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“The Simple Truth Is That
If You Want To Be Good
At Selling You Need An

Effective Sales Funnel And
Marketing Message…
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…And No Matter Where You
Sell You Will Need A

Marketing Message And
Sales Funnel”



If you sell anything to anyone, no matter how 
you sell it, you have a marketing message… even 
if you are not aware of it.

That’s right! To sell anything, you MUST let people 
know who you are, what you are selling (and why they 
should buy it), and get them to give you their money. 
That’s a marketing message.

And your financial success will depend on the 
effectiveness of your marketing message and 
how well you incorporate it into an overall sales 
funnel.

BUILD YOUR BRAND MESSAGING so people will 
know who you are and look to you when they 
want to buy. It’s a long-term strategy.

BUILD YOUR MARKETING MESSAGING for a 
specific product so people will know what to buy 
to meet their needs.

BUILD YOUR SALES MESSAGING so people will 
buy from you now!

Branding 
makes people 

aware of who you 
are
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Branding
Marketing

Sales

Marketing 
makes people 

aware of what you 
want to sell

Sales gets 
people to give you 

money



Ultimately, marketing is all about
promoting things and ideas.

But it's not just about promoting any random 
thing. Effective marketing is proving to people 
that you have the best solution to what they 
think they need. 

If they don’t think they need it, they won't buy 
it. And even if you think they don't need it, they
will still buy it if they think they do.

So, the real trick in marketing isn't that you  
decide you have the solution that meets a  
prospect's needs. It's planting the idea of the  
solution in their mind and creating the
emotions that encourage them to make their
own decision that you have their perfect
solution.

Youare always 
selling a solution

to a problem or
that meets a need.

Marketing is 
planting your 

solution in the 
prospect's mind so 
they canmake the 
decision it is their 

right solution.
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What Is 
Marketing?



Marketing and Sales are not the same 
thing.

Marketing… 
• Informs people that you exist.
• Convinces them that you have a solution to a 

need or want they have.
• Impresses them that you have their best 

solution.
• Inspires people to trust you.
• Moves them to make the emotional decision 

that they need your solution.
• Logically validates their decision to buy from 

you. 

Sales…
• Convinces them to buy from you and only 

you.
• Convinces them to buy now.
• Convinces them to prioritize their spending 

to buy from you now.

Marketing 
leads people to 

make the decision 
they want what 

you’re selling.

Selling convinces 
them to take 

their credit card 
out of their 

wallet
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Marketing
vs.

Sales



1. Grabs attention.
2. Shows you understand their 

need/problem.
3. Provides a great solution.
4. Proves you’re credible.
5. Shows your solution is the best.
6. Explains the hidden, true benefits 

of your solution.
7. Makes a sales offer.

a. Provides the “best” deal.
b. Gives them a reason to buy 

now.

No matter what 
medium you use to 
market like phone, 

email, social media, 
or web pages, 

successful 
marketing needs to 
do 7 critical things
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What A Marketing 
Message Does



No matter what you sell and how 
you sell it, sales funnels are proven 
effective.

You can’t effectively accomplish anything 
without two things…
1. A goal – what you want to achieve.
2. A plan for reaching that goal.

A plan consists of a series of objectives that 
(when achieved) accomplish the goal.

A Sales Funnel is the plan you follow 
one objective at a time to reach the 
goal of selling a product or service.

A sales funnel 
is a  planned 

sequence of steps 
that guide people 
from not knowing 

about you to buying 
what you’re selling 
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What Are Sales Funnels?

Sales Funnels 
systematically take 
people through the 

seven critical 
marketing steps



The most important asset in any 
business is its contact list.

Computer contact lists consist of at least…
• The email address

Other useful contact information includes 
but may not be limited to…
• The first or full name
• The phone number
• The contact’s interests

In general, the more information you ask a 
person to provide you about themselves, 
the less likely they are to get on your 
contact list.

A contact list  
consists of the 

names and contact 
information of 

people you have 
previously engaged 

with in your sales 
funnels
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What Are 
Contact Lists?

The first 
objective in any 

sales funnel is 
getting a person on 

your contact listYou should always be in control of the 
information on your contact lists*. 

*Do not leave them in cloud-based software.

My most 
important 

asset!



You cannot deliver any message 
effectively unless you know the 
characteristics of the people you are 
talking to. In marketing, you must know 
the characteristics of the Target 
Audience you are going to deliver your 
marketing message to.

Avatars
The most effective way to define the 
characteristics of your target audience is to 
create audience Avatars.

Effective Marketing
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Target 
Audiences and 

Avatars

It’s impossible 
to sell ballet lessons 

to someone who 
wants to learn how 

to catch fish
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Defining Your 
Audience 

Avatar

The better you define your Avatar(s), the better your marketing and 
sales will be.

Needs And Wants
Researching your Avatar(s) by reading what they read and watching what they 
watch tells you what people in that target market are actively looking to 
buy.

Language
Researching your Avatar(s) empowers you to deliver your marketing message 
using the words and phrases they relate to and understand. When you talk 
their language, they feel rapport with you because you understand their 
wants and needs. It builds their trust in you.

Advertising
When you know the characteristics of your target audience, you spend your 
advertising dollars most effectively because you only show ads to people who 
are likely to buy what you’re selling.

Check out our Avatar Worksheet to help 
define your Avatar(s).
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The 4 Levels Of 
Avatar Market 
Sophistication

When You’re The First To Market
Focus on the uniqueness of what you’re selling. Emphasize education 
and building awareness.

When Competition Begins
Focus on why what you’re selling produces solutions better, faster, 
and easier than your competitors.

When The Market Is Getting Saturated With Competition
Focus on how YOU PERSONALLY are better than your competition.

When The Market Is Over Saturated With Competition
Focus on the one big thing that makes what you’re selling better than 
everything else.

Always write marketing messages to match the 
sophistication of your market
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The Stages Of 
Avatar 

Awareness

1. Unaware
People don’t even know they have a problem. You must educate 
them… but frankly, this is a tough sell.

2. Aware Of Problem
People know they have a problem, but don’t know about you or what 
you’re selling. You must empathize with their pain or need and show 
the benefits of your solution.

3. Solution Seeking
People know solutions exist and are actively looking for the solution that 
fits them best. You need to focus on your USP and let them realize 
you’re their best solution.

4. Aware Of Your Solution
People know that you have a solution for them but are not 100% 
convinced. You should focus on incentivizing them and emphasizing 
scarcity. Present a good offer, a guarantee, and a call to action.

People in your Target Audience 
pass through these stages as they 
move through your sales funnel

The different steps in the sales 
funnel must be designed knowing  

people enter them with these 
stages of awareness



If you don’t know the value of your offer 
to your potential customers… and if you 
don’t have a better value proposition 
than your competitors… there’s no 
reason to continue.

People establish value in their minds 
based on simple criteria.

1. Does your product or service solve 
their problems and meet their 
needs?

2. Does the cost of your solution make 
sense? Do they get what they pay 
for?

3. Do you offer some kind of “deal” 
that your competitors don’t that 
increases the value they perceive?

People won’t 
buy from you unless 

they perceive that 
you can solve their 
problems and that 

you provide the best 
value
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WAIT!

Know Your Value

People love to 
buy “deals”. Many 

times, they will buy 
a deal before they 

buy the best 
solution to their 

need



In today’s world, the simple truth is that 
no matter what you are selling, you face 
competition. Your marketing message 
must tell people why you are better.

In some cases, your product or service 
may be better than your competitors’. 
However, many times you are selling the 
same thing your competition is selling.

In those cases, your marketing message 
must convince people that YOU will 
provide more value than any of your 
competitors. That’s why they should by 
from YOU.

And the easiest way to create a Unique 
Sales Proposition (USP) is to bundle a 
tangible product or service with what 
you’re selling that nobody else provides 
or can provide.

People buy 
from you when they 

are convinced you 
provide them with 
something nobody 

else does
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YOUR Unique 
Sales Proposition

Then know the 
value can YOU add 

that nobody else can 
match

First know how 
what you sell solves 

your Avatar’s 
problem better that 

other competing 
solutions
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The 3Ms Of 
Marketing

MARKET

MEDIUM MESSAGE

Where You 
Will Deliver 

Your Message
Facebook
YouTube

Web Page
Chatbot

Etc.

Who Your 
Target 

Audience Is

What You 
Need To Say 

To Your Target 
Audience For 
Them To Buy

You need to be aware of 3 important things before 
you can build an effective marketing message.
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Your Overall Marketing Message for a 
product or service is what you say to 

people in your target audience to achieve 
the goal of getting prospects to buy what 

you’re selling

Your Overall Marketing Message 
consists of Micro Marketing Messages to 
achieve the objective in each step in your 

sales funnel
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1. Jumpstart the motivation of the lead 
by Stating, Agitating, and Solving the 
problem.

2. Have a clearly stated value 
proposition.

3. Have a strong incentive to take action.
4. Remove friction points by eliminating 

distractions and overcoming 
objections.

5. Reduce fear and anxiety.
6. Always look for a “YES” response.

Create
“SASsy” 

Marketing 
Messages

Get your 
YES



Your Overall Marketing Message 
should be just long enough to get 
people to buy what you’re selling.

Make your 
Marketing Messages 

just long enough to 
sell your product or 

service
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How Much Is 
Enough?

Some people say marketing messages 
should be very short. Others say they 
should be long. Actually, preferences 
have changed over the years.

The simple truth is that marketing 
message should be as short as 
possible, but long enough to convey 
the emotional and logical reasons people 
should buy your product or service.

This isn’t about getting good grades on a 
paper or report. It’s about effectively and 
efficiently getting leads to become 
customers.

Micro Marketing Messages should be just 
long enough to achieve the objective of 
the sales funnel step they are in.
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Pain  vs. Pleasure

Features  vs. Benefits

Buying Things  vs.  Buying  Deals

Social  Proof  and  Authority

Value  Building

Scarcity

Guarantee  and  Risk  Reversal

Calls To  Action

Education  and  Sales

Marketing  Messages  Disrupt  Thinking  Patterns



There are two main reasons people 
haven’t already bought what you’re 
selling…
1. They haven’t heard about you.
2. They are not accustomed to 

thinking that what you’re selling 
solves their problems and meet 
their needs.

When they first encounter your marketing 
message, they believe they’re already 
getting the best solution to their need 
that they can find. Your job is to disrupt 
that thinking and make them believe 
you have a better solution.

You change the way they are used to 
thinking and create new ideas about how 
you can give them a better solution for 
their needs.

People are 
accustomed to 
thinking about 

solutions to their 
needs in a certain 

way
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MARKETING 
MESSAGES 

DISRUPT 
THINKING  
PATTERNS

Your job is to 
change the way they 

think

When people 
first find you, they 

believe they already 
have the best 

available solution to 
meet their needs



People buy things for two main 
reasons:
1. PAIN: get rid of something that 

causes them discomfort.
2. PLEASURE: get something that 

makes them happier.

Research has shown that people make 
decisions to buy much faster when the 
solution being sold gets rid of their 
discomfort.

The discomfort can be physical pain or, 
more commonly, psychological pain.

Create marketing messages that try both 
approaches and see which produces the 
best results for your target audience and 
product.

People respond 
to marketing 

messages that take 
them away from 

pain and/or move 
them to pleasure

25

PAIN
vs.

PLEASURE

“ Get rid of constant stress.”
vs.

“Learn how to relax.”



People don’t care in the least about 
the features your product or service 
offers. They do care about how your 
product or service will make their life 
better.

Despite that, typical marketing messages 
almost always focus on features and 
assume the leads will figure out the life 
benefits they will receive on their own. 
That is a mistake!

There is a hierarchy of features to 
benefits.

• Features are the ‘thingamajigs’ your 
product or service has.

• Advantages are how those features 
make what you’re selling better than 
your competition.

• Benefits are how those advantages 
improve lives.

People never 
buy the features of 
what you’re selling
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FEATURES
vs.

BENEFITS
And the Benefits of the Benefits

They always 
buy the benefits 

they get when they 
buy what you’re 

selling

Feature: Toyotas have gold 
plated sensor contacts on 
their air bags.

Advantage: Gold doesn’t rust 
so they are going to always 
work.

Benefit: If you get in a wreck 
your family lives.



Even though people are always 
buying ‘things’, they always prefer 
buying deals first.

There are millions of products and 
services for people to purchase. Many of 
them meet your lead’s needs.

We are conditioned to look for the 
best price or the best perceived 
value.

So, people will always walk into stores 
that offer the best deals.

In Marketing Messages, people always 
pay more attention to marketing 
messages that offer the best value for the 
dollars they spend… sometimes in 
preference to how effectively the product 
or service meets the need they have.
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BUYING THINGS
vs.

BUYING DEALS

“Let’s go into this store 
because they’re advertising 
50% off.”

“Let’s buy from Pizza Hut 
instead of Domino’s today 
because it’s 25% off.”



Why should anyone believe you?

People see millions of offers for millions 
of products and services. Why should 
they believe that you will get rid of their 
discomfort or add to pleasure better than 
anyone else?

No doubt you’ve heard the adage, “Word 
of mouth is the best form of 
marketing.”

That isn’t entirely true. It does emphasize 
that people buy things when they know 
other people with similar needs liked your 
solutions. So, testimonials increase your 
credibility.

When the testimonials are in the form of 
endorsements from authority figures like 
star athletes, people believe your product 
or service works even more.

People don’t 
like to be the first 

person to try 
something
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SOCIAL PROOF 
AND 

AUTHORITY

Testimonials 
and Social Posts

Authority 
figures use and 

endorse your 
product

Check out our eBook, The Art Of 
Testimonial Marketing



Value is in the eye of the beholder, 
but you must tell them something to 
open their eyes to see.

The first dollar price you give to a 
customer sets both a price anchor and a 
value anchor.

Once you set a price anchor, it’s very 
difficult to charge more. In their mind 
they ask, “Why should I pay more?”

It’s very easy to get people to perceive 
they get more value for a given price 
anchor. They think, “I am getting more 
stuff for the same price!”

The more value they perceive they are 
getting, the more likely they are to buy.

People must 
perceive they are 

getting a great value 
before they buy 

what you’re selling
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VALUE 
BUILDING



If people have the perception that 
they are about to lose a good deal, 
they take action and buy now.

Remember, people prefer buying deals 
over buying things. 

If they have crossed the emotional and 
logical reasons to buy what you’re selling, 
they make the highly emotional jump to 
buy now if they believe they’re going to 
miss out on a special deal.

The deal can be a limited time discount, 
additional bonus offers, or even the 
opportunity to buy your product or 
service at all.

People buy 
things when they 

think they are going 
to miss out on the 
‘deal’ if they don’t 

buy it now
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SCARCITY

“These bonuses will only be 
available for 48 hours.”

“This is only available to 100 
people.”

“The price will go up in 24 
hours.”



People want to feel comfortable that 
what you said in your marketing 
message is true. They want to be 
sure your product or service works, 
and, if it doesn’t, that they won’t lose 
their money.

Risk reversal makes the lead feel that you 
are taking all the risk in the sales 
transaction.

Promise that the products you’re selling 
do what you claim for a specified amount 
of time.

Be careful about ensuring customer 
satisfaction. Are you ready for people to 
return what you sell if they’re not happy?

Always include some kind of seal graphic 
image to make your risk-free offer look 
official.

Make people 
feel comfortable 
that they will not 
lose their money
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GUARANTEE 
AND 

RISK REVERSAL

“If you’re not completely 
satisfied, return the product 

within 30 days for a full 
refund.”

“We pay for return shipping.”

“If you’re not satisfied, we’ll 
pay you double your money 

back.”



If people don’t know what to do and 
how to do it, they won’t.

There should be one objective for every 
sales message. You want to get the lead 
to do one single thing.

In micro-marketing messages the 
objective is to get them to the next step. 
In the overall message it’s getting them 
to buy.

Whatever that objective is, you want to 
tell the lead exactly what to do so that 
you will achieve that objective.

If the marketing message is long, then 
the call to action should occur several 
times placed strategically throughout the 
marketing message.

Research shows that buttons are most 
frequently clicked on web pages when 
they are written in the first person.

People respond 
best to CTAs written 

in the first person
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CALLS TO 
ACTION

YES, I WANT MY FREE EBOOK

I WANT MY SPECIAL PRICE 
TODAY

I WANT TO IMPROVE MY 
HEALTH NOW



The most powerful marketing 
messages educate leads and 
empowers them to make logical
buying decisions.

The lead’s emotional buying decision is 
made by empathizing with a story that 
tells the quest of how they can meet their 
need with the solution you provide.

The logical decision to buy requires more 
facts and figures. If that is extensive, 
emails and chatbots are extremely 
effective in building parallel educational 
and sales paths. 

Provide educational content, then make a 
sales pitch. Then, give more educational 
content. Later, deliver another sales 
pitch.

If what you’re  
selling demands a 

lot of education, 
consider parallel 

education and sales 
paths
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EDUCATION
AND

SALES
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An Effective Marketing Message 
Assembles The Key Marketing 

Principles Using A 
Proven Sales Funnel Model
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Opt In Section

Story Step

Emotional Bridge

Logical Confirmation

Lead Magnet Delivery

Offer Step

Call To Action

Followup Contacts

Opt In Section

Empathetic Emotional Bridge

Social Proof & Authority

Lead Magnet Delivery

Call To Action

Followup Contact Calls To Action

The 4 ComponentMarketing
Message Model

THE HOOK

Features, Advantages, & Benefits

THE EMOTIONAL BUYING DECISION

THE LOGICAL BUYING DECISION

THE STORY

Value Building

The Deal

Scarcity

THE OFFER

THE CALL TO ACTION
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The 4 Key Components Of 
Overall Marketing Messages

The Hook The Hook grabs your target market’s attention 
and stimulates their curiosity to want to hear 
more. It turns a lead into a PROSPECT.

The Story

The Offer

The Call To Action

The Story tells a prospect how what you are 
selling solves their problem and meets their 
need. It gets them to make an EMOTIONAL 
BUYING DECISION. It also tells them facts to 
give them a logical reason to buy.

The Offer tells them the “deal”. It clarifies 
precisely what they will get from you when 
they give you their money. It gets them to 
make the final LOGICAL BUYING DECISION
and provides a compelling reason to buy 
NOW.

The Call To Action tells the prospect what they 
need to do to give you their money and 
become a CUSTOMER. It also gives them the 
way to do that.
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Curiosity

Emotional Buy In

Logical Buy In

Agreement

Purchase

STORY OFFER CALL TO ACTION
Empathetic 
Emotional 

Bridge

Product Demo 
Social Proof

The Overall 
Emotional 
Crescendo
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The 4 Key Components Of 
Micro Marketing Messages

The Hook
The Hook attracts your target market’s 
attention and stimulates their curiosity to want 
to hear more. It makes them want to continue 
in this sales funnel step.

The Story

The Offer

The Call To Action

The Story tells a prospect how continuing in 
this sales funnel step leads to solving their 
problem. It gets them to make the 
EMOTIONAL and LOGICAL decisions to take 
the Offer in this step.

The Offer tells them exactly what will happen 
next if they take the Call To Action in this step. 

The Call To Action tells the prospect what they 
need to do to move to the next step in the 
sales funnel.



The HOOK…

• Grabs your audience’s attention.
• Stirs their curiosity.
• Gets them to engage with you and 

take the next step.

You grab attention by quickly showing 
your audience a great solution that 
resolves their problem or meets their 
need.

You arouse their curiosity by making 
them ask themselves, “Exactly how will 
this meet my need?”

You get them to engage with you by 
offering them something for FREE (or 
very low cost) that solves one important 
part of their total need.

The tried and tested method to get 
people to engage is using LEAD 
MAGNETS.

The very first 
thing you MUST do 

is grab your 
audience's attention 

and get them to 
engage
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The Overall Hook

Getting high 
value stuff for free 

engages an 
audience every time
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Grab attention visually 
and present a solution 
that solves the target 
audience’s problem in 
a hook headline and 
image. The image 
supports the headline’s 
message.

Raise their curiosity in 
a story. This one is tiny, 
but they can be longer.

Get them to engage in 
an offer using a call to 
action.

A Hook Landing Page Example

Note that this landing page used as a 
hook is actually a micro message 
within a complete sales funnel.



The MICRO HOOK…

• Gets your audience to engage in this 
step of the sales funnel.

• Continues building their curiosity and 
interest.

Quickly show your audience that this part 
of the overall sales funnel leads to the 
solution to their need or problem.

Get your 
audience to want to 

continue with this 
step in the sales 

funnel
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The Micro Hook

Remember! A sales funnel consists of 
a sequence of steps and each step is a 
micro-message.
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Grab attention visually 
with a solution that 
answers the target 
audience’s problem in 
a Micro Message hook 
headline and image.

Raise their curiosity in 
a Micro Message story.

Get them to engage in 
a Micro Message offer 
and call to action.

A Micro Hook Facebook Ad Example



Lead magnets start your sales funnel 
with a partial solution to the main 
need your target audience has.

Proven types of lead magnets include…
• Free PDF reports
• Free PDF eBooks
• Free physical books [pay shipping only]
• Quizzes & Surveys
• Digital Mini-Courses

Lead magnets must…
• Solve a real problem.
• Promise 1 quick solution to 1 problem.
• Be super specific.
• Be quick to digest.
• Be high value.
• Be instantly accessible.
• Demonstrate your expertise.

The objective 
of a lead magnets is 

to get people onto 
your contact list and 

into your sales 
funnel
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What Are Lead 
Magnets?

Contentideagenerator.com

Answerthepublic.com

Theplrstore.com

Bit.ly/fiverrpdrdesigner

Freeeup.com/manuelsuarez

Excellent 
sources for lead 
magnet content 
ideas and help.

Know How To Engage Your Audience



Choose the Avatar you are going to 
create your lead magnet for and 
know what they want.

Know Your Avatar
You should have already identified the 
Avatar for the target audience(s) you 
are selling to.

Identify The Value You 
Offer
Identify the specific (micro) need that 
your Avatar has that you are going to 
quickly solve with your lead magnet.

You must provide something that your 
Avatar will perceive as being valuable. 
If they don’t see value, they won’t 
provide their contact information.

Name Your Lead  Magnet
Make your lead magnet tangible by giving 
it an intriguing name or title.

Without a specific name, Avatars will 
not see your magnet as a “real” thing.
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Identify The Kind Of Lead 
Magnet
Decide the best format for an instantly-
delivered lead magnet.

Four Critical Steps You Must Take 
Before Creating Your Lead Magnet

The two most important things are fast 
delivery and fast consumption.



The STORY presents what you are 
selling as THE solution to your 
Avatar’s problem.

The first step in 
the story is to 

create emotional 
resonance and 

make your audience 
want what you sell
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“If you can get people to believe 
that what you’re selling is the key 
to what they desire most and is 
only attainable through you and 
your offer, then all other 
objections and concerns will be 
irrelevant, and they will give you 
money.”     Russel Brunson

One of the most effective ways to create 
emotional resonance is to tell your 
personal story. Tell the quest of how you 
came to know about what you’re selling 
and how it solved your problems… and 
how that made you feel.

If you don’t have a personal experience 
with what you’re selling, use the 
experience of someone else.

Check out our 
eBook…

The Art Of Testimonial 
Marketing

The Story: Part 1
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An Example Emotional Resonance Story  
Section 1

The Story: Part 1
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The Story: Part 1
An Example Emotional Resonance Story  

Section 2
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People Buy Benefits
The natural inclination is to tell people about all the features what you’re selling 
has. It has new technology. It has 10 gizmos. It has 5 more widgets than your 
competitor.

UNFORTUATELY, THAT’S NOT WHAT PEOPLE BUY.

People make the emotional decision to buy when they think the product or 
service you are selling will benefit them. In other words, when it will solve their 
perceived problem or felt need. It will get rid of their discomfort or increase 
their pleasure. So, your story must tell them how they will benefit when they 
purchase what you’re selling.

Relation
ships

Health

Wealth

The Fundamental Benefits
Most people are looking for benefits in one or more of three basic areas. They 
want better health, more wealth, and/or improved relationships.

What People Really Buy
The Story: Part 1



Relationships

Health

Wealth
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Nine Key Reasons For Buying

Why People Really Buy
The Story: Part 1

Make more money

Save more money

Save time

Avoid effort

Escape pain

Become cleaner

Feel more love

Feel increased status

Feel more popular
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Combining What And Why

Crafting What You Sell
The Story: Part 1

Get Rid of Pain To Feel Healthier

Feel More Love With Your Spouse

A Simple Way To Extra Income

An Easy Detox For More Energy

Impress Your Closest Friends

Meet New People

Get The Dream House You’ve Wanted

Feel Better Without Pills Or Exercise

A New Way To Get Radiant Skin

Health + Escape Pain

Relationships + Feel More Love

Wealth + Avoid Effort

Health + Avoid Effort

Relationships + Feel Increased Status

Relationships + Feel More Popular

Wealth + Feel Increased Status

Health + Avoid Effort

Health + Become Cleaner
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Be Clear About Benefits

The Story: Part 1
What People Really Buy

An Example
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The second 
step is logically 
proving that you 

have THE solution to 
THEIR problem to 

support and 
enhance their 

emotional decision

Once people make the emotional decision to 
buy… when they say to themselves, “I want 
this!”… then they will need logical reasons 
that their “want” makes sense.

The second part of your story must provide 
those reasons. It’s where you offer proof 
that the decision to buy is the right one.

People Want to Validate 
Their Emotions

This is where you describe features 
of what you’re selling… but always 
in relation to the solutions you 
provide.

The Story: Part 2
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Describe Key Features Example
The Story: Part 2
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Video “talking 
head” testimonials 

have the most 
credibility

Audio 
testimonials with an 

image are second 
best

Part 1 of the STORY tells your personal 
testimonial (or the story of someone else) in 
detail.

Part 2 Social proof testimonials are short, to 
the point endorsements by several people.

Provide Social Proof Example
The Story: Part 2

Check out our eBook
The Art Of Testimonial Marketing
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The Offer

By the time your prospect reaches your 
offer they will already have decided 
your product is a good solution for 
them. They will have already made the 
emotional and logical buying decision.

Now you must give them a good 
financial reason to buy, to buy from 
you, and to buy now.

You need to establish your Unique Sales 
Position (USP)… the thing that sets you 
apart from your competition.

The offer is 
where you say

“This is what 
you get when you 
give me this much 

money”

The offer is 
also where you offer 
special deals to get 

them to buy now.
The worst possible strategy is to 
distinguish yourself from your 
competitors based on price. That 
only leads to you making less and 
less money.



The Magic Of Bundling
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The Offer

The best strategy is to increase the value of 
what you are selling in the prospect’s 
mind without significantly adding to your 
cost.

You increase the value by giving more things 
of value without increasing the price. You 
bundle add-ons or bonuses with the main 
product or service you’re selling. So, first look 
for things of value that only you can provide 
like…

• Your personal consultation or assistance.
• An eBook you have written.
• A video you have created.

Your first step 
is to figure out what 

value you can add 
that your 

competition can’t or 
won’t

Quality always 
wins over quantity in 

offer add-ons

To be perceived as being valuable, 
your add-ons need to be tangible. 
“You get 1 hour of personal 
consultation worth $250” is far 
more tangible than “I’ll give you 
some free consultation.”

If you offer low 
value add-ons you 

decrease your sales 
proposition



57

An eBook or video about how to get the most 
benefit from the main thing you’re selling.

A fixed amount of your personal time to help 
them use what you’re selling most effectively.

Content you have curated from the internet 
related to meeting their need.

Small add-on items that cost you little but help 
your customers use your main product more 

effectively.

Mini-courses about using your product or service 
to solve the customer’s problem.

Some Add-On Strategies

The Offer
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Main Product: $395 Course On Getting Fit
Bonus #1: Managing Stress Mini-Course

Bonus #2: Keto eBook and Video Course

If You Want To Be Fit…
Reduce Stress
A critical step on the path to fitness is reducing 
the stress in your life.

Discover simple strategies for how to do that in 
this course delivered on Facebook Messenger.

Value $49

Jump Start 
Your Weight 
Loss With 
These 2 Keto 
Bonuses

Value $99

An Add-On Example

The Offer
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Lead Magnets are mainly used to incentivize 
people to opt in and give you their contact 
information. They should not be thought of as 
add-on bonuses. They also don’t need to be 
overkill when it comes to value.

However, unexpected higher value bonuses 
provided after the opt in build trust in the 
prospect and a sense of reciprocity. These should 
always be digital products unless your lead 
magnet involves collecting some up-front money.

Pre-Sale Add-Ons
Thanks for 

leaving us your 
email address -

Here’s a special 
bonus just for you

Post-Sale Add-Ons
You only deliver high value add-ons after your 
customer has given you money. That’s true 
whether you give them physical or digital 
products.

An effective way to encourage people to buy now 
is to offer the add-on bonuses for a limited time.

“These special 
bonuses will only be 
available for people 

who purchase in the 
next 48 hours”

Remember that your add-on 
bonuses will distinguish you from 
your competitors and establish 
your brand. Be sure they deliver 
the message you REALLY want to 
deliver.

Pre and Post Sale Add-Ons

The Offer
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If the product you’re selling is over $750, 
you should always give prospects the 
opportunity to pay either one lump sum or in 
installments.

One of the easiest ways to do that is to accept 
Paypal. They will automatically show Paypal 0% 
financing when…
• What you sell is over $100.
• It is a single payment (not installments).
• It is sold in the USA.

The alternative to PayPal is to provide your own 
installment options. If you do that, make the 
one-time payment less expensive.

Payment Plans

Have you own 
installment plan or 

use PayPal credit for 
items over $750

Risk Free
It’s also valuable to offer customers a risk-free 
option where they can get their money back if 
they are not satisfied with the product or service 
they purchased.

If you sell products that you don’t produce 
yourself, make sure that any guarantee you offer 
is supported by the product producer.

The Most Overlooked USPs

The Offer
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People never take the next step in 
your sales funnels unless your 
marketing message asks them to take 
a specific action and tells them how 
to do it. Don’t be afraid to holler out 
your offer.

For example…

Purchase this product now and 
receive a 5% discount by filling in 
your credit card information and 
clicking on SUBMIT.

To get your free eBook, fill in your 
email address below and click the 
REGISTER button.

To enroll in your FREE mini-course 
click on the ENROLL button below.

Any marketing message should have 
the objective to get the client to take 
only 1 specific action.

You must ask 
people to make the 

purchase…

And tell them 
how to do it

Each step in 
your sales funnel 

has 1 objective

The more 
different actions you 

present to people, 
the less likely they 
are to do anything

The Call To Action
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Get a lead to give their contact information

Get a lead to take the next step in the funnel

Get a lead to fill in and submit a form

Get a lead to attend a webinar

Get a lead to contact you

Get a lead to make the decision to buy

Get a lead to purchase

The Call To Action



63

Create a Fear Of Missing Out in the propsect. If 
they don’t buy now, they will miss out on 
something like…
• A special price.
• A unique bonus add-on.
• The opportunity to ever buy what you’re 

selling.

FOMO
Create the 

emotion that the 
prospect must buy 

now

Reciprocity 
People feel a sense of obligation to do something 
for you when you have done something for them. 
Subtly remind your prospects of value you have 
given them throughout the marketing process.

For example…

Get all the advantages you discovered in 
your FREE eBook by clicking below and 
purchasing your own magic gizmo today.

The Call To Action
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The Secret Of 
Engagement

When people continue to engage with you, they 
develop more and more trust. Trust is when 
people buy.

So, design your messaging and funnels to 
encourage engagement. 

The Power of Engagement People buy 
when they trust you

People passively engage as they continue to 
consume your marketing messages and 
materials. Provide good copy, valuable eBooks, 
and attention-grabbing videos.

People actively engage when they follow your 
Call To Action to advance to the next step in your 
sales funnel or purchase.

Active engagement always is most effective if the 
prospect says “YES” in their mind when they take 
the action you request.

The 2 Types Of Engagement

Yes, I want the 
eBook

Yes, I want to 
see more.

Chatbots are 
one of the most 

powerful techniques 
for active 

engagement
Check out our eBook

The Art Of Chatbot Marketing
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How you deliver your marketing message is 
part of the message itself.

Even if the words are the same, delivering a 
message in different media produces different 
results.

Think about the same words being delivered…
• In person
• On a web page
• In a Facebook Post
• In a video
• In a chatbot

They present very different engagement 
experiences for your leads and prospects. The 
higher and easier the engagement, the more 
likely it is that leads and prospects will 
become customers.

Adapt your delivery medium for the best 
possible engagements.

The Medium Is
The Message

Check out our eBook
The Art Of Chatbot Marketing

And Coming Soon…
The Art Of Telephone Marketing
The Art Of Facebook Marketing

The Art Of Video Marketing



Your Next Steps
Get Our Art Of Marketing
Compendium
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The Art Of 
Personal Branding 
& Workbook
Shows you what you need 
to do to stand out from the 
rest of the network 
marketing crowd.

The Art Of 
Marketing 
Messages & 
Workbook
Unveils the secrets of 
creating marketing 
messages that will sell 
your products and 
opportunity.

The Art Of 
Testimonial 
Marketing & 
Workbook
Describes how to create your 
own stories and testimonials 
from other people that add 
emotional punch to your 
marketing messages.

The Art Of 
Chatbot 
Marketing & 
Workbook
Reveals the new, highly 
effective way to deliver 
your marketing message 
using Facebook 
Messenger chatbots.

Online Network 
Marketing 
Secrets
Tells you why it makes 
sense to do online 
network marketing and 
dispels the most 
common myths in 
network marketing.

The Art Of Online 
Advertising
Reveals the basic strategies for 
building your business through 
online advertising.
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