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FOREWORD

WHAT THE ‘ONLINE MARKETING
WIZARD FRATERNITY’ DOESN’T
WANT YOU TO KNOW . . .
(AND: IS THIS BOOK A ‘FRAUD’?)

Yes, there IS an ‘online marketing wizard fraternity.’ Many of them hang out together, scheme together, and work together. And yes, there ARE a few things they’d rather you didn’t think about while they perform their wizardly shows. This book is the ﬁrst of its kind to actually reveal what is really happening behind the scenes in their fast-growing companies.

Don’t misunderstand: Few of these wizards are actually evil. Most bring valid ‘magic tricks’ to the show. Many do guide businesspeople to treasure. But often there is a discernible pattern behind everything they say, teach, promise, and promote: a deliberately engineered and exacerbated lack of solid ground. This book doesn’t just focus on magic tricks, but the core strategies you must have in place to scale a company with online media.

It is in the wizards’ best interest for you to believe everything in the online media, marketing, and business world is shiny and new, constantly changing, and untethered from the old rules, principles, facts, and math of successful advertising and marketing.

This book by Russell Brunson is different. While teaching you about the “shiny” secrets of the internet, he shows you how to build these tactics and strategies into your business on solid ground—tactics and strategies founded in true direct response marketing. It is your responsibility to resist the seduction of short-lived, bright and shiny lures, popularity and peer pressure, and the siren songs of superﬁcially knowledgeable promoters of ‘new’ tactics with no knowledge of its original direct response genealogy. You must exercise discernment.

I’m for challenging norms and breaking rules. But I also like solid ground, not ever-shifting sand. I like being conﬁdent and in control of things—particularly my money and the making of it—not in constant high-anxiety and at the mercy of wizards.

I taught myself direct marketing as a science. I’m a reliability guy. I’m far more interested in a car that starts and runs well and predictably every time you turn the key than one that looks sexy and is popular with some ‘in’ crowd but might stall at 80 mph or not start at all. I like evergreen, not frequently obsolete. In my roles as a strategic consultant and a direct response copywriter, I am all about creating advertising, marketing, and sales assets of lasting value for my clients—not moneymaking devices written in disappearing ink.

That’s why I agreed to write the foreword for this online marketing wizard’s book. I admire the truth Russell has put between these pages. Unlike many of these whiz kids, Russell Brunson is grounded in direct marketing disciplines.

Discipline is good. General Norm Schwarzkopf (of Operation Desert Storm fame) once said:

“Shined shoes save lives.”1

Norm went on to explain that in the heat of battle, the fog of war, under pressure, the undisciplined die. So it is in business. I sit now, as infrequently as possible, in meetings with young online marketing people demonstrably devoid of any disciplined thinking. They are full of opinion and youthful hubris but very short on facts. I would not want to share a foxhole with them or depend on them. I would risk it with Russell.

This book offers solid ground in the very ethereal world of online marketing and commerce. It properly treats internet media as media—not as a business. It utilizes the science of split-testing. It builds on long-proven marketing funnel and sales architecture. It takes a very disciplined approach.

It is, in one way only, a fraudulent book. The title is deceptive. It really is not about “DotCom Secrets” nor is it a playbook for “growing your company online.” It is that, but such a narrowed and limiting characterization is deceptive.

In truth, this is a solid book about reliable marketing ‘secrets’ that can be applied to ‘DotCom’ business activities—and that are ‘secrets’ to many who’ve come of age only paying attention to what they see occurring online. In truth, this is a proven playbook for growing your company with effective lead generation and sales/conversion methods, which can be used online and offline.

‘Solid’ and ‘reliable’ and ‘proven’ aren’t the sexiest positioning terms, so Russell can be forgiven for holding them back, waiting to carefully reveal them inside the book. ‘Growing Your Company ONLINE’ sounds cooler and less work than ‘Growing Your Company,’ so he can also be forgiven for playing to people’s fascination of the moment. He is a wizard, and as such must be permitted some legerdemain. But let’s you and I be very clear about reality. Let me serve a useful purpose for you here.

My advice: Don’t settle for or be distracted by mere tricks. Be a responsible adult. Invest your time ’n treasure in information, skills, and properties that can yield harvest after harvest after harvest—not ﬂeeting fads or not sexy ideas that age very poorly. And don’t fall for the idea that any new media gets to defy gravity and live untethered to reality, math, or history.

Don’t go into this book in lust for a new, cool, quick, easy “ﬁx” or nifty “toy” or clever gimmick that might make you money today but require you to ﬁnd another and another and another at a frantic pace.

Go into this book in search of deep understanding and profound clarity about the structure and science of effective marketing to be applied in the online media universe.

—Dan S. Kennedy

Dan S. Kennedy is a trusted strategic advisor to hundreds of seven-figure-income professionals, direct-marketing pros, and CEOs. He is also the author of over 20 books, including No B.S. Ruthless Management of People and Profits (2nd Edition). For more information about Dan, visit NoBSBooks.com and GKIC.com.


PREFACE

WHAT THIS BOOK IS ABOUT
(AND WHAT IT’S NOT ABOUT)

Hey, my name is Russell Brunson.

Before we get started, I want to introduce myself and let you know what this book is about (and more importantly, what it’s not about).

This book is NOT about getting more traffic to your website—yet the “DotCom Secrets” I’m going to share with you will help you to get exponentially MORE traffic than ever before.

This book is NOT about increasing your conversions—yet these DotCom Secrets will increase your conversions MORE than any headline tweak or split test you could ever hope to make.

If you are currently struggling with getting traffic to your website, or converting that traffic when it shows up, you may think you’ve got a traffic or conversion problem. In my experience, after working with thousands of businesses, I’ve found that’s rarely the case. Low traffic and weak conversion numbers are just symptoms of a much greater problem, a problem that’s a little harder to see (that’s the bad news), but a lot easier to ﬁx (that’s the good news).

Recently, I had a chance to ﬂy to San Diego to work with Drew Canole from FitLife.tv. He had built a following of 1.2 million followers on Facebook, but because of some changes at Facebook, his traffic had dropped by 90 percent. He was now spending $116 to sell a $97 product. He was no longer proﬁtable.

Drew’s team called me because they wanted help with two things: traffic and conversions.

I smiled because that’s why most people call me. They usually assume that I’m going to help them tweak a headline or change their ad targeting and solve their problems. But I knew that, like most companies I work with, FitLife.tv’s problem wasn’t a traffic or conversion problem.

It rarely is.

More often than not, it’s a FUNNEL problem.

After listening to Drew and his team share with me all their numbers, their pains and frustrations, and their ups and downs, I sat back in my chair and told them they were in luck.

“You don’t have a traffic or conversion problem,” I said.

“What are you talking about? Our traffic is down ninety percent, and we can’t break even converting our customers!” Drew said.

“The problem is you can’t spend enough to acquire a customer, and the way to ﬁx that problem is to ﬁx your sales funnel,” I replied calmly.

One of my mentors, Dan Kennedy, says, “Ultimately, the business that can spend the most to acquire a customer wins.”2

The reason Drew’s business wasn’t making money was because he wasn’t able to spend enough to acquire a customer. If we ﬁx his sales funnel so that instead of making $97 for every $116 he spends, he can start making two to three times as much money for each sale—then the whole game changes. Suddenly, he can afford to buy more traffic from more places, he can outbid his competitors, and he can spend two to three times more than he is now, all while becoming exponentially more proﬁtable.

So what changes did we make to Drew’s business? How did we take a sales funnel that was losing money and transform it into a tool that allowed FitLife.tv to spend MORE money than its competitors while gaining more traffic, more customers, and more sales?

THAT is what this book is about.

This book will take you on a journey similar to the one I took Drew and his team on. It will help you understand how to structure your company’s products and services in a way that will allow you to make two to three times as much money from the same traffic that you’re getting now. When you follow the steps, you’ll open the ﬂoodgates, allowing you to spend a lot more money to get a lot more new customers. This book will also show you how to communicate with your customers in a way that makes them naturally want to ascend your ladder of offerings and give you more money as you provide them more value.

Once you know the foundational concepts behind these DotCom Secrets, we’ll dive into the phases of a sales funnel and explore the building blocks you will need to use in each phase.

Finally, I will give you the 10 core sales funnels I use in all my companies, plus all the sales scripts I use to convert people at each stage in those funnels. You can choose to model my proven funnels and scripts as is, or you can tweak them to better ﬁt your specific business.

When you implement each of these secrets, you will transform your business and your website from a ﬂat, two-dimensional company into a three-dimensional sales and marketing machine that allows you to outspend your competitors, acquire an almost unlimited number of new customers, make (and keep) more money, and most importantly, serve more people.

That is what this book is about.


NOTE TO THE READER

THE SECRETS TRILOGY

I wrote this book and designed the original funnel frameworks while we were working on a new startup idea for a software platform that would make it simple for entrepreneurs to create funnels like I was teaching about in this book. The idea eventually became the software platform found at ClickFunnels.com and this book became the playbook for how to build sales funnels online.

Over the next five years that I served as the CEO of ClickFunnels, we started to see a gap between the funnel builders who were making a lot of money with their funnels and those who struggled. People had mastered funnel structure and framework because of DotCom Secrets (and they could quickly build those funnels inside of ClickFunnels), but some people weren’t making any money because they lacked the basic understanding of how to convert their funnels visitors into customers. They didn’t understand the fundamentals of persuasion, story-selling, building a tribe, becoming a leader, and communicating with the people who entered into their funnels.

And so I began a second book with a goal of helping its readers to learn and master the persuasion secrets that are necessary to convert people at each stage of your funnel. It is called Expert Secrets: The Underground Playbook for Converting Your Online Visitors into Lifelong Customers. While DotCom Secrets was the “science” or structure of funnel-building, Expert Secrets became the “art” of what you say inside your funnels.

Then, over the next few years, as we watched members of ClickFunnels growing their companies with funnels (using the structure from DotCom Secrets and the persuasion skills they learned in Expert Secrets), many people were still struggling because they didn’t know how to get consistent traffic or people into their funnels. Because of that, I wrote my third and final book in this series called Traffic Secrets: The Underground Playbook for Filling Your Websites and Funnels with Your Dream Customers.

Each of these books was written as a stand-alone playbook, but mastering the skills from all three is essential for long-term growth of your company. Because of that, you’ll see that the most recent versions of these three books refer to each other and tie in important concepts from each book.

I hope that you can use the books in this trilogy hand in hand to change the lives of the customers you have been called to serve. Everything written in these three books is evergreen and focuses on concepts that have worked yesterday, are working today, and will continue to work tomorrow and forever. If you don’t have the other two books in this trilogy, I would encourage you to get a free copy at ExpertSecrets.com and TrafficSecrets.com.

If you are interested in the most up-to-date information, I invite you to listen to my podcast, Marketing Secrets. It’s published twice a week and covers everything we’re learning and discovering in real time. I share new secrets for free that build on the evergreen topics and frameworks that you are mastering in these books. You can subscribe to this podcast at MarketingSecrets.com.


INTRODUCTION

My junk mail addiction began when I was 12 years old. I remember the exact night my obsession with junk mail and direct response marketing started. My dad was up late watching TV while working on a project. Normally, he made me go to bed early, but that night he let me stay up late and watch TV with him. I was so excited—not because I was interested in watching the news so much as I was in spending more time with my dad.

When the news ended, I was waiting for him to send me to bed, but for some reason he didn’t, so I started watching the program that came on next. It was one of those late-night infomercials. This particular infomercial featured a guy named Don Lapre who was explaining how to make money with “tiny little classiﬁed ads.”3 I’m not sure why he grabbed my attention. Maybe, because I was so young, I didn’t understand that making money fast “wasn’t possible.” Maybe my fascination grew because he was so charismatic. Whatever the reason, as soon as he started talking, I was hooked.

During this infomercial, he told stories about how he started his ﬁrst business. He explained how he came up with an idea for a product and then placed a classiﬁed ad in his local newspaper to sell this new product. The ﬁrst week after his ad ran, he made enough money to pay for the ad and was left with about $30 in proﬁt. While most people wouldn’t consider that a big win, Don knew that he could take that same winning ad, run it in other newspapers, and make a proﬁt from each paper.

He ended up running that ad in thousands of newspapers and made tens of thousands of dollars a month doing it!

I didn’t realize it at the time, but Don was teaching me (and everyone else who was watching) the basics of direct response marketing, which could be applied to any company.

Well, as you can guess, my 12-year-old eyes opened wide, and my heart started racing. I remember getting so excited that I couldn’t sleep that night—or the rest of the week. All I could think about was buying Don’s system so I could start making money. I asked my dad if he would help me pay for it, but as any good father should, he made me go out and work for the money. I mowed lawns, weeded gardens, and worked really hard for three or four weeks to earn the money to buy the system.

I still remember calling the 1-800 number to order. When the box showed up, my heart was racing as I ripped it open. I started reading the pages as Don explained to me the basics of direct response marketing through classified ads.

And that is where this journey began for me.

After that, I started to search for classified ads inside of our newspaper to see if other people were actually placing ads and selling things. As I looked, I found hundreds of ads from people who were making a living doing exactly what Don was teaching!

One day my mom took me to the grocery store and I saw a magazine on the shelf called Small Business Opportunities that had quotes on the front cover about making money. I grabbed a copy and started flipping through the pages and instantly saw the same types of ads that I had seen in the newspapers. I had my mom buy me a copy of that magazine, and when I got home, I called every phone number I could find, requesting the free “info kits” that the ads were promoting.

Within three or four weeks, I started getting “junk mail.” (I put “junk mail” in quotation marks because studying that junk mail has literally made me millions of dollars.) I started getting so much mail that the mailman couldn’t physically ﬁt it all into the mailbox. I would come home from junior high school and I would have a huge stack of my very own mail on the countertop. I’d take it all into my bedroom and read through every letter. I didn’t know it at the time, but I was reading long-form sales letters from some of the greatest direct response marketers of all time. I saw what they were doing and how they were doing it, and it was fascinating to me.

Whatever they were selling, the process was the same. They would place a small ad asking people to contact their company for a free report. After you contacted them, they would send you a sales letter disguised as a free report, selling a low-ticket information product. When I purchased the product, they would send me their “system”—along with another sales letter selling me a high-ticket product.

[image: Diagram of an offline sales funnel.]

Figure 0.1: The offline sales funnels brought prospects through a predictable series of steps.

This was my ﬁrst exposure to sales funnels. I didn’t know it at the time, but this process I was seeing over and over again offline would become the exact same system that I would use to grow hundreds of companies online.

Now, while funnels often get much more advanced than this, look at this diagram to see what offline funnels look like, and note how similar they are to the online funnels I will be showing you throughout this book.

[image: Diagram of an online sales funnel.]

Figure 0.2: Today’s online sales funnels are practically identical to the offline direct response marketing funnels I studied as a kid.

Looking back, I think it’s funny that while most kids my age were collecting baseball cards, I was studying junk mail and learning marketing funnels. When I left for college, my mom made me throw my junk mail in the garbage, but I got this one last picture with the best marketing and sales education I could have ever received.

[image: Photo of a young Russell Brunson with a large cardboard box full of junk mail.]

Figure 0.3: My love for direct response marketing gave me a huge collection of junk mail.

Unfortunately, I was never able to afford to sell stuff through classiﬁed ads and direct mail when I was 12. But I understood the concept. It wasn’t until 10 years later, during my sophomore year in college, that I rediscovered direct response marketing and saw how I could use it on the internet.

MY FIRST ONLINE BUSINESS

One late night during my sophomore year in college, I was lying in bed—way too tired to turn off the TV. So instead, I ﬂipped through the channels, and one commercial caught my eye. It explained how people were “making money online with a website.” I knew I needed to learn more. I dialed the number, got a ticket for a local event, and the next night I was at a seminar in a local Holiday Inn. That little seminar reignited my interest in business and direct response marketing. I remember hearing the speakers talk about how people were using the internet to make money in a way that was almost identical to what I learned when I was a kid. But instead of using mail, they were using email; instead of using magazines, they had blogs; and instead of the radio, they were using podcasts. It was fascinating, and I was hooked from day one.

[image: Diagram showing evolution in media channels: Networking > Facebook; Radio > podcast; Sitcom > YouTube; Reality TV > Instagram; Newspapers > blogs; and Direct mail > email.]

Figure 0.4: Blogs, podcasts, and online video are simply newer versions of the old-school offline media channels.

I started looking at other people’s websites, studying how these businesses were making money. I decided to model what I saw. After all, if it worked for them, it could work for me. So I created similar products and services to what others were selling online. My websites looked similar and the copy on the pages was similar, but for some reason, my efforts made very little (if any) money. I was frustrated because I could see others making money successfully. What was I doing wrong?

It took almost two full years of studying, researching, and interviewing successful marketers before I realized that what I was seeing online wasn’t the full business. The people who were making money were doing it through steps and processes invisible to the naked eye.

While I had modeled the part of their businesses that I could see, there were multiple things happening behind the scenes that made the magic work. I found that the difference between a $10,000 website and a $10 million company was all the things happening after a buyer came into the initial sales funnel.

[image: Two diagrams: the first shows the tip of an iceberg above the waterline, labelled '$10k'; the second shows the whole iceberg, labelled '$10,000,000'.]

Figure 0.5: I was modeling what I could see happening on the surface, but the real money was made in ways I couldn’t see.

It took me years to discover and master these DotCom Secrets—but when I did, my company quickly went from a few hundred dollars a month to millions of dollars a year in revenue.

I wanted to write this book because I know there are people like me who have been trying to be successful online yet are not having success. So many people try to model the surface level of what others are doing and are frustrated that they aren’t getting similar results. This book is the culmination of a decade spent analyzing thousands of companies and their successful sales funnels. I have built hundreds of sales funnels of my own and have worked with tens of thousands of students and clients to build funnels in every market you can dream of—both online and offline.

I hope that after reading this book you will realize your dreams of success are a lot closer than you think. You will soon see that by providing a ton of value, communicating effectively with your audience, and building out your sales processes and funnels in a very strategic way, you can get your product, service, or message out to the world. And you can get paid what you’re worth while doing it.

THREE WAYS THIS BOOK IS DIFFERENT

By purchasing this book, you have put your trust in me as your coach. I know that you’re busy; I fully understand and respect that. It’s important for you to know that I will not waste your time. You have many choices in business and success training, and I’m honored that you’ve decided to spend your valuable time with me. Here’s how this book is different from other business books you may have read:

1. Everything I show you in this book is evergreen: If you’ve tried to learn how to grow your company online in the past, you’ve probably purchased books and courses with systems that worked when they were created, but became outdated, oftentimes before they even got to the publisher. When Google changes an algorithm or Facebook introduces a new layout, many tactics suddenly become obsolete.

This book, on the other hand, is a playbook for creating sales and marketing funnels that will exponentially increase your sales online. It is an evergreen guide and will be just as useful 10 years from now as it is today. I only focus on strategies and concepts that will remain the same—even when technology changes.

2. I don’t just teach this stuff; I actually do it: There are a ton of people teaching internet marketing, and the vast majority of them make money by teaching other people the internet marketing strategies they learned about online. Dan Kennedy calls those people “shovel sellers” because during the gold rush, the people who made the most money were the ones selling the shovels. Today’s shovel sellers are selling you internet marketing strategies without actually using any of the strategies themselves.

The difference between me and most of my competitors is that I actually do this for real. That’s right. I use every one of the secrets I’m about to reveal to you. And I’ve tried them in dozens of different markets—from physical products to services to coaching and software. I also work directly with hundreds of other businesses, advising them and increasing their proﬁtability in almost every niche and every industry you can dream of.

About seven or eight years ago, I had the good fortune to work with direct marketing legends Dan Kennedy and Bill Glazer. They work with entrepreneurs all around the world, and I was their main internet marketing trainer for almost six years. This was a very unique situation, and I was able to work with hundreds of offline businesses, teaching them to implement the same concepts I’m about to share with you.

I’ve also had a chance to teach these DotCom Secrets at Tony Robbins’s Business Mastery seminar. I can tell you from experience that these strategies work for both online and offline businesses in just about any industry you can think of. Throughout the book, I’ll share examples of these different types of businesses so you can see how each strategy could work in any market.

The book is divided into several sections. Section One gives you the core strategies and concepts that you MUST understand before you can create your ﬁrst marketing funnel. Once you understand the secrets behind what makes online selling work, then you’ll learn in Section Two how to build the main 10 sales funnels we use in our companies every day.

Section Three gives you the sales scripts you need to move people through your marketing funnel so they will purchase from you. Section Four will show you some of the easier ways to implement all the technology involved. I see people get tripped up by the tech all the time, so I want you to skip the hard stuff and make it easy on yourself.

Once you know how funnels work, implementing them is a simple matter of picking which one you want to use and setting it up. Please don’t skip ahead to Section Two until you’ve read the earlier chapters, or you will miss learning the core strategies that make those funnels and scripts work. I want everything to make total sense to you, so make sure you follow the process in order.

3. The doodles are engineered for instant recall: Throughout the book, you’re going to notice tons of simple little doodles to illustrate each concept. The reason the pictures are so basic is because I want you to be able to look at the image and immediately recall the concepts. At some point in the future, if you need to remember how to structure an upsell sales letter or how to set up your “cart funnel,” you’ll be able to pull out the picture and instantly recall how to do it. When you need that image recall, you can ﬂip through the book to ﬁnd the pictures, if you like, or you can go to DotComSecrets.com/resources and print them out. I like to keep a notebook of all the pictures of funnels and scripts I develop so I can always ﬁnd the one I need. I even have some students who have certain images taped to their office walls as memory aids.

I recommend reading through the entire book once from beginning to the very end. You’re uncovering the rest of the iceberg, and you need to understand the concepts in order. Once you’ve gone through all the material, then you can go back to the chapters you know will make a big difference right away.

I’m excited for you to dive in and have some fun with this. So, let’s get started!


SECTION ONE

SALES FUNNEL SECRETS



I had just gotten married earlier that year, which meant I was one of just two married guys on the Boise State wrestling team. It was spring break and all our friends had jumped into their cars to make the six-hour drive to Vegas to celebrate. But Nate Ploehn and I were stuck at home because the beautiful women we had married earlier that year were working hard to support their jobless, wrestling husbands.

I was a sophomore, and I had been studying marketing and learning how to sell things online. But at that point, almost everything I tried had failed. I tried selling things on eBay, but never made enough profit to cover my shipping and listing fees. I then tried dropshipping and selling things on Craigslist, and eventually I tried becoming an affiliate selling other people’s products online. Yet nothing I tried seemed to work.

By the third day of spring break, Nate and I were bored. We needed a project . . . something fun to do while we were waiting for our wives to get home from their jobs. And that’s when Nate had “the idea.”

“Hey, Russell, do you want to try to make a potato gun?” he asked.

I had heard of potato guns before, but I’d never actually seen one. He told me you could make them by gluing PVC pipes together. When they’re dry, you jam a potato down the barrel, spray hairspray into the chamber, create a little spark, and shoot them a few hundred yards! I was so excited I could barely contain myself!

There was only one problem—we didn’t know how to make one.

So we found some websites that had free potato gun plans. During our research, we found out a bunch of interesting things. We learned you had to have the correct barrel-to-chamber volume ratio or your potatoes wouldn’t shoot very far. We found out the right propellant to use, the correct pressure for the pipes, and lots of other important details. We also learned how to keep ourselves safe (meaning which kinds of pipes and propellants would blow up and which ones wouldn’t). It didn’t take long before we knew a lot about potato guns.

Armed with this information, we were ready to make our first gun. We went to Home Depot and bought the things we needed, including pipes, glue, and barbecue igniters. We spent the next few days making the gun, and when it was finished, we found a secluded location and started shooting it. We had one of the best times of our lives. It was so much fun!

We spent the rest of that week making more guns, trying out other plans, and even creating some designs of our own. During that week, we learned more about potato guns than 95 percent of the world would ever know. In fact, you might say we became experts.

The next Monday when school started back up again, I remember sitting in a finance class wishing I was out shooting potato guns, and then I had a flash of inspiration. I thought, Has anyone else besides me searched for information on how to make potato gun plans? Online, you can find websites that tell you how many searches in Google are happening each month. So I went to one of those websites, typed in the keyword “potato gun,” and found that over 18,000 people that month had searched for the phrase “potato gun”!

At that time, there were no products, no paid plans, and no other experts out there teaching people about potato guns. There was a lot of free stuff, but nothing for sale. It occurred to me that this was my chance. This was my opportunity to become an expert in potato guns and to sell my advice. I figured I knew about as much as any other “potato gun expert” out there, so all I needed to do was create a product and sell it. I called Nate and convinced him to help me record a demo of us making potato guns. We borrowed a little video camera and drove up to Home Depot to start filming our first product.

When we got there and started filming, someone asked us what we were doing. We told them we were recording a video about making potato guns. Apparently, Home Depot didn’t want that type of liability, so they threw us out. Then we drove to another Home Depot in town, and this time we went into stealth mode. I hid the camera under my jacket, then pulled it out and started recording what we were buying as we picked up the supplies.

We returned home and filmed ourselves assembling the guns. We described each step as we did it, shared the secret barrel-to-chamber volume ratios we’d discovered, told them about our favorite propellants, and instructed them how to keep safe. Eventually, we had a video explaining the whole process. Then we turned our homemade video into a DVD to sell online.

I remember being so excited that I was going to have my own product selling online. We burned a bunch of copies of our new DVD, got my website set up, added an Add to Cart button, connected it to a shopping cart, and then went to Google to start buying some ads.

At first it was easy—almost too easy. I told Google that anytime someone typed in “potato gun” or “spud gun” or “potato gun plans” to show my ad, and then they would charge me on average about $0.25 every time someone would click on my ad. On an average day, I would spend about $10 on ads, and from those $10, I would average about one sale of our DVD per day! When you do the quick math, I was averaging about $27 per day in profit from my little potato gun website (not bad for a couple of college wrestlers!).

[image: Diagram showing traffic flow from Google ads to a Potato Gun DVD sales page. '$10 per day... One sale PER DAY! $37 per day = $27 profit'.]

Figure 1.1: On average, each day I spent $10 in ads to sell one $37 DVD, so I was able to make a profit of $27 every day.

But then it happened. I didn’t understand it at the time, but I experienced the first “Google slap,” where Google decided, literally overnight, to change everything. I woke up one morning to find out that my costs went from $0.25 to almost $3.00 per click! I was sick to my stomach knowing that if this stayed the same, I would be out of business in just a few days. By the end of the week, I started to look at the damage. The stats showed me that it was now costing me almost $50 per day in ads to sell one DVD per day.

[image: Diagram showing traffic flow from Google ads to a Potato Gun DVD sales page. '$50 per day... One sale PER DAY! $37 per day = -$13 per day'.]

Figure 1.2: After the Google slap, I realized that I spent on average $50 per day to sell one $37 DVD, so I lost $13 every day!

I was devastated. I turned off my ads that morning thinking that I had missed the opportunity of the internet. It was no longer for little guys like me. I spent the next few weeks feeling sorry for myself, and then one day I got a call from one of my friends, Mike Filsaime. He had a similar business to mine, selling information products online.

“Hey, man. Have you recovered from the slap yet?” he asked.

“No, I turned off all my ads. I’m not sure what to do now,” I responded.

I could then hear him smiling from the other end of the line. “Dude, we figured it out. I know how to make your ads work again!”

“What?! How?” I asked.

“Did you know that when you go to McDonald’s, they spend $1.91 in advertising to get people into the drive-through? That means that when they sell you a burger for $2.09, they only make $0.18.”

“No,” I responded. “But what does that have to do with my website?”

“Well, after you order your burger, they have their cashiers ask this magic question: ‘Do you want fries and a Coke with that?’ They charge $1.77 more for this upsell, but they make—and more importantly they keep—$1.32 profit from everyone who takes this upsell! That’s eight times the profit of the initial sale!”

I could tell he was excited, but I still didn’t understand what this had to do with me. He went on to tell me that after he got hit with the Google slap, he decided he needed to have his own upsells like McDonald’s. His ad costs had gone up, so if he could get his profits to go up eight times, then he could still buy ads and be profitable.

He showed me a few of his sites, and he set them up in a way that I had never seen before. After someone purchased one of his products, the next page had an upsell page, where he made people a special “One-Time Offer,” or OTO, asking them to upgrade their order.

[image: Diagram showing a core offer order page leading to a one-time offer to upgrade the order.]

Figure 1.3: By adding OTOs after your core offer, you’ll be able to increase your customer’s total order so you can still buy ads and remain profitable.

He told me that one out of three people who saw this upsell offer were buying it, and because he was making so much more money from each sale, he was able to turn his ads back on!

I could barely control my excitement. “But wait . . . What would I sell for my OTO?” I asked. “I only have a potato gun DVD.”

“What other value could you give them, Russell?” he asked. “After they have the DVD, what else could you do to serve them?”

After thinking for a minute, I said, “Well, the biggest complaint I get from my customers is that they have to go and buy the pipes, barbecue ignitors, and all the supplies to make the guns.”

“YES!” he shouted. “That’s perfect. After they buy your DVD, then make them a special offer to have you ship them a kit with everything they need to make their potato guns.”

After I got off the call, I searched online for someone who was selling potato gun kits. Eventually I found someone in northern Idaho who made these kits, and I set up a partnership with them where they shipped out the kits I sold online. I then added this one simple upsell page to my sales process, turned back on the ads, and what happened next changed everything for me.

[image: Diagram showing traffic flow from Google ads to a Potato Gun DVD sales page with a one-time offer page added. '$50 per day... One sale PER DAY $37. 1 out of 3 buy the upsell $65. $102 PER DAY, $52 proifit!'.]

Figure 1.4: After adding a potato gun kit as my OTO, I was able to increase my customer’s average order from $37 to $102. Instead of losing money with $50 per day ad costs, I was able to make a higher profit than I did before the Google slap.

Google kept charging me $50 a day in ads, but now one out of three people started to buy my upsell for the $197 potato gun kit! That means I made an extra $65 on average for each person who purchased a DVD from me! I was now spending $50 a day on ads, but because I generated an average of $102 revenue from each order, I was able to make a $52 profit on every DVD that I sold. I was making more money than before the Google slap ever happened!

Without even knowing it, I had built my first sales funnel, and by doing it, I was able to do two amazing things:


	Give my customers a better experience. By making the special offer for the potato gun kits, I was able to serve them at a much higher level than I had before.

	Spend a lot more money to acquire a customer. Even when spending $3.00 or more per click, I was able to remain profitable.



Although I didn’t have any competitors in the potato gun market, I had learned a valuable principle. Dan Kennedy said it best: “Ultimately, the business that can spend the most to acquire a customer wins. A business beats its competition by making the same prospect worth more to his business than to that of his competition.” Because each of my customers was worth more, I could spend more to get those customers. Anyone else who was in that market with me would have gone out of business with the increased cost in ads, but I was able to flourish and take all the traffic for myself!

After seeing how this simple funnel changed my business overnight, I knew that I could apply it to any company and dramatically increase how much money they would make from each of their customers. I became slightly obsessed and started launching funnels in dozens of different industries. I had funnels selling:


	Speed-reading courses

	Baby sign-language books

	Couponing classes

	Dating courses

	Supplements

	Physical products

	Weight-loss training

	Network marketing

	Apps

	And more . . .



During that time, we were innovating and trying to come up with crazy ideas for other types of funnels besides the basic one I just showed you. We tested hundreds of ideas and found dozens of types of funnels that can be used for different situations. In Section Two, I will show you the main 10 funnels that I use daily in my companies and the companies I consult. Each one has a different purpose for acquiring customers, ascending them, and monetizing them, and using each can help you geometrically grow your company.

Outside of my own companies, I started to share these funnels with other types of businesses in every category that you can dream of, from information to physical product sellers to service-based businesses, including local brick-and-mortar-style companies. People often ask me, “Russell, does my business need a funnel?” to which I always respond, “Only if your company needs leads or sales.” If you want to generate leads, there are funnels for that. If you want to sell products, there are funnels for that. Funnels will grow any company. Your goal is to figure out which funnels are right for your specific situation. Most people start with one funnel to acquire new customers and then build other funnels to help them make more money on autopilot from each new lead they get.

WHAT IS A SALES FUNNEL?

The question that I get asked daily is: What is a sales funnel? And no matter how hard I try, I’ve never been able to figure out a one-sentence answer that quickly describes it. The thing that I’ve found to be most helpful is to contrast a funnel with a website. Many people think they are the same thing, but when you see them side by side, it quickly becomes apparent why a funnel is superior.

When websites first came into existence, people didn’t really know what they were or how they were supposed to use them. There was little strategy involved, and the people who were selling the websites to business owners (the designers) just wanted to make something that looked pretty and made the business owner feel good about themselves. Because of that, most websites for the first decade or two of the internet looked a lot like a glorified brochure: they looked awesome and had links to everything that the business could potentially do for a customer.

The problem was there was no strategy or process behind the website. It was similar to hiring a salesperson, having them stand outside your store and hand out brochures to people who were walking by, with the only sales strategy being the hope that they’d






	The customer has a better user experience. They aren’t confused, and they can find exactly what they’re looking for.

	You as the store owner actually make more money. Because you don’t confuse your customers, you upsell them on the right things that will help them on their journey.
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