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FOREWORD

“That’s it!” we both echoed in triumphant agreement after a 12-hour marathon hike on July 18th, 2011. After 28 years pursuing the ultimate marketing method, it all seemed so simple, so elegant, so perfect.

But it took someone like my student and good friend, Ryan Levesque, to make it so… and a very painful 18-mile trek in the White Mountains of New Hampshire with no email, cell phone, or other distractions to articulate the concept in its purest form.

Of course, we both knew the devil was in the details, but how could the method itself be so simple? Well… it is.

Let’s start at the beginning…

I believe it was the day after Christmas, 2008, when I signed for the FedEx envelope at my door. “That’s weird,” I thought. “Who the heck sends a FedEx on Christmas Day?” But then it occurred to me: “Pretty darn slick… because how can I possibly NOT open and read it now that the sender has piqued my curiosity?”

Inside was a passionately written letter with a $100 bill neatly stapled to the top. There was also a $500 cashier’s check made out to my company.

It seems that Ryan was intent on paying for my coaching services, and the fact that I had a big “Closed” sign on the website, which informed people of the long waiting list, wasn’t going to stop him. Of course, I politely returned his money and let him know where he could sign up for the list. (He was the first one to sign up a few months later, when I had an opening.)

In retrospect, the FedEx experience was a foreshadowing of things to come with Ryan. I’ve long since learned trying to stop him from accomplishing anything is entirely fruitless.

Whether it’s getting the attention of someone whose attention does not want getting, climbing the tallest mountain, or figuring out how to overcome the most difficult of marketing challenges, Ryan is probably the most determined person I’ve ever met…

Ryan will do exactly what everyone else says can’t be done—or isn’t willing to do—and then he’ll figure out how to systematize it so it becomes a lot easier to implement than everyone else thinks!

Ryan succeeds where others fail because of his keen intellect, ravenous appetite for the truth, penchant for detail, persistence, and, perhaps above all else, his willingness to “play the long game” until he patches every last hole in his master method.

But before I tell you too much about why Ryan is the only person who could have possibly written this book, I should let you know WHY you’ll want to read it from cover to cover in the first place…

In other words, what’s in it for YOU, dear reader?

Exactly this: The world’s most powerful marketing method, which YOU can use to dramatically improve the bottom-line profits in your business. That’s what! (In my not-so-humble-and-painfully-considered opinion.)

Now, please know I don’t make this statement lightly. In fact, it’s actually a statement against my own best interest:


	I’ve been an aggressive student of marketing for more than 28 years. My wife and I have sold more than $30,000,000 in marketing consulting to Fortune 100 companies like Lipton, American Express, Colgate-Palmolive, Whirlpool, Panasonic, AT&T, Kodak, Hallmark, and more. (In fact, we’ve worked with literally dozens of Fortune 500 companies…)

	Along the way our work, research, and theories have been covered in major media like the New York Times, the Los Angeles Times, the Chicago Sun Times, the New York Daily News, Crain’s New York Business, the Milwaukee Business Journal, the Indiana Star Ledger, American Demographics, CBS & ABC Radio, Bloomberg Radio, WGN and UPN TV, and many, many more.

	I co-founded (and eventually sold) an Internet marketing agency that managed millions in online advertising, developed and distributed marketing education programs to an international audience of thousands, and has seen the dollars-in-to-dollars-out results of hundreds of business models.

	I’m also in regular contact with some of the top marketing and branding experts in the world.



I should have written this book myself… but I didn’t, because—as much as I’m embarrassed to admit it—there were a few missing pieces to my method which only Ryan could have figured out—critical missing pieces that made it difficult to implement on the much grander and more effective scale that Ryan has now proven, pieces I should have seen but didn’t.

Ryan’s method is the “finished product”… the polished piece. And God bless him for doing it… Because I’d now put Ryan up against anyone in the world marketing in the same arena. Anyone—including me!

Now, I’ve been very successful implementing, teaching, and profiting from version 1.0 of the “Ask Method” on my own. And I had quite a reputation… because I’d entered more than a dozen markets profitably and consecutively right out of the gate.

Ryan studied this method more intensely than any of my other students. To say he was obsessed would be an understatement. He repeatedly flew out to my house to talk to me about it. He used it to develop his own very profitable business (in an arena which had nothing to do with teaching others to make money, by the way…).

And then he asked—whichis my polite way ofsaying“begged”—to handle the overflow of consulting clients on my waiting list so he could get even more experience. I had only glowing reviews from the clients I sent him, at which point I asked if Ryan would do a marketing podcast series with me… another resounding success.

Slowly, as I got to know him better and better, I began to realize this “kid” was doing something with the method I wasn’t…


	Where I would be looking to conserve resources and find shortcuts because my implementation of the method was rather laborious, he was instead asking how we could better systematize the process so we could shift the work to lower-cost labor.

	Ryan made a much more intensive study of copywriting than I did. As a result, he told better and more relevant stories. I’m admittedly still a bit of a “propeller-head professor.” If I don’t watch myself carefully, I’m prone to drone on about extremely valuable facts, which, although very useful for the prospect willing to study them, couldn’t sell their way out of a paper bag. So, as much as I hate to admit it, Ryan’s sales copy and email follow-up messages were more powerful and engaging than my own. (So much so that I actually consider myself a student of his in these regards now.)

	Having observed the power of the “Ask Method,” Ryan took it to the Nth degree. (That’s Ryan for you!)



Whereas I introduced the concept of the “Ask Method,” Ryan systematized it and refined it to a degree more than I had been previously willing to do, and in a more engaging and powerful way. Is it any wonder he quickly built a multimillion dollar agency with clients who are terrified of losing his service?

But you don’t have to be a “Ryan Levesque” to benefit from this book. You only need an open mind and a willingness to implement SOME of this stuff on even the most basic level… Because 95% of your competitors probably never will!


—Glenn Livingston, Ph.D.

www.GlennLivingston.com




INTRODUCTION

HOW TO USE THIS BOOK

Dear Friend,

If you ask 1,000 entrepreneurs, business owners, or aspiring business owners to complete the sentence: “I wish I had more _______________.” Ninety-four percent will say one of two things.

The most common response is time.

The second most common response?

Well, that’s something we’ll get to in just a moment.

But first, when it comes to time, if your life is anything like mine, between work, family, and the ever-changing online landscape, there are times when it feels like there just aren’t enough hours in the day.

As a dad, husband, and CEO (because my time is so limited) I’m increasingly picky about which business books I read. I suspect you might be particular about what you read as well. At the same time, I know that all it takes is just one pivotal idea for a book or resource to change my life forever.

I believe Ask is one of those resources truly worth the investment of your time.

And not only that…

When you apply what you’re about to discover, the contents of this book can deliver the second most common thing entrepreneurs, business owners, and aspiring business owners say when asked to complete the “I wish I had more ________” sentence.

That thing?

Money.

The reason I say that is because, as you’re about to discover, the Ask Method is responsible for generating over $100 million in sales online—revolutionizing industries ranging from business funding to dog training.

And, in addition to the financial impact this method is having in industry after industry, businesses using this method are seeing their previously uninspired customers transform into raving fans and repeat buyers right before their eyes.

And most importantly, by the time you’re finished with this book, the Ask Method is something you will be able to use in your business.

But before we dive in, because I want you to get the most out of this book in the least amount of time, let me explain how Ask is organized.

This book is broken down into two main parts.

Part One of the book is the “behind the scenes” background story that tells you a little about who I am and how the Ask Method came about. As I share with you some of the twists and turns of my (slightly unusual) journey to where the Ask Method finally came together, my hope is that it provides you with three things…

First, context for what the Ask Method is; second, a recognition of opportunities where the Ask Method can be used; third, and perhaps most importantly, inspiration to hang in there when things are tough.

Every successful entrepreneur’s story is filled with near-failure. My story is no different, and if you’re like most people, I think you’ll be surprised to hear how it took me almost dying for the Ask Method to come into existence.

Part Two of the book is the “methodology” section, which shows you what the Ask Method is and how to apply it in your business in step-by-step detail.

If you’re the type of person who wants to skip the background and “cut to the chase,” you can go straight to the methodology section and it’s all laid out for you. Of course, after reading it, if you want to go back and find out how I came up with the method, it may make even more sense. The choice is yours as to where to begin.

That said, wherever you start (with the story or methodology), this book is intentionally designed to be interactive.

What I mean by that is, by necessity, there is a blurring of offline and online worlds today. The days of a written book (or even ebook) being nothing but a “book” are long gone. More often than not, concepts are timeless, but with rapid changes in technology, the application of those concepts can change rapidly.

It is my goal to help you understand the timeless concepts and strategies in Ask and give you access to the most up-to-date application of those concepts at the same time.

For this reason, you will find “signposts” along the way in this book that will lead you to a secret bonus section of the Ask Method website, exclusively available to you as a reader, which is designed to go hand in hand with this book.

This free secret bonus section includes critical updates, illustrations, and live examples I’ll be referring to throughout the text to help show you how to apply the Ask Method in your business and get results fast.

By the way, if you’re curious to get a sneak peek of some of the goodies in this free secret bonus section right now, you can take a quick look now by visiting: www.AskMethod.com/bonuses. (Just please do me a favor, and don’t share that link. It’s for verified readers only.)

With that being said, at the same time I want to point out something that’s super important. I want you to understand the Ask Method is here in its entirety. I’ve held nothing back. It is all there for you to use and customize for your business. I’ve given you everything I can in the confines of one book to use the Ask Method successfully. And at the end of the book, I explain why I decided to share my “secret family recipe” with the world like this, and hold nothing back.

So there you have it. The choice is yours. Start at the beginning or in the middle, whichever you prefer.

But whatever you decide, the important thing is to start. My team and I are committed to helping you understand the Ask Method and give you everything you need and more to take your business to the next level.

So without further delay, let’s get started!


—Ryan Levesque
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CHAPTER ONE

You: Who, What, & Why…

Let me ask you a question.

If you were to Google “How many ads are we exposed to daily?” what do you think is the answer? Take a guess.

I was curious myself, so I searched and found that, according to CBS News, “We’ve gone from being exposed to about 500 ads a day back in the 1970’s to as many as 5,000 a day today.”1

That was in 2006.

Now that number may or may not be true, but I think we can all agree we’re being bombarded with more advertising and marketing messages than ever before. And if we didn’t tune them out, we wouldn’t be able to function.

But, for some reason, in all this cacophony, marketers still seem to think if they can stand on their tippy toes, and scream loudly enough (metaphorically speaking), even strategically, they can get the attention of customers.

What I’m going to tell you is how, with a quiet, almost hushed voice, you can break through that cacophony and communicate with customers so they feel like you’re talking to them and not at them.

And you can get them to (willingly) tell you what they want to buy, and more importantly, what they want to buy from you.

But, as you’ll discover in a moment, to get an accurate answer to this question—it’s not something you can ask directly. In other words, you cannot directly ask what people want. It takes a somewhat counterintuitive approach that, when done right, can be wickedly effective.

I’m going to show you, in detail, my Ask Method, the same method my clients, customers, and I have used to quietly generate over 3 million leads and over 200,000 customers across 23 different major markets in just the past several years—generating well over $100 million dollars in revenue in the process.

My goal for you is that, after you discover this Ask Method for yourself, you’ll walk away with a specific, practical, step-by-step process you can immediately begin applying in your business, which will increase your income exponentially.

Now, if you’re anything like me, whenever I read a new business book, the #1 question I’m asking myself is always: “Is this something I’m going to be able to use in my business?”

So to help you decide if this is something you can use in your business, here’s the answer to the question: “Who is this for?”


	If you’re thinking about starting a new business, launching a new product, or kicking off a new project with any sort of online presence, then this is for you.

	If you already have a business with an online presence and you’ve struggled to convert cold traffic into customers—whether that’s traffic from Facebook, Google AdWords, YouTube videos, banner advertising, or any other cold traffic source—then this is for you.

	If you have an online business and you’re tired of relying on affiliates or joint-venture promotions, or running internal launches, then, again, this is for you.

	If you simply want a proven, evergreen online sales model you can build once, “set it and forget it,” and enjoy the type of passive income this method is producing month after month, year after year, in market after market—then yes, this system is for you.

	And lastly, if you have or work with clients in any of those situations, then this is something you can use as well.



I’m going to show you what I consider to be the “Holy Grail” of online marketing: how to convert cold website traffic into paying customers in scale, consistently and reliably. And using a somewhat unconventional approach, I’ll show you how to transform that traffic into predictable, recurring passive income for you and your business.

The secret to doing all this is contained within the pages of this book. I’m going to show you the exact path, the exact flowchart, the exact strategy I’ve used to successfully enter those 23 different major markets—and making millions of dollars in the process, both for myself and the clients who work with my team and me. And, by the end of this book, you’re going to be able to use this same proven strategy in your business, regardless of your product or service, and get results fast.

* * *

Some of the industries in which the Ask Method has been applied with great success include sports instruction, satellite television, real estate, consumer financial services, business funding, educational programming, healthcare, and many more. But if I were in your shoes, I’d like to see some proof that what you’re about to discover actually works.

So before we go any further, let me share with you how I—and marketers around the world—have been quietly using the Ask Method to create massive growth for businesses large and small.

In my own company, I’ve used this method to successfully enter and dominate obscure markets ranging from the Scrabble® tile jewelry market—a small “lifestyle” business that as you’ll discover generated as much as $10,000 a month in income for my wife and me, to my award-winning RocketMemory™ course system in the memory-improvement market, which has helped over 26,000 people around the world in over 40 countries.

In fact, after struggling to generate any income in my first few attempts to build an online business, once I started dialing in and using the Ask Method (the same one you’re about to discover), I went from earning $370.88 to $24,275.99 per month within 18 months in what I describe as my first “real” online business. Today I own a publishing and marketing company that generates millions of dollars per year by applying the same method in market after market. (Here’s a screenshot from my 1ShoppingCart account of the first 18 months of that first Internet business.)

[image: images]

In fact, in certain markets we generate upwards of eight million dollars per year on individual product lines using the Ask Method, as you can see here:

[image: images]

But more importantly, other business are having amazing success implementing this method—and it far eclipses these numbers, to the tune of well over $100 million in revenue generated since the method’s inception. Later in this book, in the Case Studies section, you’ll discover how one client—the tennis instruction website FuzzyYellowBalls.com—generated over $250,000 in revenue in under six months for what was a previously struggling product line, using the Ask Method.

You’ll also discover how another client—the alkaline health company LiveEnergized.com—generated over $750,000 in just five days selling a high-end water ionizer (which has since sold millions of dollars more). “There are literally hundreds more businesses around the world using the method you are about to discover to transform their business as we speak.” And to give you a sense of the immediate impact this method can have on your business, no matter how big or small your business is right now, here are just a handful of those hundreds of success stories from business owners around the world.


“Ryan’s segmented email strategy generated an additional 75 sales in a single week, which represents an additional $15,000 in weekly revenue for our company…”

—Carla Corrigan, Sterling Satellite, Top 5 DISH® Network Affiliate, www.DishPromotions.com

“Previously, the best I could do was a 70% ROI on my sales funnel. By using the Ask Method and Ryan’s teachings I was able to more than double that number to a 150% ROI with about 12 weeks of work…”

—Brandon Schmid, President, Angelus Marketing, Barrie, ON Canada

“The Ask Method and what Ryan Levesque teaches has helped increase our conversion and closing rate by about 15% just since implementing some of his teachings over the last 3 months…”

—David McGarry, CEO, Gym-Marketing Expert, Dallas, TX

“Using what Ryan teaches, we were able to create a sales funnel that’s converting 250% better than our old sales video…”

—Jonathan Rivera, www.ThePodcastFactory.com

“Just applying a variation on the ‘profit maximization’ process Ryan teaches in the Ask Method added an extra $96,000 in profit to our business last year…”

—Ronnie Nijmeh, CEO, www.PLR.me, Toronto, ON Canada

“The Survey Funnel Strategy is producing a 40% year over year lift in revenue—and we still haven’t fully optimized it…”

—Darren Crawford, www.BeforeUnit.com, Melbourne Beach, Florida

“We used the Ask Method to launch a new business unit and grow from zero to $467,110 in our first six months online, and we’re just getting started…”

—Dan Meredith, CEO, Wellness Business Solutions, Bristol, UK



And this just scratches the surface. Now that you’ve gotten a sense for the type of results companies are getting using the Ask Method, if you’re like most people reading this, you’re probably wondering…

Okay, so what exactly is the Ask Method, and why does it work so well in market after market?

_________________

1. Cutting Through Advertising Clutter — CBS Sunday Morning


CHAPTER TWO

Strange Questions… and Stranger Answers

“It’s really hard to design products by focus groups. A lot of times, people don’t know what they want until you show it to them.”

— STEVE JOBS

What is the Ask Method?

Simply put, the Ask Method is a system to ask intentionally-designed questions to help you figure out exactly what your customer wants—and the exact language to use to communicate with them. Then, with that information, it tells you how to personalize the messaging you use and products you introduce based on the answers to the questions you ask.

In other words, it’s a way of discovering what your customer wants to buy by guiding them through a series of (somewhat counterintuitive) questions and customizing a solution for them so they are more likely to purchase from you. And it’s a way to do it that is completely automated and does not require one-on-one conversations with every single customer.

THE PAYOFF IS HUGE IN THREE WAYS:


	You get back priceless information to help you know what they want to buy and when they’re ready to buy it. They’ll become a happy customer who’ll come back to buy, time and time again.

	You find out why they didn’t buy, providing opportunities to revise your campaign, fix your product or promotion, and reengage them so they’ll eventually become that happy customer who returns to buy again and again.

	Once optimized, it gives you the ability to scale your business significantly, limited only by the size of the market in which you operate.



Simple on the surface, but like most things in life—the devil is in the details.

I’ll go into massive detail on the Ask Method in the methodology section. But in plain English, the way to apply the Ask Method online is by using a unique combination of surveys in a very specific sequence, and acting on that data in a very specific way.

For years—and to some extent, even to this day—for many people the word “survey” only conjured up images of irritating phone calls from telemarketers interrupting your dinner asking for your opinions, and that was it: no follow-up with results, no benefit to you, the survey-taker. They were designed by the marketer only to help the marketer.

But the new definition of “survey” is all about engagement and empowerment for both the marketer and customer. It’s not just one-sided anymore. That’s why this method is so powerful and why, when the type of surveys you’re about to discover are positioned properly, people are actually very motivated to take them. The secret? It’s all about appealing to people’s sense of self-discovery and curiosity—which is something we’ll be talking about in Part Two of the book.

The Ask Method is a series of surveys (or questions) designed to determine what a customer wants, along with customized sales language based on those answers to get that customer to buy. Think of it like a funnel. A funnel is a tube or pipe that is wide at the top and narrow at the bottom, used for guiding liquid or powder into a small opening.

A survey (or question) funnel operates the same way. You start by asking big wide questions at first, and then those questions narrow, and narrow more, as you ask your customers simple, more precise questions about their situation—until you have enough information to speak to their specific wants, needs, and desires.

After intensive testing and refining, I’ve come up with four basic survey types that comprise the Ask Method, which we’ll be covering in detail in the second half of the book. These are the core surveys that can be used for any online business with proven, and usually dramatic, results. They help you do four things: define your market, engage your market, refine your marketing, and redeem your marketing efforts.

Over the past eight years, I’ve devoted practically my entire professional life to asking people questions and creating streams of revenue from those answers. During that time, I’ve met a number of people who have said they’ve tried using surveys and haven’t found them all that helpful. They just weren’t making them money.

After probing a bit, I’m not surprised to find that they’re asking the wrong questions the wrong way, and they’re looking at the wrong data. Again, the devil is in the details.

I hate to say it, but when it comes to using surveys in ways that actually make money, most businesses just don’t have a clue. Even the biggest businesses—the kind of companies you’d never expect to struggle with anything—seem to get surveys wrong.

It isn’t their fault. When it comes to asking questions, whether they’re a big corporation or a one-person boutique, business owners are prone to making the same costly mistake: They try to just ask customers what they want.

“What would you like to purchase on this site?”

“What kind of product do you want?”

“How can we help you?”

Sound familiar? Instinctively, we ask people what they want. We think if we just ask them, they’ll tell us, and we can sit back and watch the dollars pour in.

If only it were that simple.

There’s a famous quote that’s been attributed to Henry Ford: “If I had asked people what they wanted, they would have said ‘faster horses.’”

Now, the reason why this quotation rings true for so many people is because it is true.

People have been polling their potential customers for millennia, asking questions and trying to convert what they find into dollars. However, when questions are asked in this straightforward way… well, it usually ends in disappointment for the business owner.

Because (here’s the big secret): People don’t know what they want.

Really.

In fact, to illustrate this point, think about the last time you and a group of friends were hanging out and thinking about where to go out to eat. You’re all sitting around and someone says, “Hey, anybody hungry? What do you all feel like doing for dinner?”

What’s the most common response?

“I don’t know. What do you want?”

Sometimes that conversation goes around in circles—endlessly.

Why? Because, at the end of the day, people don’t know what they want.

However, if you’re hanging out with that same group of friends and you can ask a different sort of question:

“Well, is there anything you don’t feel like eating for dinner tonight?”

Interestingly, people are much better at answering that type of question.

Your friends might say, “I don’t feel like pizza because I’m trying to eat gluten-free.” or “I don’t want to do sushi because I’m allergic to shellfish.”

People are really good at telling you what it is they don’t want.

Similarly, you can also ask each of your friends one by one, “What did you have for dinner last night?”

And people are also very good at answering that question as well.

The reason why is because people essentially are only good at answering two basic types of questions when they don’t know what they want: What it is they don’t want and what they’ve done in the past.

(This is true both online and offline, by the way.)

Vague, general asking is one of the biggest mistakes people make when trying to find out what people want. It’s because people just don’t know how to answer. Steve Jobs was right. People often don’t know what will make their life better until they’ve seen it.

So then the question is: What’s the solution?

Well, if we go back to the Henry Ford quotation, instead of asking people what they wanted, what if Ford had asked, “What is it that you don’t like about horses?”

Chances are, he would have gotten back all sorts of useful information. People may have said things like, “I don’t like the fact that my horse is slow or needs to be fed.” Or “I don’t like the fact that only one person can ride my horse at a time.”

The point is, there are certainly things about horses that people didn’t like, but they didn’t know the solution was something outside of what they could imagine.

That’s actually where the exciting part comes in. As entrepreneurs and marketers, we get to identify and provide that solution. But to create and sell something that people will actually buy, what you need is the raw material to extract from the market to determine what that solution is—even when your customers can’t quite articulate it.

That’s why, to get the type of results in market after market like you’re about to see, it requires using surveys in a somewhat different, unexpected way.

Because the right way to use surveys is counterintuitive.
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