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    Book Abstract


    MAIN IDEA


    Online businesses which are struggling normally assume they have a problem getting enough traffic to their site or converting that traffic when it does show up. That's not usually the real problem, however. More often than not, websites which are underperforming have a funnel problem.
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    The best way to organize an online business is to build a good sales funnel – which consists of some bait (B), front-end offers (FE), mid-funnel offers (M) and back-end offers (BE). To optimize the funnel, you'll also need three good strategies for Traffic, Product and Communications.


    If you can organize your funnel so you can spend two- to three-times more than everyone else to acquire customers, your online business will become exponentially more profitable.


    "Ultimately, the business that can spend the most to acquire a customer wins."


    – Dan Kennedy


    "When you implement these secrets, you will transform 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."


    – Russell Brunson


    About the Author


    RUSSELL BRUNSON is the owner of DotComSecrets.com Inc., a marketing consulting firm. He started his first online company while he was a student at Boise State University. Within a year of graduating from college, Russell Brunson sold more than a million dollars of his own products and services working from his basement. For more than 12 years now, he has been consulting with other online companies helping them grow their traffic, increase their conversion rates and make more online sales. Russell Brunson is a graduate of Boise State University.


    The Web site for this book is at www.DotComSecrets.com.


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, view points and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Dotcom Secrets (Russell Brunson)


    1. Funnel Principles


    While the online world may look like an entirely different beast altogether, the fact is the same methods direct marketers have been using for years to win customers work just as well online as they do offline. Like an iceberg, It's what's going on behind the scenes with your funnel that counts.


    Direct marketing has been around for many years and is a well-known entity. To make offline sales, the steps direct marketers have traditionally taken are:
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      	Advertisers run a small classified ad to get you to ring a 1-800 number for a free report about something.


      	They send you a sales letter disguised as a free report which sells a low-ticket product.


      	When you buy the low-ticket product, they also include another sales letter selling a high-ticket product and so on.

    


    The online method for making sales is often touted as being revolutionary but when you break it down, the online method is very similar:
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      	Online businesses offer you something for free in order to get your contact details so they can continue to market to you.


      	Instead of using 1-800 numbers and reports, you get emailed information about what's on offer in order to whet your appetite.


      	Over a period of time, you enter the company's sales funnel and get offered a low-ticket item to start the relationship. If you buy that initial low-ticket item, you then get offered items which have more value and higher price points. You gradually get used to doing more and more business with the online entity and build a level of trust they will deliver value.

    


    So the marketing methodology is still the same but old media tools have been replaced by new media tools:
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    Regardless of whether you're using old media or new media, the things you have to figure out in order to market your services or products are the same:
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        Who are your dream customers?

        You don't have the time or resources to try and sell to everyone so you need to figure out who are your dream clients. Many companies develop buyer personas for the clients who will best appreciate what they have to offer. You should do the same.

      


      	
        Where can you find them?

        They will already be hanging out somewhere online and that's where you want to be to attract their attention. Identify what they read and their common interests.

      


      	
        What kind of "bait" will appeal to them?

        You next clarify what kind of gift you can give your ideal clients to attract their attention. This might be a book, a CD, a DVD, an audio recording or something else. Figure out what they would love to get.

      


      	
        What result do you want to give them?

        The last piece of the puzzle is to clarify what you want to achieve for your ideal clients when they buy what you offer. You clarify in your mind the value you seek to deliver through your products or services. Clarify where you ultimately want to take the customer as they do business with you.

      

    


    The reality is a new customer probably won't walk in the door and immediately want to pay you $1 million for an initial transaction. Instead, they will want to do a low-price transaction with you as a test. If they receive value for their money, they will naturally progress to buying higher-ticket items. In anticipation of this, you also need to build a value ladder of products.


    For example, a dentist's value ladder might look like this:
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    The dentist might offer you a free teeth cleaning consultation (1). While you're there, he may suggest you get your teeth whitened (2) and sell you a teeth whitening kit for $100. He may also suggest you get retainers (3) for $1,500 and think about some other cosmetic work (4) in the future which would cost $3,000. He also might schedule you for six monthly checkups (at $60 per visit) to keep your teeth in good shape.


    The same applies online. You need to build a value ladder for where you want to take your online customers. The value ladder will usually start out with a free offer (if the customer will just cover the shipping) and then as customers receive value, they will just naturally progress up the ladder towards your higher value (and higher price point) offerings.


    No value ladder is complete without a good continuity program as well. Your continuity program might be structured as a membership site, as ongoing coaching, as a piece of software they use – it's something which adds value and which you can bill for each month.


    Ideally, you'd like every new customer who comes along to purchase your most expensive product or service. That rarely happens though, so that's why you need a sales funnel. The sales funnel links back to your value ladder and accomplishes two things:


    
      	You can provide value to customers at whatever level of service they can afford.


      	You can make money and be profitable while you identify your dream clients who can afford your highest value offer.
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    The funnel moves people through your sales sequence. They enter the funnel as prospective customers (traffic), make an initial low-ticket purchase and then become repeat customers. You give them something free as bait (B) to do business with you and then sell them different price point packages at the front- (F), middle (M) and back-end (BE) of your funnel.


    "Every product I sell online has a sales funnel that I take people through. In fact, immediately after the customer buys something, they are offered an upsell or two before they even leave the page. This is one type of sales funnel. I use other types of communication funnels to build a relationship and encourage them to purchase other products and services we sell."


    – Russell Brunson


    2. Communication Strategy


    The key to making a funnel work is to develop a persona for an "Attractive Character" who will communicate with the people on your list. If you use generic communication strategies, all you'll end up with is a website which looks the same as everyone else. Communicate using an Attractive Character and you build a following.


    If you look at the most successful websites in the most competitive markets, you'll find they use an "Attractive Character" (AC) to be the voice of their business rather than using generic or bland corporate language. If you build the content of your website and your sales funnel around an Attractive Character, prospects will relate better and will enjoy doing business with you.


    To create an Attractive Character, you need three components:


    
      	
        Good elements – Attractive Characters always have the same four elements:

        
          	An interesting back-story which relates directly to the product or service you sell. Your AC has credibility because they have hands-on experience.


          	ACs speak in parables or tell stories rather than using hard sell tactics.


          	ACs are absolutely candid about their character flaws and this makes them more realistic and believable.


          	ACs polarize – you either love them or you hate them right from the get-go. You know right up-front what they stand for.

        

      


      	
        Clear identity – memorable ACs tend to take on one of four identities:

        
          	A leader who knows the potential pitfalls and is looking to take you on a journey from where you are now to where you want to be in the future.


          	An adventurer or a crusader who is curious and sets out on a journey to discover the truth.


          	A reporter or an evangelist who is willing to get out there, interview dozens of people and then share what they learn.


          	A reluctant hero who doesn't want the limelight but feels compelled to share all he knows.

        

      


      	
        Storylines – which are the way ACs communicate with their audience of prospective customers. The most commonly used business storylines are:

        
          	Loss and redemption – your AC is on top of the world and then has to figure their way out of a hole and this turned out to be a blessing in disguise.


          	Us vs. them – your AC is battling a group of outsiders and customers have to pick which side they are on.


          	Before and after – your AC goes through some incredible transformation and wants you to have the opportunity to do the same.


          	Amazing discovery – your AC discovers something awe inspiring and wants to help you try it as well.


          	Secret telling – your AC has something which nobody else knows to share with you.


          	Third person testimonial – where your AC updates prospective customers on the impressive successes other people have had with your product or service. This provides powerful social proof and can incorporate success stories and case studies.

        


        "It's time to get started creating your Attractive Character. Most entrepreneurs never think about this vital communication tool. And even if they do, they don't put in the time and effort to do a good job creating a believable persona. Zero in on a story and personality you or one of your clients has."


        – Russell Brunson

      

    


    Soap Opera


    When someone joins your mailing list for the first time, it's important that you build a bond between them and the Attractive Character. You do that by sending them a series of emails – the "Soap Opera Sequence."


    In the television industry, soap operas have high-drama open ended episodes which take viewers on a journey, you want to do the same with new prospects by using five emails sent sequentially for five days:


    
      	Set the stage – thank people for signing up and let them know something interesting is starting


      	Create a high-drama situation – where your Attractive Character strikes a big problem


      	Epiphany – your Attractive Character realizes something which has always been right there


      	Hidden benefits – you point out some additional benefits which are not obvious at first glance


      	Urgency and call-to-action – you give the reader reasons why they should act now

    


    Daily Seinfeld


    After you use the Soap Opera to orient new subscribers, you then continue the conversation using "Seinfeld" emails every few days which are 90 percent entertainment and 10 percent content or offers. Seinfelds are meant to be fun and entertaining so as to drive ongoing engagement.


    Just like the Seinfeld TV show which was about nothing, you use these emails to entertain and keep in touch, not to do hard sells.


    3. Traffic Strategy


    Before you build your own sales funnel, have a look at the sales funnels other people are already using to successfully sell to your target market. Reverse engineer what they're doing right, figure out where they get their traffic and clone what they do. Add your own touches later on but start with what they are doing.


    The first thing you should do to build your own sales funnel is to take a close look at what other people who are already selling to your target market are doing. The Internet is great for gathering competitor information. Look at what others are doing right, figure out where they are getting their traffic and ride their coattails.


    At the present time, the best way to reverse engineer someone else's successful funnel is to use www.SimilarWeb.com


    To use this intelligently, make a list of all your direct and indirect competitors. You then go through and for each of those websites, you use SimilarWeb.com to analyze:


    
      	What paid traffic sources they are using.


      	What ads they are running.


      	What kind of demographic they are targeting.


      	What offers they are putting out in the marketplace.


      	How long each of their ads have been running – which signals how successful they are.


      	The exact landing pages they are sending the traffic they generate to.

    


    Based on what your direct and indirect competitors are already doing successfully, you can then start figuring out the kind of offer you want to make to the marketplace with your sales funnel. The 5 variables of an offer are:


    
      	Demographics – the characteristics of the people you're targeting. Who is your target group? Once you clarify who your target market is, you can then start looking for where they hangout or congregate online.


      	The offer you make – what you're selling and its price point, upsells and down sells. How will you add value? The best way to get an accurate picture of how your competitor structures their offer is to take out your wallet and buy what they offer you. Take note of their offers and funnels.


      	Your landing page – the page a customer comes to when they click on your ad. What is working? Again, give this the same look and feel as what your competitors are successfully using. Model what they have optimized.


      	Traffic source – where do you get it? Look at where your competitor's traffic is coming in. You can then tap into that same traffic and redirect some of it to your website.


      	Your ad copy – what do good ads look like? You look at how their ads are designed and whether they use video, etc.

    


    Once you find out those five elements in regards to your competitors, you can then reverse engineer and clone what they are doing in a niche where they are already succeeding. It's always easier to model and clone what's already working in the marketplace than it is to start from the ground up and pioneer something brand new.


    Get as much data as feasible about each of these elements and use that as your starting point. Keep researching until you know all five factors, all of which will affect ongoing profitability. Model success.
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    Keep in mind there are really only three types of traffic which


    
      	Traffic you control – where you have the ability to specify where it goes. This is where you purchase an ad on Google or run a banner ad on another website. Traffic you control is great but expensive – the more you use it, the more you pay. More often than not, your aim with this kind of traffic will be to drive traffic to your squeeze page where you can collect contact details so you can continue the conversation through follow-on emails.


      	Traffic you don't control – where it just shows up. If someone mentions you on Facebook, you might get people looking you up on Google and from there they may end up anywhere on your website. The same is true for all your other PR efforts. The best way to handle this traffic is to try and send visitors to your blog where you ask for their email addresses and other contact details.


      	Traffic you own – which is the best kind of traffic. This is your mailing list of followers, readers, customers, etc. You own this kind of traffic because at any time, you can email them and generate additional traffic for your sales funnel without having to pay Google, Facebook or anyone else.

    


    

    

    

    

    
      	
        Take the temperature of your traffic – determine if they are hot, warm or cold. The difference:

        
          	Hot traffic will be the people who already know who you are, and most likely they are already your mailing list. Hot traffic responds to personality-driven communication.


          	Warm traffic are the people who may not know you but have a good relationship with somebody you know. Warm traffic responds well to an endorsement from someone who is trusted.


          	Cold traffic are the people who have no idea who you are or what you do. They will need information about how you can add value before they would even consider acting.

        

      


      	Pre-frame your funnel – by giving each type of traffic a powerful introduction. Hot traffic will need something short and punchy. Warm traffic will need an endorsement from someone who is trusted. Cold traffic will need information which educates them so they can better appreciate the various offers you will be making.


      	Qualify subscribers – find out who is willing to give you their email address in exchange for a gift or for more information.


      	Qualify buyers – find out who is willing to take out their credit card and buy a small-ticket item from you. The best performing item in this phase tends to be a "free-plus-shipping" item – the item is a free gift and they pay between three and seven dollars for shipping only.


      	Identify your hyperactive buyers – the people who are in pain right now and who will be willing to buy some of your higher priced offerings immediately. You want to know who is highly motivated to buy and help them scratch the itch.


      	Age and ascend the relationship – give the prospect time to appreciate what you have. Continue to provide them with value and try and get them thinking about your other offerings. Give them time to see the value you give rather than hitting them with a continuous sales pitch.


      	Change the selling environment – schedule an appointment to chat on the phone or invite them to attend a live event. Give them access to a seminar you're running. You will sometimes find when you communicate on a different level, it becomes easier to move people to the higher levels of your value ladder of products and services.

    


    

    

    

    

    

    

    
      	Some kind of free product which you can use as bait to get people into your funnel in the first place.


      	A small-ticket-price product which you sell at the front-end of your funnel.


      	A different medium-ticket-price offering which you sell in the middle of the funnel.


      	An awe inspiring high-ticket-price offering which provides incredible value and which you sell at the back-end of your funnel.

    


    

    
      	Who is your target market? – Not just in terms of demographics but get into their minds a little. For your ideal customers, figure out what their passions are, what pains they feel and what they're thinking about. Identify what they're searching for right now and what's going on in their minds.


      	Where is your target market congregating? – You have to find out which websites they visit, the blogs they read, what online groups they belong to and what keywords they are searching for on Google. You have to research how they spend their time so you will know where to contact them.


      	How can you get them to check you out? – You need to know how to engage them and what to offer them in order to get prospects into your funnel.

    


    

    

    

    

    

    

    The best kind of bait:


    
      	Free-plus-shipping


      	Order form bumps

    


    

    

    

    

    

    Front-end funnels


    
      	Two-Step, Free-plus-shipping


      	Self-Liquidating


      	Continuity

    


    

    
      	
        Two-Step, Free-Plus-Shipping – which basically means you have a simple order form which asks just for their email and shipping address (step 1) and then you ask for their billing details on a separate page (step 2). You then have a one-time-offer for an optional order upgrade.

        

        

        

        
      


      	Self-Liquidating Offer – which tends to work very well for products in the $27 to $97 range. The main goal here is to sell a front-end product which covers the expense of buying traffic so your upsells become pure profit. Typically, a self-liquidating offer will attract traffic by offering a free report and the order confirmation page for your free product will be your main sales letter for the paid offering. You also include a one-time-only upgrade offer at the end.


      	Sales letters for self-liquidating offers generally use this script:

        

        

        
      


      	Continuity programs – are an essential part of every value ladder. Continuity is simply where you get paid every month or every year for ongoing access to information, software or some other product.

    


    

    Middle of the value ladder funnels


    
      	The Perfect Webinar


      	Invisible Funnel Webinar


      	Product Launch

    


    

    
      	
        The Perfect Webinar – which is really just your sales PowerPoint presentation delivered over the Internet. Webinars can be live or prerecorded. Generally you don't charge people to view the webinar but generate revenue by selling a product or service at the end.

        

        
          	Introduction – You talk about the One Thing participants will get out of the webinar and why they should stay to the end. You also talk about your qualifications and get them to imagine a great outcome.


          	Content – You reveal three inside secrets about the One Thing. You also debunk the myths and change the way they think.


          	Close/Pitch – You unveil your product or service and stack up the value of its component parts before revealing the real price.

        

      


      	
        Invisible Funnel Webinar – where you allow people to decide whether or not they will pay for what they get after they have attended the webinar. If they don't think you have delivered enough value, they pay nothing.

        

        

        
          	You raise a question that brings people's desires to the front of their minds and make them wish they had what you're offering.


          	You introduce a "Magic Bullet" solution which is the perfect solution to that problem.


          	You provide lots of social proof about the real-world value of your solution.


          	You impressively unveil your risk reversal guarantee where they can "try before they buy." They can receive everything you offer and then decide whether or not to pay for it!

        


        

        
          	Introduction – Tell them what they will learn. Remind them they are the judges of whether you deliver value.


          	Content – Teach your content and then include a parable and an example of how to use it. Have three or four pieces of content per seminar.


          	Close/Pitch – Reiterate the deal and then transition to offers for your high-end products which will help them apply what they learned.

        

      


      	
        Product Launch – where you break your sales presentation up into four chunks and let prospects comment on what's emerging to build buzz. To make a product launch work, you have to deliver a ton of value while educating your prospects and before selling your products.

        

        
          	Wow – You wow prospects with your big idea, kill the myths and show others using the product.


          	Transform – You let people look over your shoulder while you use your solution and offer proof.


          	Ownership – You get viewers to visualize what it would be like to own and use the solution on an ongoing basis.


          	The Offer – You reveal what you're selling, the price and what the product will do for them.

        


        

        

        
      

    


    Back-end funnel:


    
      	High-Ticket, Three-Step Application

    


    

    

    
      	Case Study – Share a case study detailing the results of your high-end packages and invite them to apply if interested.


      	Application – The prospect fills out an application form which provides you with details and gets them to sell you on why you should take them on as a client.


      	Homework – You give them some homework to do and then a member of your sales team contacts them by phone to try and close the deal.
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