approach is. But

the number one question to ask yourself is this, "Can they get me
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a real result? Can they get me a return on the investment? Have

they helped other clients?"

The third option is you can hire a professional to do it all for you.

Quality ghostwriters can cost $10,000 and up. Copywriters for

sales pages and emails can cost $20,000 and up. Web developers

for designing and building the funnel can be $10,000 and up.

It's a more expensive approach, but it can all get done very

quickly if you have your offer, your RVP one-liner, and your

program ready to go. Just make sure it's been validated first. No

one can do RVP for you. RVP itself is something only you can do,

but you can hire professionals to help take your RVP and do all

the implementation.

The final option is obvious. You can work directly with us.

Depending on what you need, we have options ranging from $5

(you have that in your hands) in the form of this book and up to

more expensive services where we do it all for you.

You can book a call with us to get questions answered, get some

“acceleration coaching”, and learn more about what we offer at

this link:

https://tellus.co/micro-book-call

181

https://tellus.co/micro-book-call


Before we end here, let me remind you of where I was at the

beginning of my story. I began building an online business where

I had a vision. I had a dream. I wanted to generate wealth for my

family and create passive income streams and systems that

allowed me to have more time with those I love. And not be

dependent on trading my hours for dollars.

But that dream led me down a crazy path trying to do things

independently; a roller coaster of stress where I built a company

with a broken business model where I didn't have clarity,

certainty, or cash. I was overworked and underpaid, ultimately

causing much unnecessary stress in my family.

In the beginning, I made far more mistakes than I made wise

choices. The mistakes I made were numerous. You don't have to

make those mistakes if you take the framework in this short book

and take action.

I'm excited to hear how it goes for you! I know I dropped our call

link all over the place, but you can also email us. Say hello by

writing to tellus@tellus.co.
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EXTRA TRAINING AND BONUSES

To see a growing list of resources and extra training visit

this special page just for readers of

Magnetic Micro-Books:

https://tellus.co/magnetic-micro-books-resources
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