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    This book is dedicated to my Mom and Dad. I’m proud of you both. You’re the only parents in the whole wide world who get to have a book titled The Golden Toilet dedicated to them. That’s funny. It’s ok. You don’t have to hang a copy of it on your refrigerator like you did all of those other times I brought home a masterpiece from school. I love you.
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    Introduction


    Back in high school, I ran for senior class president. One aspect of the process required the candidates to give a speech to the student body on the day of the election. For obvious reasons, a copy of each speech was required to be submitted and approved beforehand. Let’s just say I turned in an abbreviated blah-blah version of my speech.


    My problem was, I wasn’t the most qualified candidate as far as academic performance goes. I was only above average if you factored in my acne.


    On the day of the speech, I arrived a little early and discreetly tucked a roll of toilet paper into the back of the podium and took my place.


    When it came my turn to give my speech, I told the assembly that I struggled for weeks about what I wanted to say. Finally, the inspiration came to me, and I wrote it down on the closest thing to me, and I was proud to share my thoughts with them.


    I pulled out the roll of toilet paper and begin to unravel it, letting it fall off the podium and roll down the front of the stage as I dramatically searched the two-plied paper for my “missing speech.”


    I paused, and as I tossed a dismayed glance back at the other candidates, I claimed:


    “Hey! Some wisecrack stole my speech.”


    The students howled with laughter, I got in trouble with the teachers, and at the end of the day, I won the election.


    If there were such a moniker, I probably would also have been elected “Most Likely to Write a Book about a Toilet,” and here I am. You might be wondering why you are here. Good question. Let’s talk.


  




  

    Just a Guy Scrolling through Your Website, Thinking about a Toilet


    If you’re like most of the clients who show up to ROI Online, the online marketing agency I started, you’re on the hunt. You’ve been bombarded by salespeople telling you what your business “needs” in this modern era of marketing—to get to the top of the results for a search phrase, to run the right social media ads, to run email campaigns and have keywords, and to fix your damned website already. You don’t need convincing on any of those points, either. You know that what you have isn’t moving the needle, which means it doesn’t work, which means there must be some truth to what they’re telling you. So, you try it on your own or you hire someone to do it. Sometimes you even come to an agency like mine, or you pick up a book like this.


    Actually, let me pause there. There’s not a book like this. That’s really why it’s in your hands. See, all of those voices telling you what you need are all trying to sell you something. I know, because that’s what I used to do, too. I had a quota to meet, and to meet that quota I had to convince people to let us make their new website. But “quotas” are exactly what is wrong with the sales profession in general. Quotas inherently put salespeople at odds with the prospect. As a salesperson, if all I’m focused on is meeting my quota, then I’m not really interested if what I’m selling is the best thing for my target or not. I just want to make my quota, collect my commission, and go party. But all of these great sounding solutions coming at you are someone else’s quota. They aren’t you, the entrepreneur, which means they don’t worry about the same things that worry you. Getting a yes from you moves their needle, regardless of what it does for you.


    What’s worse is that most of these agency-based models use a pretty outdated method of marketing. Think about how life looked twenty years ago. We weren’t scrolling through our phones every day (or minute). We were barely scrolling the internet at that point. So advertising was about finding where people were, interrupting what they were doing, and making sure they knew about your great solution. Billboards, print ads, mailers, commercials, pop up ads…it all worked for a while.


    Fast forward to today, and everything in our world is designed to repel those interruptions. We will do everything we can to consume entertainment and information without interruption. (Honestly, not one person wants to have to answer their four-year-old when they ask daddy what a “four-hour election” is because the latest family flick blared out a Viagra commercial over dinnertime! “Well sweetie it’s a way to pick a winner real fast. In fact, if the election lasts longer than four hours you call your doctor.”) We are the generation that created Netflix, do-not-call lists, and spam filters. We are the generation that rejected old marketing models.


    So why, as business owners, are you still expecting those outdated models you avoid in your personal life to be effective for your business?


    This book is different because it isn’t about me or my quota. It’s about you. You picked up this book because you know in your gut that you’ve been flushing your marketing money away. And you are. We’ve all been there. Here’s the piece that you might not want to hear and the thing that I tell everyone who comes to ROI Online looking to appease the Google-bot salespeople who call every day telling them they need better SEO: you don’t need a website.


    That’s right. The last thing you need to invest in is yet another website rebuild. In fact, that fancy website of yours is nothing more than a beautiful, brand new, solid-gold toilet.


    So let’s talk about the title of this book. Did you make the same face my dad did when I told him what the title of this book was going to be? Seriously? What does a golden toilet have to do with how a progressive business owner should look at their online marketing challenge?


    I’m glad you asked.


  




  

    What is Golden Toilet Money?


    Golden toilet money is money wasted on something that doesn’t improve the functionality or user experience. It’s money that drug lords, rock stars, and Saudi Kings happily spend on absurd iconic things like solid gold toilets.


    Who do you know would never ever buy a golden toilet even if they had the money to waste on something so absurd? I’m betting it’s you. Most of the hard-working smart business people I know would never even consider wasting money on a golden toilet when they could be putting that money to good use in the rest of their house like in the kitchen, etc. And yet I’ve seen many of those same smart business people make the mistake of throwing away good money on their website when they could have been putting that money to good use on tools and systems and getting more of what they really want, to grow their business better. They weren’t trying to be wasteful, they just didn’t know exactly what they needed and why.


    Well that stops now.


    If you had more money than you knew what to do with, would you even consider buying a toilet made out of pure gold to put where everybody could see it and or use it? At least for those who this book is written to, I’m pretty sure the answer would be hell no and I’m offended you even asked. But here’s the rub: most of you already feel you’ve spent an embarrassing amount of money on your website and have put it where everybody can see it. And what’s worse, it didn’t help your business like you hoped it would.


    You feel frustrated, uncertain, and know it still needs something more. But you’re not sure where or who to turn to, to avoid wasting your time and money like the last go around.


    This is the reason for this book. You’re thinking about the problem all wrong. You’re thinking website when you should be thinking system. As an entrepreneur, you would never waste your hard-earned money on a solid gold toilet when a porcelain one would serve your needs just fine. You naturally understand the rest of the money you saved could be spent on sinks, tile, lights, etc. to create a space that provides your visitors and employees a refreshing place to take care of business so to speak, to complement their overall experience with your brand.


    Don’t be too hard on yourself. You’re not alone; in fact, you’re in good company. Starting today, you will start seeing “golden toilet” websites almost everywhere. Pretty little sparkly websites that are useless and unhelpful for both their visitors and their business owners simply because the business owner didn’t know they could expect way more out of this asset.


    Don’t get me wrong. A website itself is necessary, but not in the way most of us think. It’s necessary in the same way that we all need somewhere to go do our business. It’s less about the look and more about an effective experience, if you catch my drift.


    Which means if you’ve been worried about web marketing for as long as most of us have, you’ve sunk a lot of money into your website with not a lot of return. If I may be blunt, some asshole stole your marketing budget and flushed it down a shiny new shitter—and for many of us, we’re that asshole. We did it to ourselves.


  




  

    Lint Suckers and Sales Pushers


    I know this isn’t an easy sell. It’s not fun to face hard truths, and there are a lot of voices running counter to what I’m going to tell you in this book. (Their quotas depend on it, remember?) So, let me step back and give you an example—and tell on myself a little bit in the process.


    Not long ago, my fiancé became concerned. She became concerned about a problem that I would never think twice about. She was worried that dryer lint had backed up into the main vent and was going to start a fire, likely in our sleep or in some other tragic scenario. Now, I know the stats. (Okay, I believe her that there are stats.) I just don’t want to give them credence, because that means I’m going to have to do some work. I’m going to have to set some weekend time aside, get into a cramped space, pull out the dryer, disconnect the exhaust tube, clean it out, or replace it, which invariably means trips back and forth to the store to get all the right pieces. Some guys are really into this sort of thing, or so I’m told. I’m a computer jockey. I am decidedly not into this sort of thing. It’s a cumbersome chore, and one that I’m not entirely sold on doing.


    There I was, scrolling Instagram (guess where I was sitting) instead of doing the chore I was supposed to be doing, and something caught my eye. In the time it took me to slide my thumb from the bottom to the top of my smartphone, I saw enough of a video to know my world was about to be rocked, so I stopped. I saw a lady’s hands attaching this green, anteater-shaped thing to the end of a vacuum cleaner hose, and sticking it into the front of a dryer, right where you remove the lint after every load, while stats about dryer lint fires scrolled below. Then a second later, the video flashed to all the lint that came out of that anteater thing in the vacuum cleaner chamber.


    Listen, I know we all type “lol” all the time now, but I really did laugh out loud. I laughed as I clicked that video and it dropped me right into a shopping cart, I laughed when I saw there was a discount, and I laughed as I checked out right there from my phone. Here Carli and I had just been talking about how I needed to do this thing—and here Instagram was showing me just how she could do that thing herself! Problem solved, day saved, chore simplified. I finished my paperwork, stood up triumphantly, and flushed with pride!


    Now, back to your website.


    Let’s pretend you sell those lint suckers and know that I’m out there, in dire need of your revolutionary product. Did I know about you when Carli was concerned about our lint emergency? Not at all. I could only think of one way to solve that problem, so I wasn’t looking for you specifically. I wasn’t asking Siri about another way to clean out lint. I certainly wasn’t going to my desktop computer, opening Google, and searching for “best lint sucker thing that keeps me from pulling the dryer away from the wall.” And when I found them and clicked through, there’s no way I was going to read pages of information about child resistant packaging or flexible hoses and technical jargon. A misplaced focus on any one of those detours and I would have gotten distracted and went on scrolling through Instagram, leaving the anteater people still sitting there with unsold lint suckers and me pulling the whole dryer out on a sweaty Saturday afternoon.


    Imagine you’ve got that stash of lint suckers waiting for all the Steves out there to get desperate enough to find you, and someone comes to you to coach you on how to make that happen. You probably don’t have to think hard about that scenario, because every entrepreneur has been there. You’ve got an idea, it meets a need, so you design a product or service over a couple of years. You work through prototypes, make sure it works, and are ready to sell it. Now what?


    The team behind the Lint Lizard—that’s the anteater lint sucker I got, by the way—didn’t make a website, an about-me page, a bunch of blog posts littered with keywords that they hoped I’d type in, nor a bunch of Google ad spends most of us ignore to make sure they showed up first. They thought about who their user was (a female), what she was worried about (those damn fires), and why their product was special (simplicity). They understood Carli and, in a foundational, healthy way, decided how to convey what they knew in just seconds. If she had been scrolling through, it would catch her eye and meet her need directly. Because I was scrolling through, showing that they understood her meant that I knew they met a need too—and, by proxy, that I could get off the hook for this chore that wasn’t my personal priority.


    Carli, when you read this, I love you dearly and am glad you’re thinking about our lint.


    It didn’t stop at the ad, either. I could have clicked through to find a swipe-left experience. (That’s a Tinder reference, for anyone else my age. My team keeps me young.) Instead, I found a well-thought-out user experience. They knew how I was going to purchase and what I wanted to see each step of the way. It took half a second to catch my eye, and once I was hooked, they reeled me in without a hitch.


  




  

    Building a Business Isn’t for the Meek


    In some ways, the kids starting businesses from scratch right now have it pretty easy. You can set up a YouTube channel, direct it to a simple, mobile-friendly shopping cart, and call it a day. I think of the developing countries that missed the days of AT&T sinking utility poles and running phone lines to every home in the country. They were able to jump right to cell towers and high-speed internet and cell service, while we spent years trying to figure out how best to utilize all of those copper phone lines that technology had outpaced.


    If we’re honest, most of us are feeling outpaced.


    We’ve survived the shift from the marketing of the ‘80s to the rise of the internet to today, but by the skin of our teeth, trying to figure out how to make the most of all of the old infrastructure we spent so much time on. Why do you think the Yellow Pages still try to call about getting you on their web platform now that their books are long gone? Never mind how outdated they are—they still want to be relevant, dammit!


    The Yellow Pages folks never thought they’d be struggling to have meaning outside of a pop culture museum. They were going to be around forever. Today, we’re just sure websites and Google are going to be around forever, too. What if they’re not? What I want you to get out of this book should last even if websites aren’t around in five years. You’re still going to know your messaging, your strategy, and how to build a good user experience, even when the tools and platforms change.


    Here’s the thing: you don’t owe a thing to the Yellow Pages, or to me, or to anyone else except your target customer and yourself. You don’t have to reinvent the technological wheel like AT&T and all those phone lines. Google and Amazon spent years and billions of dollars on developers to make the technology that could simplify all of this for us. If we can let go of that sense of sunk-cost and allow ourselves to start over with the tools available to us, then our proverbial Lint Lizards stand a much better chance of making it to their Steves. Your business stands a chance of surviving in a culture that will do anything it can to ignore obnoxious interruptions like Viagra ads at family time.


    This isn’t about the tools. This isn’t about what you do. This is about who you are as an entrepreneur and where you’re going in this world. And that’s something that no mud-slinging sales calls or tech trends should distract you from.


  




  

    You’ve Made It This Far


    Still with me? Good, because I promise I’m not out to get you. In fact, I’m right where you are. I’m an entrepreneur, running a business, trying to make the right decisions for my team and my customers. As business owners, we have to remember that our top priority is growing. Period. Growing the value of our business.


    In fact, it might be worth pausing here to step back and remember why you’re running a business in the first place.


    In this book, I don’t want us to get tripped up on how to run ads or show up in searches or get in front of people. I know those things sound important, but they’re minor steps along the way. Without focusing on how you can grow the value of your business, none of those details matter.


    You haven’t picked up just another book about marketing. You’ve picked up this book because you’re tired of wasting your precious time and money. That tells me a whole lot about who you are. You’re a real-life hero.


    Let that sink in.


    You had the audacity and the courage to step out from societal norms and create something new, whether you’re a creator or a plumber or a trainer or an accountant or just really great at figuring out what people want and need. You stepped out, at great risk, knowing that nine out of ten startups fail. You might still be at the beginning of the gauntlet of early days, wondering how you’re going to pay your first employee next month. You might be down the line, with a whole team relying on you for their livelihood from week to week. You have a vision and a mission and are carving out your place in this world, and no one gave you a lick of permission to do it.


    I’m writing to you.


    Not the know-it-alls, SEO experts, skaters, doubters, or millennial-haters. Not the IT guys or corporate giants with huge marketing teams. You, the entrepreneur who’s out there just trying to do what’s right for you and your people as you drive toward a dream the world didn’t want you to have and yet needs what you have to offer.


    This book isn’t a sales pitch. It’s a system. It’s a way for you to understand the framework that makes someone go from not knowing you’re out there to clicking through to purchase in the swipe of a thumb. It’s a way for you to sit down with those marketing folks and understand what the hell they’re even saying—even more than that, to know what you need, ask for it, and regain some control of the conversation.


    You’re building an entire house for your customers, clients, and users to experience and feel at home in. Let’s spend some time together building that experience, and less time bejeweling in the bathroom. I can’t wait to see what you create.


  




  

    Part I


    


  




  

    Part I: Get Your Mind off the Pot


  




  

    Chapter 1


    1. Hey, You—You’re a Hero


    Don’t let anyone ever make you feel like you don’t deserve what you want.


    —Patrick Verona (Heath Ledger), 10 Things I Hate About You


    There once was a tiger who came upon a flock of sheep. Just as he was getting ready to pounce, he noticed a little tiger cub peeking out from between a couple of the sheep. The tiger got the cub’s attention and asked, “What are you doing here, little one? Why are you hanging out with these sheep?”


    With blades of grass poking out from his mouth, the cub said, “Baa.”


    Confused, the tiger cocked his head at the cub and tried again: “You’re not supposed to be eating grass. You’re a Tiger. You’re supposed to be eating meat.”


    The cub kept chewing and still said, “Baa.”


    The tiger became even more determined, and he found the sheep again and completed his hunt. When he brought the meat back to the cub, the little guy wouldn’t take a bite. Still, the cub said, “Baa.”


    Finally, the tiger picked the cub up by the scruff of his neck and took him over to a stream.


    “Look,” the tiger said. “You don’t look like those sheep. You look just like me. Try just one bite.”


    Finally, the cub tried a bite of meat—the first one he’d ever had. And the cub perked up. He felt more energy in his body than he’d ever felt! When he opened his mouth, instead of “baa,” out came a cub-sized, but sill impressive little roar! While sheep food had kept him going from day to day, he’d really needed tiger food (truth) to reach his full potential.


    Before we can really dig into what this book is about—before you can roar—we need to talk about who you are. You’re not a sheep, right? That means you’re not a plastic surgeon either. You’re not a personal trainer. You’re not a designer or a retailer or an agency owner. All of those things are what you do.


    What you are is an entrepreneur—a business person.


    Beneath all of the services and products you provide, you’re doing so much more. You’re providing opportunities. You’re creating the potential for a fulfilling life for yourself, your family, and your team members. You’re changing lives not only for the people you work directly with, but for their kids as well. You’re delivering on payroll, expanding opportunities, and shifting mindsets. That’s who you really are. You’re a tiger.


    You’re a hero.


  




  

    You’ve Got Guts, Kid


    The first time this mindset struck me was at the Goldman & Sach’s 10,000 Small Businesses Program. To attend, you had to be in your businesses for a certain amount of time with a certain amount of revenue—they were looking for people ready to scale. Because before you can scale, you have to be able to get past the beliefs that have formed invisible hurdles between you and the next level. You have to stop thinking like a sheep before you can enjoy tiger food.


    When all forty of us attendees settled in, they conducted an exercise where they presented us each with a $1,000 check.


    Alright, so the check wasn’t real. But for the purposes of the exercise, we pretended it was. They told us to write down what we would do with that check to grow our businesses. We were all in various industries and varying stages of growth, so we all had different answers. We’d get this tool or that service.


    Then, they asked us to put that list aside, and they brought out a $100,000 check with the same instructions. Oh, man. Now I could hire this person or expand in that way…


    But we weren’t done. Finally, they brought out a million bucks. Now it was clear. Wrapped up in this question about the things we would do was a much bigger question: what was the mindset behind all this stuff we were planning for? The real question wasn’t “What does your business need?” but “If you knew you couldn’t fail, how would that change your actions?”


    If you knew you were going to hit a million bucks—or ten million or fifty million, whatever looks like scaling for you—if you knew that you weren’t going to fail, what would you attempt?


    That’s when all of my invisible barriers became clear. I was thinking like I was still a sheep. I’d put all of these artificial limitations around me and my business. I couldn’t take those next steps because I didn’t have money or might not succeed. The people around me had similar revelations, and since then I’ve recognized entrepreneur after entrepreneur running into the same self-imposed roadblocks.


    Here’s what’s tricky: we’re not crazy. Nine out of ten startups fail. The risks are real. Yet it’s not just the American conglomerates running the show. In our economy, 98.5 percent of businesses have twenty or fewer employees.1 That means that most of the country is employed by people who have the audacity to stand in the face of the odds and say, “I’m doing this thing, no matter what you tell me.” I am a tiger.


    Honestly, who told you that you could do this? Who gave you permission to step outside the norm and create something brand new that other people would come to rely on? You didn’t need anyone else, because it’s all deep inside of you. It’s who you are. That’s some serious tiger courage.


    Whether you’re still just hoping you’ll be able to pay your first employee next month or you’re staring down $50,000 a month in payroll, this is no small gauntlet you’re facing. I know it’s hard to see that when you’re in the thick of it, covered in mud, head down, just getting by from moment to moment. But if only for the time we have together in this book, take a break from your good fight. Sit up and look around at how far you’ve come, the odds you’ve beaten, and the success you’ve made for your clients, your customers, your team members, and yourself. These are the battles we’re all up against as entrepreneurs.


    If you’re going to make it, you have to acknowledge that only heroic tigers take this sort of thing on. And that’s who you really are.


  




  

    Know Where You’ve Been


    Listen, I know this isn’t an easy task. I wind up telling so many clients they don’t need a website, because a website won’t do them any good if they don’t know who they are or what they’re bringing to the world. It’s so much easier to think about the tools and tricks we need to get to the end goal—how are you going to spend that grand, right? When we’re trying to make our business survive another day for the sake of our clients and our teams, it’s hard to stop and think about ourselves. I get it.


    For most of my life, I’ve been in business development or sales in one capacity or another. The beauty of sales is that most people fear it. Even the most prolific salespeople will try to magnanimously say, “Don’t call me a salesperson.” Nobody really likes it.


    I love it.


    The thing about sales is that everybody in the organization sees when you hit your numbers and when you don’t. They all know what your quota is, how many calls you’ve made, and if you hit your numbers or not. Everyone knows if you’re good or if you suck. Enjoying that world should have been clue number one that I was really an entrepreneur and not just into sales.


    Think about it: when you’re the one running the show as the business owner, if you’re failing, everyone knows. Your spouse, your employees, your customers—there’s no hiding when you’re the one everyone looks to for paychecks and job stability.


    But way back when websites were the hip new thing, I was the outside sales manager for several firms. At that time, cold calling was the thing to do. Like the obnoxious Viagra commercials, my job was to interrupt someone, get them to talk to me, and quickly get them to sign up and go find another victim. It didn’t take much time for our society to reject that model outright. As cold-call closings slowed, I noticed the warm leads that came in from our own website had a shorter sales process and higher close rate. Three or four inquiries would come in, and three would close. Piece of cake.


    Later, I shifted from sales to the other side of the coin: managing accounts. Now, my job was to grow the accounts that came into a web design firm. From that vantage point, I could see what happened after those easy closes—and it wasn’t pretty.


    Many of the accounts that came through would crash and burn.


    People would come to us for a website or a redo, we’d close the deal and get their site in production, but then it’d be handed off to the “web designer” (usually a Photoshop guy or someone with basic web creation proficiency). The thing is, the designer’s job was to design. That’s all they cared about. They didn’t have a stake in the business of the client they were designing for—creation happens at its own pace. The clients would look to me to pick up the pace, but I wasn’t in charge of the designers or their process. Frustration all around.


    That’s when I made the jump into my own agency. I thought if I could manage the whole process—educate the customer, walk them through every step, align everyone’s expectations including the designers—we could avoid the frustrated, fiery end that those accounts had all come to.


    Not so much.


    I started my own agency to solve the problem of designers designing for design’s sake because they lacked a foundational appreciation for what the business owners were building. That makes sense enough. What surprised me was that the business owners were often also missing that same piece. When I realized a key piece was missing, my mindset shifted from “let me sell you a website” to “you don’t need a website.”


    When it came to a website, business owners were stepping out of their entrepreneur shoes and letting the need for a website—any website—take over. They were trying to spend that $1,000 check instead of thinking about why they started their business and what they could accomplish if failure weren’t an option. They needed to understand that websites are just another component of a business process. They didn’t need just the one part—they needed the whole thing.


  




  

    Know What You’re Building


    A client of mine invented this super cool machine. It takes huge pieces of granite that weigh three- or four-hundred pounds and sets them onto a countertop. Before his invention, contractors had to have three or four meatheads on staff to lug it in and install it (spoken with love for all my meathead entrepreneurs out there). Now, a whole countertop can be loaded onto his invention at the shop, rolled into the trailer, rolled out and up to the house, and all the way into a kitchen where pressing a button lifts that granite up level to the countertop to be slid into place.


    Nifty, right?


    Granite installers know that an invention like that saves labor. It saves time. It saves broken pieces. It saves backs. Ultimately, it changes their business to make them more profitable. The invention is an important tool, but more importantly it’s actually a system that you use to grow your business that really makes it valuable.


    What I see now that I didn’t see back in the day—before I knew this granite-installing-genius, before I knew that I, too, was an entrepreneur with a gift to offer the world—is that websites are only valuable if you’re using them as part of a system to grow your business.


    If you think you need a website, look at that need again. Ninety-nine-point-nine-nine-nine…percent of the time, what you need is to move the needle somewhere, be it sales impact, customer service impact, recruiting, or marketing. We’re talking about branding immersion and holistic sales cycles. If your website doesn’t support that process, it’s failing your business. Do you want to see your bounce rates go down or do you want to see more sales? Do you need to get more accounts, or do you need to fix what happens after you get leads in the proverbial door?


    Now, when clients come to me and my team at ROI Online, we help them see the problem with a different set of eyes. We start back at the very beginning of their business process. The system we’ve created—we call it the ROI QuickStart, because it quickly helps you get a holistic system in place for your web processes ASAP—doesn’t let people self-prescribe anymore. When someone says, “I need to redo this website because it’s not working,” we tell them, “Yes, and here’s why you’re feeling that way and exactly what you can do about it as a start.”


    What I really wanted to do for my clients had little to do with websites. I wanted to help entrepreneurs thrive. I wanted to help them focus on the problem they set out to solve rather than spinning their wheels and wasting more money on marketing. If I can help you align your strategy and overall goals with a better system instead of just the website you think you need, I can help you get out of the mud and through that gauntlet. I can get you to stop eating grass and start eating tiger food. Can I get a grrr?


  




  

    Know Where You’re Going


    Once you sit up long enough to look back and appreciate where you’ve been, it’s a little easier to look forward to where you’re going. For most of our lives as entrepreneurs, we’re just figuring stuff out the best we know how. We’re experts in the gift we’re offering the world, but we have to pretend to know what we’re doing for all of these other pieces of the business. The thing is, most of those other things have a process.


    For example, when a new order number comes in, a form is filled out and goes to the person who fulfills the order and that person forwards it to the billing person who follows steps to make sure to collect the money. There are distinct processes for accounting, hiring, training, and human resources. Everything has a process, except when it comes to your web presence. Maybe it’s still new, maybe you’re just behind. Whatever the reason, it feels like you’re just winging it, doesn’t it? What’s worse, you’re bombarded with people telling you that you need them. You need their website creation services, their ad management services, their SEO expertise, their consulting. Half the time, they’re speaking in gibberish that you can’t even follow.


    No more. By the end of this book, I want you to know exactly what those words mean, what you need, and what your process should include. If you aren’t managing your growth stack, you’ll know how to hire someone who can. You’ll be empowered in those conversations rather than lost in someone else’s sales cycle. You’ll be able to identify your business’s online needs and pinpoint the missing pieces to get you there. The same way you hire team members, set expectations, and give them tools to do their job, you’ll be able to move the pieces of your web process around to accomplish clear goals.


    

      

        “I honor you, Hero, for you do not play to the crowd…


        Whatever you did, you did not do for fame.


        If you had, you would not be a Hero.


        You are a Hero for your bold courageous inspired action.”


        —Jonathan Lockwood


      


    


    


    

      

        1	This is an estimation. The point remains that our economy is run by small businesses.


      


    


  




  

    Chapter 2


    2. Take the Red Pill


    Remember: all I’m offering is the truth. Nothing more.


    —Morpheus, The Matrix


    A business owner once came to my organization hoping to be able to sell her business within two years. She knew that her online platform needed some work first, and she wanted some help with her messaging, organization, and getting everything in place. We sat down with her and she brought her technology person who had been with her for a long time, and we looked at all of their processes together.


    We found plenty of missing pieces to address: the CRM wasn’t being utilized, there were loads of automation that could make things easier, the steps from click to buy could have been shortened. It just needed to be easier for someone to find what they want, buy it, get a confirmation, get delivery information, and maybe be introduced to other things they hadn’t considered or return that item if they weren’t happy.


    While I pointed out all of those helpful areas for improvement, her tech person nodded and smiled and nodded some more. Then she said, “Okay, but what about the SEO?”


    Face, meet desk.


    What I wanted to say was did you not hear what the owner just said?


    She wanted to sell her business in a year or so. Her question sounded like someone asking nowadays what kind of processor is inside a new laptop. Who really cares? It’s faster than last year’s and in a year they will have faster ones. Do you know what the name of the processor is in the computer you’re using now? I bet you don’t. But I bet you might know the version of the software you’re using and the strength of your Wi-Fi. My point is the value proposition we should be focusing on has changed to something more important just like we value the version of the device over the processor in the device.


    We’ve already gone from being focused on hardware to being focused on connection and access. For example, Google is famous for using simple hardware and increasing performance via software for their cameras and batteries. I believe we should also stop focusing on keywords and start focusing more on connecting and increasing access with the people we are serving.


  




  

    Clearer Answers and Better Goals


    What’s going to command a greater price and make this business more valuable to the person who wants to know how they are going to pay for this business? A nice list of search terms we currently show up with on Google? Or a nice business growth system that makes it easy for a potential buyer to see exactly where their future customers come from, how they will get followed up with, and become customers through the sales process?


    Imagine being able to have a conversation with someone interested in buying your business that goes like this:


    So how do you find your customers?


    Answer: Well for this keyword we’re showing up number seven in this particular search. Let me show you. Oh, we were showing up at number seven last time I checked for that keyword, but now that I think about it Google changed their algorithm recently, I think it’s named Koala Bear. Anyway, let me show you this search result for this other keyword we’re really proud of. Now we need to scroll down past these ads that my competitor pays more for than me, and then scroll down past the Google maps listings with the stars, and as you can see here we are at number four. We’ve worked very hard for that ranking. Almost a full year of constant tweaking and researching. That’s what that plaque on the wall with the number four stands for!


    So you’re ranking with these keywords, but are you able to see how many clicks you get?


    Answer: As you can see, we got forty-two clicks last month on this keyword and twenty-seven clicks on the other keyword. Last month we had more clicks, but the change Google made in the Koala update impacted it. That’s not really in our control, but I have our SEO person on it. We should regain our number seven position back in a few months if things go well and silly Google doesn’t blindside us with another reshuffle of their algorithm. We took it in the shorts last time they did it before the latest update. Thank God for the SEO savant I keep on staff full time to monitor all our keywords. We have more keywords than customers. I’m telling you though, Google knows about us.


    So what are you doing with your existing customers?


    Answer: We take really good care of them. And we send them a thank you card after they sign up and encourage them to follow us on Facebook.


    By the way, did I mention you get to keep the SEO savant? He’s included! So much value-add. He’s been tricking Google for over five years now. I’m afraid Google is going to hire him out from under me he’s so good. But the plaque goes with me.


    Or, compare answering those same questions with something like this:


    So how do you find your customers?


    Answer: We have campaigns running for each of our services designed to introduce the right customer to the right service. For example, they may find one of our video blogs on Instagram or Facebook or maybe on YouTube that directs them to this form. They sign up for a free trial, and it lets them schedule a convenient time with our team to spin it up.


    How often does that happen?


    Answer: As you can see on this real-time report, we have had X number of spin ups so far this month, which you can see is up 15 percent over this time last year.


    What are you doing concerning your existing customers?


    Answer: I’m glad you asked. As you can see, as a result of constantly running campaigns, we have an extremely large email list. We have multiple segmented email campaigns running. It sends the right emails to the right list based on their interest. We have found that by staying in touch, our referrals from this list close at a very high rate, and our account retention rates have improved as well.


    When I first started hearing these types of questions from clients, I’d placate them, and say, “Oh, yes, we definitely take care of keywords! Here’s how that looks…” They would remain stuck in that other world where keywords mattered more than customer experience or business growth.


    When I started saying matter-of-factly, “keywords don’t matter” or “you don’t need a website,” I was wanting them to reframe their perspective and to move them onto my planet. I wanted them to take the red pill. I wanted to be able to communicate with them in the reality I understood to be true.


    In The Matrix, you could choose to take the blue pill and continue believing your perception of your existence was reality, or you could take the red pill and face the truth. We aren’t being farmed by robots and computers like they were just yet, but I am offering a cognitive revolution. The provocative statements are designed to help my peeps look at things differently. My job is to help you get clarity on what you need—and don’t need—so you can decide the best way to get you there.


    When it comes to SEO, IT teams, and your website itself, none of them are inherently evil. You’ve probably already picked up on how I feel about them, though.


    I’ve been around enough to know that you won’t be able to fully buy in to the system we’re about to build in Part 2 until you understand why I’m helping you avoid falling victim to the sweet-sounding sirens who lure men to their doom. These are distractions that will force you to spend money instead of helping you make it.


    Let me explain why. That is, if you’re willing to take the red pill and face your current reality.


  




  

    Snake Oil for the Tech Era


    Google is incredible. No other generation has had access to instant information the way that we do. The phrase “I don’t know” is becoming obsolete, replaced with “Let me look that up.” Let me Google it. They’ve expedited the path to information. Now, when you start to search for something, Google is predicting what might be helpful. Its job is literally to predict your need or want and to shorten the path to getting it. Incredible.


    SEO (search engine optimization) is the old guard’s concept that our job as web marketers is to chase Google around like paparazzi or a screaming fan looking for an autograph. The SEO generation is, like, totally Google’s biggest fan. They are only about designing websites to please Google and not the people who will use them or even worse, the business owners who are expecting the website to help them grow the value of their business.


    Let me break your heart: Google doesn’t give a second thought about you and is not going to ever give you an autograph or let you take a selfie with it or them…


    Honestly, this is the system of complex algorithms designed to predict the intentions of…your search. It is amazingly accurate and fast at connecting you to the information you are wanting to find. Do you really believe you need to toss it keyword sardines like the walruses at Sea World? And we do THIS and we do THAT and we do THIS TOO!


    Stop that. It’s ridiculous. Google already knows what your website is about.


    Here is the absurdity of this obsession with “tricking” Google into putting your ugly website in front of some poor victim who is only going to give you three seconds of their life as they struggle to understand what it is you do. Assuming someone was using Google to search for a pet hotel as opposed to Yelp, or Facebook, or a handful of other search engines like they usually do. If you had a pet-friendly hotel, you’d have to think about what people might search to find you. For example, you might start with “places to stay with my dogs,” then figure out fifteen sentences to include that phrase throughout your website. In the About You page, in a few descriptions, and on the blog.


    But wait, there’s more!


    What if someone were asking, “Can I take my pet to a hotel?” Damn. That’s a whole sentence. Okay, figure out where to stuff that. Dog, pet, check…Now what about cats? Pooch, puppy, and “my little pooky.”


    We’re way past those days, baby, and thank God for that.


    When Google went on the hot seat in front of Congress, those poor old elected officials wanted answers about whether or how Google was manipulating their own algorithms. Think about that. Congress wanted answers about Google manipulating search results. Even old elected out of touch officials naturally get that trying to manipulate search results is bad. They also grilled Twitter and Facebook with the same questions. Each one in the hot seat basically answered the same: “I don’t know our algorithms well enough because they are too complicated.” They each had an army of scientists that would have to answer those questions. Assuming they did have the algorithm recipe on hand at the hearing, these algorithms most likely would have been changed or updated during the interrogation, making the recipe on hand obsolete and out of date.


    In other words: stop wasting your precious resources of time and money focusing on this. We can’t predict the algorithms, beat the algorithms, or cheat the algorithms. It’s just not possible or necessary. So that in-house SEO savant you hired five years ago (who, surprise!, just happens to live around the corner from you—how lucky!) couldn’t give Congress any honest answers either.


  




  

    H2H: Human to Human


    Let’s break this down, shall we? SEO focuses on search engine optimization. I don’t see human anywhere in that sentence, do you? Now, if you design a user experience around an engine, how is that going to feel for a human? Not the best. And what is someone who knows all the ins and outs of old outdated algorithm requirements going to be focused on? The ins and outs of old outdated algorithm requirements. Not your business.


    There’s some truth around why the stereotypical web development, SEO, or IT guy doesn’t connect well with humans. They’re certainly not thinking like an entrepreneur, not thinking about what you’ve courageously started, and not thinking about how you can grow by serving humans better. They just know how to create a virtual representation of your business they pray will be attractive to a search engine. Hell, there are services that will generate a whole website for you using AI—by computers, for computers—if that’s what you really want. Why wouldn’t you do that instead? Wouldn’t an algorithm know how to attract an algorithm better than flawed human SEO savant?


    SEO guys aren’t evil. Most of them mean well. But remember they have quotas to make for their business not yours. And yeah, there are basic things we should all do to make sure you’ve dotted your Is and crossed your Ts. (But never crossing your IT…more on that in a minute.)


    Now that Google can listen to your spoken commands to call your barbershop to make an appointment for you, do you honestly think it doesn’t know what your website is about? You suspect Google is listening in on your conversations and then placing advertisements on your Facebook scroll, but you have to stuff keywords on your webpages because Google’s too dumb to know? You can now tell Google to show you all of the pictures you’ve taken of your dog, and it will. How? Did you spend months on end putting keywords into all of your photos of your dog? Nope.


    The bottom line is that things have changed more than you know. Don’t fall for the trap, thinking that Google knows everything about you but doesn’t know squat about your website. While everyone else wastes money and time on that needless endeavor, you’ll be focused on creating a user experience for humans—not engines.


    You should be focusing on HEO (Human Experience Optimization) not SEO. That’s where the competitive advantage is.


    It’s a competitive advantage because designing something useful for humans takes two four-letter words: H-A-R-D and W-O-R-K. Your customers are humans. They need help from real humans. H2H is where you have the biggest opportunity to differentiate your business.


    Which leads me to the next big distraction of marketing who struggles the most with human connection: IT guys.


  




  

    Is Your Server Room Serving You?


    Oh, IT guys. They are what they are. In fact, they only are because of Microsoft. When Microsoft created all their software tools, they sentenced us all into having to fix their nonsense. All the updates, changes, bugs, crashes, and steps required hundreds of hours of our time and amateur technical expertise to fix their shit. So, alongside our giant ass desktop computers and lagging internet connections, an army of nerds arose to save the day. It was a whole industry you could join if you wanted to deal with code and programming rather than humans…and daylight.


    Old school IT teams saw you as a massive nuisance.


    You want to add two new people?! Do you know how long it’s going to take to set up their computer and run the updates and fix the patches? Right now I’m running updates and patches on everyone else’s computers (thanks, Microsoft, for job security!), plus that secret agent work that I haven’t tried to explain that might or might not accomplish something you even have the capacity to understand. Do you even know how much you’re asking of me?!


    Believe me when I say the nuisance was mutual.


    If only someone had designed a system where even my mom could open an email and send an attachment without needing an IT guy to fix it over and over again…oh that’s right, Google and Apple already did that.


    Again, not evil. There’s just a completely different set of priorities for the IT guy than for you the business owner. The smaller your enterprise, the less likely you need that kind of drain on finances and energy and patience listening to their endless technical drivel. You don’t need help opening attachments safely or sending emails the right way. You don’t need expensive servers and equipment. It’ll be a long time before you actually need to rely on an IT team and their expensive secret agent job security systems. If you don’t grow now, you’re not going to make it to that point. You need customers and sales. Use the utility-cost tools that the big guys via the cloud already made available to you for a fraction of the cost, and focus on getting a system for growth in place before you invest in anyone that might hold you back as an expense rather than a generator of revenue.


    At this point in tech and especially for a small business, you’re looking for someone who can serve the role of marketing officer with tech awareness, or tech officer with legitimate business/marketing awareness. It takes some time before you need both, and they never need to be completely siloed apart from each other. The funds that used to go to new servers and IT-cave mystery expense budgets are now flowing over to marketing and revenue-generating functions.


    Technology is more accessible than it used to be, and marketing has more data than it did before, so the merger makes sense on paper. The real kicker for you is that someone with a marketing mind is going to think more flexibly and creatively, too. As the entrepreneur, you’ve got big ideas and clear goals to drive toward. If you need help in the tech department, go for someone with a diverse background who will be more inclined to think out of the box and understand they are responsible for growing revenue too. Growing the value of your business is the name of the game, and you can’t afford to sidetrack on anything else.


  




  

    Why Your Website Is Failing Your Business


    Those SEO and IT traps are usually a convincing sell, all centered around your website. That’s where a web design person comes in. All together, they’ll make your website the search engine favorite, hyper protected, and looking fancy as hell. But if they’re not focusing on growth systems, you’ve wasted every dime.


    Think about your day to day experience in your house. How often do you think about the HVAC system? (Okay, that might not be a good example if you’re like most couples who fight over the thermostat. Moving on.) A house is just a nice concentration of a bunch of hidden systems that make it feel like a home. There’s electrical, air conditioning, entertainment, and, yeah—plumbing. In various places in the world, some systems are more necessary than others. Still, even the most necessary systems (ahem, the toilet) are at their best when they’re silent.


    In the same way you wouldn’t put the plumber or electrician in charge of building your house, don’t put the SEO savant or the IT guy in charge of your online presence either.


    Your website is failing your business because you’re thinking about it like a website and not like a supporting system inside a larger system designed to grow your business and deliver an excellent customer experience.


    Back up to just before websites got big. All of your user or customer experience centered around your storefront. You’d map out your parking lot and entrances. You’d decide how the aisles or presentations would be laid out and where the cash register should be. All of your efforts and focus would go toward making it obvious and easy for someone to know what was available, how to decide, and where to transact.


    Service businesses put in that kind of consideration too. If you’ve got a car repair shop, you’d make sure to be super clear about where people should drop their cars off, where they can talk to the technician, where to wait, and then where you’d bring the car back around for them to pick it up.


    Now that websites are vital, you do the same thing—or you should. You still put that much effort into service spaces and retail fronts, which is great! But then there’s the website. Over here. All alone. Being a website. Eh. When the “eh” gets too boring, you change the veneer. You make it look prettier, but that’s as far as most people go. It’s putting up a storefront and surrounding it with big flashing signs that say “Google! We’re over here, Google! Have some metatags!” but leaving the inside dilapidated with the cash register blocked off.


    Your web presence should have just as much thought put into it as you would put into a physical location. What welcomes them, what gives them what they need, what makes it easy for them to purchase? The way to have a web presence instead of focusing on a damn toilet is to create a platform as a business system, not a website out of obligation.


    Once more: web designers aren’t the bad guys. I know. I’ve worked alongside many. They’re actually rather creative and can often think like the user much better than some of the other poor saps I’ve taken on in this chapter. What they don’t have is your heart for your business and your courage to take risks and go for your goals. They’re just trying to meet their quotas for the month. That’s why most of that field is churning out interactive brochures at best and calling them comprehensive websites.


    The thing is, most of the pieces to your business’s growth stack can be pulled off with a little help from a few good people and a clear plan. Before then, I want you to see what a growth stack—your Business GrowthStack—needs and how you can make that happen. Then, when your business process is up and running, you’ll be able to sit down with most any agency and tell them what you need instead of filling up their sales quota without touching your own.


    

      

        Bottom line: Your web presence is as much a part of your business system as your sales cycle or invoicing. If you’re going to grow (and especially if you want to sell your business one day), you need something functioning, repeating, and valuable to your customers. Build that system out first and worry about bells and whistles later.


      


    


    Way too often, when we’re in unfamiliar territory, we feel obligated to defer to the “experts.” Since it’s still our car to drive, we wind up cramming into the front seat with someone who seems to know what they’re doing and then reach around them while they punch buttons, smash the brakes, and jerk the steering wheel around.


    You wouldn’t let your plumber or electrician tell you how to build your house and you shouldn’t be letting your SEO savant or your IT guy either. Stop letting the wrong people drive your car.


    Google doesn’t give a second thought about you, and it’s not invited into your customer relationship. Your IT guy and your design people are there to serve you and your goals, and if you’re not already growing and they’re not helping you grow, they can go on the backburner until you’re ready. You don’t need them. You’ve got everything it takes to do this.


    You’re in charge here.


    You didn’t need Google to sign off on your idea and tell you that is was okay to run a business. You didn’t need an IT guy to clear your first big idea. You didn’t need SEO to change that first customer’s life. You didn’t need a web designer to inspire you to take on your industry with something new. Just like you didn’t need Steve Jobs to sign your hall pass to start your business, you don’t need Google’s autograph either.


    Forget that. None of these players had a role in the development of your business idea, and none of them should be able to shut you down, drain your funds, or tell you it’s not possible. Shake them off, and let’s get down to the real work.


    

      

        “To steal ideas from one person is plagiarism; to steal from many is research.”


        —Steven Wright


        Steal some great resources at www.thegoldentoilet.com/resources


      


    


  




  

    Chapter 3


    3. Not a Little Guy After All


    Chopper Pilot: What’s the matter, cowboy? Ride too rough?


    John McClane: I don’t like to fly.


    Samantha Coleman: Then what are you doing here?


    John McClane: I don’t like to lose either.


    —Die Hard 2


    We entrepreneurs set out to change lives and improve our world with the products we make and the services we offer—but if your (potential) customers never know what you do, you’re screwed. You’re feeling it and are seeing other brands doing it and you know you need to do something too or you’re going to be left behind. The good news is, even in the face of big competition, you’re not really the little guy anymore. Thanks to the R&D that the big tech giants have done, you’ve got a whole world of useful technology at your fingertips.


    While you used to be handcuffed by your limited advertising budgets to get the word out and bigger businesses could just outspend you without blinking, the game has changed. To think that the technological developments that the biggest companies in the world invested in are now available to agencies—and plumbers and local retailers—is incredible. Chatbots, ad tracking, automation, retargeting, and myriad other app-based tools are widely available for the rest of us. Have you looked at the apps that are available for iOS, Android, or Microsoft lately? Now, everyone can use retargeting to stay in front of their audiences. Anyone can use AI and chatbots to improve their user experience. You can now stay in front of interested audiences with the mere monthly fee of an app.


    Most of us don’t even realize we all have access to those tools. Or, when you might think about applying similar tools to your businesses, the excuse is that “it’s creepy” to follow your customer around or to let robots do the talking. No one wants to intrude or overstep, when really, it’s just about knowing what your customer wants and helping them access it.


    Companies have been trying to do this forever. Think about the way credit card companies track buying trends, or go all the way back to the Big Gulp cups or punch cards. Those were tracking tools that gave companies some insight on how to better serve their customers instead of just guessing about their behaviors.


    But as soon as tech came around and changed the way that looked, we all got weirded out. Here’s an example. In 2012, Target hit headlines in a not-so-good way when a dad confronted a store manager.2 Target flyers had come to his house, addressed to his teen daughter, advertising baby products. He found the ads entirely inappropriate, believing that Target was encouraging his daughter to get pregnant. The store manager was completely caught off guard by this protective parent’s rantings. They don’t decide what goes on the flyers, of course, and the manager couldn’t offer any answers about what information contributed to those decisions.


    The answer was far more complex (and incredible) than a misguided ad campaign.


    See, Target draws on the pattern of purchases that we humans settle into. They also know that there are times in our lives where we’re vulnerable to changes in those patterns, because times of vulnerability are a great time to earn access into that household and those spending patterns. Moments of vulnerability, for example, like when a woman (or teen girl) becomes pregnant.


    By knowing who their shoppers are and the patterns they settle into, Target knew that girl was pregnant before people in her household knew. Whoops.


    I don’t have a reason to know when someone is pregnant, so I’ll never have to deal with that level of awkwardness. Likely, you won’t either. But if you were, you should be the best at it. What’s remarkable is just how much you can learn about your customers so you can help them better—far beyond a Big Gulp refill promo. The point is learning about and catering to a customer’s preferences is as old as…well, I guess you could say as old as the world’s oldest profession.


    Right? Why is that? Because it’s just good business. You should do more of it, especially online. Creepiness excuse solved.


    On my site for my little entrepreneur-loving agency, I do know when someone is reading the blog. I know when someone downloads something, how many visits they’ve had, and what pages they’ve perused. I can turn on technology that functions like a Walmart greeter, letting them know I want to help them find exactly what they want. I have automation that follows up with them to help them find more content that they’ll appreciate.


    If you really believe in this thing that you’ve set out to do—if it’s more than just a product or a service but a way to change someone’s outcomes—then why wouldn’t you take advantage of the amazingly affordable technology that is now available to do what it takes to reach more people with it? Why wouldn’t you do what it takes to grow and become more reliable for your employees? Remember we decided you were going to think more like business people and actually be really good business people?


    The specifics of the tech don’t matter. Five years from now, whatever I have to say about today’s marketing automation will have drastically improved. But the principles will stay the same. We’ll still need to take advantage of whatever tech we can in order to create an experience that’s more human, with less friction, and exactly what your ideal customer needs.


  




  

    The Technology Factor


    When the iPad first came out, it was in no-man’s land in between a laptop and an iPhone. People were just searching the web. Sending emails. Apple’s vision is pretty long, but I’m going to bet no one iPad design team specifically said, “I want to revolutionize the cash register industry with this thing.” They put the tech out there, and then all of these innovative uses started making sense to people. Why not? became the rallying cry for app developers everywhere. Why not add a stand and an app and get your customers through with a few punches and a text receipt no matter where you are, like farmers markets, coffee shops, and bake sales.


    No, this isn’t more diatribe on disruption. In this scenario, you’re not the cash register or receipt paper people (cash register and receipt people, I mean no ill will). You’re the genius entrepreneur flipping an iPad around and ditching that old gear for good and providing a better user experience for your customers.


    If you want to grow your business in creative ways, access your customers reliably and intuitively, and bring them into an experience that feels as seamless as Amazon’s, you don’t have to wait. You don’t have to become big enough to have the know-how, the foresight, the land, the security, the development team…you just need a little clarity to know what you need to accomplish for your customer and where to access tools to make that happen.


  




  

    The Imposter Syndrome Factor


    Everyone will tell you that your first piece of content is supposed to be bad, but what they don’t tell you is how effective bad content can actually be. One of my most memorable experiences with great bad content was with a client of mine who moved into town and needed to get his garage door repair business off the ground.


    It was just him and his mad skills.


    Of course, there were already established places offering the same service. Did he need to go out and buy a building, put up a sign, open the door and wait for an answer? Maybe put up some billboards or a big Yellow Pages ad? Don’t laugh—that’s about as effective as just putting up a website and waiting for traffic. He came to us knowing he had to do more than wait around, but that meant doing something much scarier: he had to put himself out there.


    He needed to create content and put it out in the world, or at least the region, so they could learn who he was and how he could help. In other words, what he really needed was to build trust with people in this brand new area, who didn’t know him at all. No big deal.


    Did we rent a studio? Nope. Did we hire a production specialist? No again. Did we get lighting and special equipment and stabilizers and editing software? Not at all. We used the fanciest technology we had on hand: an iPad, a tripod, and a story.


    That’s it.


    For his video, we wanted to show the kind of problem he could fix for the person he wanted to work with, then we wanted to show that he was someone trustworthy that you could turn to. So, with the iPad and the best lighting a garage could give us, we recorded him talking about how frustrating it is to back out, punch the button to close the garage door, and find that nothing happens. He explained three things you can check to troubleshoot, all while we showed someone backing out and demonstrating the tips he offered.


    After recording a few shots and recording his message to go behind it, we had our video.3 Was it the best production quality? Of course not. The thing is, it got views. A lot of them. Armed with momentum, our friend kept making similar, simple content that was helpful to his ideal customers, got active in the community, and set up a very simple website. Today, his business is flourishing.


    We’ve gotten better at this kind of content over the years, but it’s still the story that matters most. The information that he provided was helpful to his prospects, which is the only thing people are really looking for in the first place.


  




  

    From Point A to Point B


    Thanks to the huge investments that many tech companies have made, it’s easier than ever for entrepreneurs to start something brand new. You can open a document, start typing up a new idea, then invite a few people to join you. You can get on a conference call, maybe with several people from all over the world, and you can all see and edit the document as you brainstorm together how to tell the story of your new product. Then you can get an account with YouTube and Shopify, put up some helpful videos and integrate them together with a few clicks. Before long, someone can watch a few videos, read the story you wrote together, and click “Buy” to be connected to the Shopify checkout.


    You don’t need to hire engineers. You don’t need third- and fourth-party banking connections. Compliance and taxes are built in. You don’t even need a full website. And that’s just to get started—automation and scalability are just as easy to bolt on with the same kind of integrated utility cost. All because the big bad corporations paved the way.


    If you’re not lacking in courage, accessibility isn’t the problem, and the creep factor doesn’t hold water, there’s something else happening that might be holding you back.


    This chapter was supposed to be about confronting a list of all of the good excuses why all of this sounds good for everyone else except for your situation. As I started to write down all of the common objections I’ve heard over the years, I realized there was a common theme that ran through all of them. So I thought I would tell you a story of a fictional business leader like you to help illustrate this common theme that exists with every business leader I have worked with—and it just so happens to follow the typical stages of the hero’s journey.


  




  

    The Hero’s Call to Adventure


    The hero’s journey comes from a guy named Joseph Campbell. I’m not an expert on Joseph Campbell, but what I do know about him is he spent a good part of his life traveling and studying other cultures and their mythologies. Long story short, he began to recognize there was a common theme in all of these stories across time and cultures and he called it the hero’s journey. His book, The Hero with a Thousand Faces, outlines the hero’s journey and how this theme runs through all of the world’s mythic traditions. You can find a version of it in well-written stories, movies, and plays: we meet a character who learns they can’t stay in their status quo, and we watch how they wrestle with change and navigate through a personal transformation.


    So, meet John.
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    John runs a business like yours. John has had some really good years and a few bad years but usually he makes it through. But lately John has struggled to find new customers. John has noticed the tried and true ways of advertising seem to be less and less effective.


    John realizes he can’t continue down the same path as always and knows he must make a change, or he will eventually fail and lose the business he has worked so hard to build. Our hero has realized the status quo cannot continue, and he has started to realize he has a dilemma and must embrace change.


    John doesn’t like it because it puts him in a situation where he hasn’t been before. He’s beginning to experience a challenge in his confidence because he’s being forced to venture into an area he hasn’t been before. Also, in the back of his mind he is feeling concerned about this change that has been triggered by things out of his control.
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    John begins to do what John is good at doing. He begins to research and study. John learns that by following a certain process he can improve and take advantage of certain trends brought on by this change and begin to regain control of his situation and gain a competitive advantage.


    Now you see our hero come into some new knowledge or insight in the form of a helper like a book, or a donkey, maybe a wizard etc. Never a spouse. Man can take advice from strangers all day long without hesitation but to take advice from a spouse is just not believable in any story.


    Once you see the hero make the decision to move toward the new path, that’s when we see everything hit the fan. We see John start to doubt, experience regret, and sink into a place John doesn’t like to be. Like you, John is used to being in charge and in a familiar territory.
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    The problem though is John is now in an area where John has never been.4


    The Hero’s Struggle


    What John is wrestling with at this point is his self doubt. Because John is human, he has made some mistakes in the past he would rather not revisit. And this situation is bringing up feelings and stress. Remember Superman? He’s all strong, fast, and invincible. But you pull out one little piece of kryptonite and all of a sudden Superman is at the mercy of the bad guy.


    Let’s stop here for a moment. We are at the stage in the hero’s journey called the pit. It’s a dark place where the hero is in the lowest darkest scariest place emotionally. They feel the most vulnerable here because they are not confident—they are doubting whether they can make it through this stage. It’s a point where the hero has to decide to go all in and risk everything.


    This is what it feels like to every business owner confronting what this book is about. The impending event of change in the modern world brought on by forces that are out of your control. In some ways, it feels unfair. After having worked so hard to come all this way, now you have to step up and figure out how to not only survive but thrive in this new terrain, feeling somewhat naked and afraid.
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    When our hero is in the pit, the temptation is strong to freeze and not continue forward. There are many great reasons everyone would agree and understand why our hero would choose to not continue on. Maybe he doesn’t have enough bullets and lost his shoes and there is broken glass all around and there are mean German guys who do have shoes (and lots of bullets) looking for him.


    He can quit and go home or stay and fight, even though the odds say he will most likely fail. Why then does he choose to continue on and fight?
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    Because he decides to focus on the bigger picture.


    In John’s case, it’s about his love for his wife and what he does. It’s the whole reason he got out of bed that morning in the first place. He’s focused on his family. He’s focused on his why. He’s on a journey, and nothing’s going to deter him.


  




  

    The Tools You Have to Succeed


    We face every day with an invisible toolbox in hand. When we run into a problem, we open up that toolbox and see what tool we have to solve the problem. Sometimes that means grabbing whatever’s in there, even if it’s not the exact right tool, and hope for the best.


    In real life, with real tools, have you ever tried to turn a nut with the wrong tool? (I’d be more specific here, but remember, I’m the guy buying lint suckers online so I don’t have to use tools.) Sometimes you can make it work, but sometimes it strips the thing out and makes everything worse.


    Not understanding your marketing system is like putting together IKEA bunkbeds with the wrong tools and no instructions. You don’t really know exactly how the pieces come together, but you’ve heard of web marketing tools such as SEO and StoryBrand and Wordpress, so you take them out and get to work.


    Each of those tools has their place, but the thing you really need is the instructions that tell you what goes where, when, and how. If you take a sledgehammer to something that just needs the IKEA tool, what’s going to happen? When we don’t have the right tools or instructions for our project, things get worse. The old tools aren’t working, and what you need is an instruction manual to get back on track.


    Clarity, Confidence, and Courage


    You already have the courage to sidestep the naysayers, or you wouldn’t be a business owner. What I want to help you uncover is the confidence and clarity about how to make that happen. How can you look at your business as a complete business growth system, not just a website here, some development there, and a sales team off to the side?


    Honestly, any half-hearted, ill-fated, poor-tool-choice attempts you’ve made to this point haven’t really been about how creepy the data collection seems, or how you’re the little guy and the big corporations have a leg up on you. It’s really about you, and how you’re feeling overwhelmed.


    Especially if you’ve been in business since before Amazon killed bookstores and cellphones killed landlines, the toolbox can look completely unfamiliar at times. The rules of the game have changed. The instructions are smudged, so you lock yourself away to work on something that makes a little bit of sense—a new website with keywords and some ad spends. But those are all old tools whittling your IKEA bunkbed down to a splintered mess. If you get lost in all those details first, you’ll lose the human element that makes your customers love what you do. Ironically, you’ll eventually lose the algorithms too—they’re only there to try to learn how to reward people who connect with other people.


    I want this book to be an instruction manual. I want you to have clarity around exactly what concepts you need to use and how and when to apply them. I want you to have confidence in your business and growth plan so that no fast-talking salesperson, convincing SEO hack, or condescending IT person can pull you off track. I want you to survive in this business that took so much courage to start.


    George Bernard Shaw famously said, “The reasonable man adapts himself to the world: the unreasonable one persists in trying to adapt the world to himself. Therefore, all progress depends on the unreasonable man.”


    Running a business in the face of insurmountable odds is unreasonable. You’re doing the unreasonable thing, and it’s beautiful. Forget the movies that tell us success only belongs to the corporate villains. Forget the panic about AI ruining the world. Forget the limitations your IT team put on you or the laundry list of things salespeople tell you are necessary.


    Being the hero that you are you probably know where I’m going with this. The list of reasons or objections that pop up in your mind are like the IT and SEO people I mentioned in the previous chapter. They have their agendas good or bad. But they don’t have your higher purpose in mind. They don’t have the emotional connection to your why.


    You need to remember why you started this journey. There is something bigger at play for you. The fact that you are reading this book means you are looking for knowledge that will help you be a better business person. You’re already aware you need more bullets and a pair of flip-flops. And yet you’re willing to continue the journey without them because you’re focused on the thing that will help you see past the many reasons that lay waiting like scattered pieces of glass in your path to success. Don’t let them deter or slow you down. You’re too far in now to just let those mean German guys win. Listen to your inner John McClane and let’s get busy doing the good work you started out to do.


    Yes you can find the time. Yes you can find the budget. Yes you can find the help. You are well equipped with whatever it takes for something as important as this.


    Take a big, deep breath. You can shape your world around you. Around your vision. Let’s dump that toolbox out and get rid of the outdated junk that’s slowing you down, then pull out the instructions and get to work.


    

      

        “We had an agreement to not share lizards, fish, and stingrays…”


        —From the survival reality show Naked and Afraid


        We’ll share good resources at www.thegoldentoilet.com/resources


      


    


    


    

      

        2	Kashmir Hill, “How Target Figured Out A Teen Girl Was Pregnant Before Her Father Did,” Forbes.com, February 2012.


      


      

        3	I’m not making this up for the book or anything. You can still see the video, and its 140k+ views, here: https://youtu.be/usdqVsAWtiA


      


      

        4	There is actually a show that illustrates this stage of the hero’s journey perfectly. It’s called Naked and Afraid, about naked people who are tasked with surviving in an unfamiliar terrain for twenty-one days. Imagine being in this situation with a spouse and having to take their advice. The survival theme would quickly change to a premeditated murder theme, wouldn’t it? See why that part isn’t in the hero’s journey?


      


    


  




  

    Chapter 4


    4. Disrupt or Be Disrupted


    Winter is coming.


    —The ever-brooding Sean Bean as Ned Stark, Game of Thrones


    Just north of where I live, there’s a famous flint quarry called the Alibates that’s now a national monument. If you turn the clock back far enough, it was more like a national treasure. It was, more or less, the stone that the Stone Ages were named for. Because you could easily turn flint into a weapon or a knife, it was highly valuable for everyday life. And while flint can be found all over the continent, it’s concentrated in quarries like this, which made those areas super valuable. If flint were currency, the Alibates would be the Fort Knox of prehistoric times.


    When you visit the quarries today, you’re guided by a park ranger. On the way to the quarries, they show you cool things like food sources the tribes would harvest. They point out environmental indications that tell them a volcano erupted somewhere in Montana millions of years ago. They show you how they know the whole area used to be covered by the ocean. When you get to the top, they show you the signs to look for and all of a sudden you begin to see little quarries all around.


    If I were to stumble upon the same things by myself, I’d be completely oblivious to those clues. I might even be frustrated that some of that weird, useless, pointy-looking rock stuff tore my britches. Once they show you what to look for, however, the signs become obvious. It’s amazing. In just minutes my eyes went from seeing hills and cactus, to seeing remnants of abandoned flint quarries everywhere. You can almost see people from prehistoric times working their claims like a scene from a movie about the gold rush in California.


    Our world is changing at such a rapid pace that you have to have your eyes open now too. Like winter, disruption is coming. If you’re walking around oblivious to the resources around you and how they fit into your industrialized cave-people lives, you’re going to go extinct.


  




  

    Grumpy Old (Cave)Men


    Technology has never been easy to adapt to. Thinking back to those prehistoric times, I can almost picture old cavemen sitting around a fire when some punk cavekid shows up with a stick. He’s bragging about how he made that stick sharp and used it to poke a squirrel, but the older guys just laugh. Even when the kid says, “Watch this!” then throws the stick pretty far, they still don’t get it. How absurd it is to use a stick when rocks are the way it’s always been!


    Fast forward a couple of generations and pointy sticks are the norm—but now the newest punk kid has an even bigger stick that he can throw even further. Now the old short-stickers are laughing at how giant it is. Then later, here comes someone who made the stick small and put it on a bow. Now the old long-stickers are laughing at how small the sticks are, even when the kid can shoot a hundred of them.


    On and on it goes, with every generation struggling to turn the reins over to the next generation, especially when it comes to technology. At one point, even the Greatest Generation of WWII were little kids picking boogers while their grandfathers shook their heads and thought, “God help us. That’s our future.” And yet that generation showed up and fought bravely to win World War II.


    Technology can be intimidating. It’s unknown. Of course, there’s no way to stay on top of everything that’s happening. Tactical technology will change, even from the time I’m writing this book to the time you read it. Still, we can’t blame it for all of our problems. Social media hasn’t ruined us. The online generation—millennials—isn’t going to end the world.


    If we’re honest, most of the time we’re just complaining because we feel threatened. The shifting world reminds us that we’ve still got growing to do. You can dog on the millennials if you want, but they are a well-positioned secret weapon. They understand that technological bows and arrows are tools we can use. They’re not threatened when they have to learn something and change their perspective.


    Like it or not, change is coming. You’re being disrupted right now, and you probably don’t even know it. The question is whether you’ll decide to adapt to meet the challenge or hang back with your rocks, sticks, fax machines, and shiny, sparkly, golden websites.


  




  

    The Speed of Change


    Let’s look at a technology wave a little closer to home than flint and spears, but not quite so overwhelming as the impending robot takeover (or whatever they’re predicting these days). Let’s talk about cars.


    If you look at a photo of New York’s Fifth Avenue from 1900, you’ll only see one vehicle. The rest are horse-drawn carriages—hundreds of them. How long do you think it took for that landscape to change? From the same vantage point, with roughly the same number of people in the shot, there are all vehicles and just one horse-drawn carriage…in 1913. That’s it. Just thirteen years to completely change the face of transportation.


    Think about the carriage builders and stable keepers in that one remarkable decade. Horses had been used for millennia. They couldn’t have seen that massive disruption coming, even when it was just outside their barn doors. In fact, there’s no doubt that some poor stable hand was still stuck in the muck in 1913, with his employer insisting this horseless carriage thing was only a fad.


    At one point in recent memory, no one had mobile phones, then seemingly overnight we all did. No one had computers, then we all had multiple computers and one in our pockets. The speed of disruption today is exponentially faster than a New York buggy at the turn of the century. We don’t have flying cars or daytrips to the moon—yet—but we’re changing on deeper levels.


    Disruption isn’t just about what you do, but about how your customer thinks. And today’s consumer is completely different than five or ten or fifteen years ago. The Google-inspired expectation of “want, click, and get” has changed the way we all do business. Even when we regret the wanting and clicking parts once we get.


    Just the other day, I needed to return an online purchase. It used to be expected and even celebrated if you could print off a label, package the product up, tape the label on the box, and call for UPS to come pick it up. Simple. But for this return, all I had to do was take the box and my phone to the UPS store. I showed them the email the company had sent me, which had a scan code. They scanned my phone, took the box, and took care of the rest. I didn’t have to label it or anything. Now, if I have to do another online return and wind up with the email/box/print/tape/scan/send process, I’ll find it annoying.


    That’s the thing about disruption: the old way is always fine as long as we don’t know any better. Once we’ve experienced something better, we’ll compare our next experience against it. Winter is coming. Disruption is happening all the time. Nobody is exempt. Not even Google.


    That’s why your focus can’t be on the stuff. You’ve got to look out for the tools and developments, and you have to be ready to lean into it and embrace them—under no circumstances can you ignore them because your customers expect it of you. But no matter whether the tools you offer are pointy rocks or advanced AI, you must understand one thing really well: what your customer wants.


    The tools are just ways to design an experience that makes your customer feel safe and understood. If you can roll with the technological punches while keeping user experience in sight, you’ll maintain a competitive advantage.


    Otherwise you’ll still be shoveling muck in the stables while everyone else drives their Teslas down Fifth Avenue.


  




  

    Changing World, Changing Rules


    In the old world of interruption-based marketing, brands talked about themselves. A lot. That’s the only reason my entire generation knows that you could rain down gravel from a hovering helicopter into the bed of a Ford pickup and then drive it through the mud while inspirational country music plays as your kid plays on an iPad in the back seat on the way to school.


    Even though we’ve rejected that me-me-me model as consumers, we seem to forget about that when we sit down as business owners. Our instinct is to lead with ourselves. It often looks like this:


    Here, potential money source! Let me give you unsolicited information about all the great things I can offer you that you never knew you wanted! Wait, where are you going? DON’T BOUNCE! Here, have a keyword!


    Somewhere along the way, we’ve mimicked the other vendors around us so much that we forget why we are even doing this in the first place. We get so wrapped up in the production like a couple planning their wedding. They get so stressed out over stupid little details like the color of the napkins for the appetizer table while neglecting the more valuable long-term details of the relationship and the marriage of two people.


    Thinking about talking to humans is less defined than something like SEO checklists, but one of the hardest things you’ll have to do is to convince yourself and your team to let go of the tactics and to focus on the real live humans on the other side of the screen. It’s intimidating. It’s easier to just copy what somebody else is doing. You’re missing the hard part: thinking from your user’s perspective, identifying where they are on their own hero’s journey, and being vulnerable enough to meet them there. We’re all being disrupted, ready or not—but the companies who have customer experience figured out are the companies winning the game. And they are training your customers to expect the same great user experience from you.


    Catch the Vision


    So let’s stop falling into the trap of obsessing over all the little distractions of the short game stuff and start planning on creating a healthy foundation where you can grow long lasting relationships with people. Let’s turn our focus and energies to the long game.


    Like trudging through a flint quarry in 2019 without a guide, it’s difficult for you to decipher what’s useful or not. When you don’t have all of the right questions to ask, you go with what seems reasonable. You listen to the marketing ploys and do your best but are at risk of missing the bigger picture.


    Here’s where it gets tricky: the tech and tools and tactical bling that’s out there now are actually completely legitimate and very useful. I love shiny new stuff, even at my agency, and there are endless tools and services that make your life as an entrepreneur easier if you know how to use them. Some good and some not. I’m going to run through what that looks like in the next chapter.


    When you don’t know how to sort out the useful from the wasteful, you can end up just walking away from it all—or worse, frantically grabbing hold of every new thing that comes along. I want you to be able to navigate that quarry. I want you to be able to see what you need and get your fundamentals in place. I want you to use the spears, slip behind the wheel of the Model T, type away on that new iPad, connect AI into your little shop’s growth stack, and always, always keep moving confidently into the future.


    You’ve already stepped into the unknown to create this business in the first place. Stick with me as we untangle the unknowns of websites, marketing, and user experience. I’ll show you where to bypass the sales speeches, shortcut the learning curve, and become the disruption for competitors who’re still wandering the SEO, web-building quarry unattended, sunburned, frustrated, and lost.


    

      

        “The smarter Google gets at figuring out your intentions, the more we as digital marketers can focus on things like UX and useful content.”


        —Nachum Balofsky of 1SEO


        Keep on stealing good resources from www.thegoldentoilet.com/resources


      


    


  




  

    Part II


    


  




  

    Part II: Lean Into It


  




  

    Chapter 5


    5. The Gauntlet


    Goodnight and big balls!


    —Classy parting words from every episode of Wipeout!, rest in TV peace


    In the 1600s, a gauntlet was a form of challenge, other times a punishment. More or less, it involved making your way through an intimidating or dangerous crowd, place, or experience in order to just make it through alive. Today, the gauntlet I think of as an entrepreneur is more like the one on the TV show Wipeout.


    I watch the poor contestants stumbling and bumbling along all muddy and soaking wet not knowing where the next punch is coming from and think to myself this is what a day in the life of a small business owner looks more like. Our days can often feel as if they are filled with a series of unseen colorful obstacles intended to knock us on our ass (or into mud, water, or slime) while crowds cheer, commentators laugh, and audiences tune in, but without the goofy looking protective equipment.


    Can you relate?


    Do you sometimes feel like your days are more like a nonsensical, relentless set of attacks from swinging arms and big foamy things and random bouncing balls? It can be awkward and embarrassing to get through all the missteps that entrepreneurship inevitably brings. You get knocked down over and over again. Sometimes you’re just hanging onto that foam roller with your feet kicking around wildly beneath you.


    When I talk about how small business owners really feel when you realize you need to get serious about getting your act together online, you feel about as prepared and confident with this challenge as the Wipeout contestants do. I would argue a handful of you would if given the choice much rather run through an actual gauntlet than to take on the intimidating and confusing challenge of creating an effective modern business growth machine.


    Meanwhile, on a more serious network channel, the same colors and foam are laid out in a gauntlet with much more serious results. The American Ninja Warrior competitors aren’t stumbling around, and no one is laughing. These people know their shit. They’ve clearly trained and practiced and practiced. The way they can jump at just the right angle, hang on just long enough, and keep going to the end is incredible. They’re not guaranteed to make it, and many of them still don’t, but it looks a helluva lot better than the “close your eyes and run until you hit the water” approach on the other show.


    The difference…Okay, aside from a completely different level of physical ability and training, the difference between the two is that one group can see the path they need to take and the other is clamoring at a random shot at making the leap if they’re lucky.


    Let’s say you go to a personal trainer and ask him to help you get in shape for the course, but the only thing you know about getting in shape is bicep curls. (Well, we all know abs, but we’re not going to say anything about those and we pray he doesn’t either.) But how would you feel about this guy if he didn’t bring up any other things you actually need to do to get in shape? He just has you do curls and pulldowns every session and then calls it good. He gives you what you asked for, but he doesn’t give you what you need. He never mentions stretching, diet, conditioning, or sleep.


    You’re going to be embarrassed about spending all that time and money without getting in shape. You might be selling tickets to the gun show but you’ll never be able to wear shorts in public, Chickenlegs.


    This is happening every single day in our industry. Today, clients are coming to me more informed than ever before, though often only with partial understanding. When we only know pieces of the system—parts of the course, strategies for training—we wind up with lopsided implementation.


    In this second half of the book, I want to help you start to see the path you need to take. I want you to see the big picture from thirty thousand feet and know, as a serious business person, exactly what to train for.


    I want you to build the foundation blueprint for a holistic customer experience, rather than clamoring the best you can through all of the obstacles out there and end up wasting time, money, and resources only to realize you have been flushing your marketing money into a fancy golden toilet (your website) instead of investing in a well-oiled Business GrowthStack that helps you grow your business better.


    I want you to take all that audacity and persistence and hard work and use it to build something clear, tangible, and navigable. No more random punches and swinging bridges for you. You’re a ninja now. Let’s see what the course should look like.


  




  

    Mapping the Course


    To fully understand what we’re up against, we have to see the whole picture in place. You’re never going to win with “just” one piece—the system is the name of the game, and your systems need to work together toward growth.


    When you learn to see the whole system and how it works together, you can begin to apply this knowledge and make better decisions about how to find new customers. When someone tells you they want to address some aspect of one piece of the system, you will be able to picture it in your mind and know, I won’t be ready for that until these other things are in place first.


    Just like that day on the Texas prairie when the park ranger helped me start to see the right details, it revealed a very different picture to my eyes. I could see where the quarries actually were. I could see where the volcanic ash layer was deposited. It changed my whole appreciation of the country where I had played as a kid.


    It was a place where primitive cultures had lived and thrived. I had always just kept an eye out for rattlesnakes and horned toads oblivious to a whole other layer of fascinating details. The same experience applies for you here. Like the park ranger on the prairie or an athlete flying through the course, you will begin to identify, appreciate, and utilize four fundamental aspects of a healthy Business GrowthStack. They are: Clear messaging, Marketing Automation, Sales Automation, and Strategic Campaigns.
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    Clear Messaging: Human Connection Comes First
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    Clear messaging simply means creating an effective user experience for cavemen with smartphones. Why? Humans have brains. And our brains were designed a long time ago. We were using these brains way before we even spoke a language. Our brains were serving us and helping us survive way before we even started using symbols or writing. Yet here we are, barely out of the caves and already glued to our phones and devices.


    Our world has changed, but our brains remain the same.


    Still, we are uniquely designed to be attracted to what makes us feel safe. We may be wearing yoga pants in place of yak leggings, but we are still wired to love communication in any form that honors the way we were and still are designed to communicate. Our brains are uniquely designed to be attracted to communication that makes us feel understood—which makes clear messaging the most important piece of the Business GrowthStack.


    Messaging also happens to be the hardest piece to get right. That is why messaging is where you have the biggest opportunity to create a huge competitive advantage. The challenge of how to take advantage of modern technology to communicate and connect with humans who need and want our products and services is real. Those who get this and apply it will have a major leg up in their niche. In chapter 6, you’ll learn more about why clear messaging should be baked into every aspect of the Business GrowthStack.


    Marketing Automation
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    What is marketing automation? Instead of repeating what you can Google and find, I’m sure you would rather know the “street smarts” definition. Marketing automation is the Amazonian user experience that we have come to appreciate and expect. It reduces friction and helps introduce us to solutions we seek and streamlines communications and transactions:


    Welcome back, Og. Last time you purchased flint arrowheads and a cedar bow. Others who purchased flint arrowheads also purchased dodo bird feathers. Today’s hot new trending item is the wheel. Would you like to put this in your foraging cart?


    How many action movies have you watched where there is the obligatory scene when the hero walks calmly away from the exploding fireball? Hundreds, right? Well this is the best way I can describe to you what it looks like when you leave a website where you couldn’t find what you wanted. You land on this confusing and exhausting page and without any inkling of remorse, you light a match and flick it over your shoulder as you virtually click/walk away with a little swagger.


    Think about it. You do this daily—just without the smelly singed back hair and falling keyword debris raining down.


    Marketing automation is the second piece of the Business GrowthStack that helps you deliver the helpful user experience your humans are expecting from your online presence. Thanks to Uber, Pizza Hut, Amazon, and hundreds of other brands that your customers and prospects use, they are being trained and educated to either find interacting with your brand helpful or frustrating.


    Marketing automation is not just for the big boys anymore. It’s widely available and just as impactful for SMBs (small to medium businesses). In chapter 7 we’ll cover in more detail how the power of marketing automation will help you connect and serve the humans who look to you to help them slay their dragons.


    Sales Automation
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    Here’s the street-smart definition of Sales Automation/CRM: Every day, businesses have hundreds of conversations with customers and prospects. Phone conversations. Email conversations. Text conversations, letters, and more. Where do these conversations live? What are the expected outcomes of those conversations? A CRM collects, organizes, and replaces scattered sticky notes on computer monitors, hard to find emails in multiple inboxes, poorly organized files in cabinets, desks, and car seats making all of them easy to find in one place.


    Sadly, most businesses still do their best by winging it when it comes to the most valuable asset (contact records and conversations) being created by their business. More valuable than the actual revenue being generated. It’s called data.


    Every successful company on this planet simply use the data they collect and utilize it to grow the value of their companies. Why shouldn’t you? Why leave the most valuable asset of your company scattered around like dirty socks in a teenager’s room where it’s mostly useless when you could have it nicely organized, accessible, and useful? I’ll answer the question for you. You shouldn’t. You should have your house in order. Why?


    You’re starting to see a theme, I bet. It’s a huge competitive advantage because your competitors most likely aren’t using sales automation, and even if they are, the odds are they don’t use it well. In chapter 8 we will gain clarity on how this mandatory (and free, I might add) piece of the Business GrowthStack fits into the overall system of growing the value of your company.


    Strategic Campaigns
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    So what’s the street-smart definition of strategic campaigns? Humans explore their world both physically and virtually every day. They each bring an average of sixteen hours of available attention span units to the market every day. There exist amazingly resourced and focused entities and competitors who understand this concept.


    As a business, you are not only competing with your competitors, but you are competing with every other form of influence and experience of any potential value to the humans you want to help with your product or service.


    When you are offered the gift of a human’s fleeting attention, you do not want to look like one of those poor talentless hopefuls auditioning on American Idol. You want to be the one that gets an invitation to the next audition. The ones who got to the next stage showed up with a strategy and played with a purpose because they practiced with a goal in mind.


    Every day you are competing with others who are running campaigns with a purpose and are earning invitations to the next stage. You want to be that guy. In chapter 9 you’re going to learn the proper perspective you need to have when developing the strategy of growing your business by earning the attention of the humans who need you to help them understand how to use what you know to live their lives better.


  




  

    I Say Tomato, You Say Tomato


    When folks came to ROI Online looking for help with their “marketing,” I quickly realized we were speaking different languages even though we used the same words. Before we can unpack that growth stack any further, we need to make sure we’re speaking the same language.


    The words sales, advertising, branding, website, internet marketing, search marketing, email marketing, social media spilled out in our clients’ attempts to explain what they were sure they needed. Business owners often don’t know all of the answers, but you have to take charge and figure it out as you go. That’s what leaders do. So these leaders were using the best words they knew to tell us they needed help getting their act together online.


    Just like those old kung-fu movies, where the actors are speaking Chinese, but the subtitles are in English, their mouths were moving but we could tell we didn’t understand each other. A better translation might read like this:


    I know I need to step up and attempt to figure out this online marketing thing. I see it working for other brands, and I know my customers expect the same experience from our online platform. But I don’t exactly know where to start or who to trust.


    I do know I want to avoid the awful experience I had the last time we redid our website because it was frustrating and a waste of my money and time and it really didn’t move the needle for our business.


    I have to figure this out, and I’m not confident I can do it by myself. That’s why I’m here talking to you today. I hope I can trust you. Please help me.


    If only they would have had this book, they would have had more clarity and confidence because they would have the knowledge and the words to communicate what they needed.


    Getting Our Definitions Straight


    So let’s stop for a minute and go over the small business street smarts definition of sales, marketing, branding, and campaigns. Street smarts is just the knowledge and experience you learned while you were busy hustling and getting shit done.


    Think of the professional game of golf. In this example, the golfer is “Sales.” They have to perform. They make the swings, compete, and deliver. In professional golf they always have a caddie.


    The caddie is “Marketing.” The caddie helps support the golfer like marketing should be supporting sales. They should be working together to improve the success of each opportunity. Marketing should be helping provide the right clubs and course information to improve Sales performance.


    What about branding? Your brand is simply how people feel after interacting with your company. Which is many things. But in the case of our golf metaphor, branding is how the golfer dresses and acts. What crowd do they appeal to? What is their lifestyle? What products do they use? Think of how Tiger has a different audience that follows him compared to Sergio. They each have a unique brand that impacts who is attracted to and connects with them.


    And campaigns. Campaigns are a focused strategy of energies and efforts to accomplish a certain goal. In the case of our golfers, it would be the thinking behind what tournaments they want to make a run at that would offer them the best shot at winning and earning. These decisions impact preparation and resource allocations to improve their chances of success.


    As a business owner, you can see how you actually face the same challenges and decisions as a professional golfer. But in many cases you have had to play your best on a course you hadn’t prepared for, without a caddie to help you strategize, while wearing whatever you could find in the closet that morning that wasn’t too wrinkled.


  




  

    Visualizing the GrowthStack


    Now let’s have a look at a visual representation of the basic Business GrowthStack. Even though we may both be saying tomato and meaning tomato, we still have a not-so-little challenge of actually seeing the same red, juicy tomato. There are four conceptual layers at play. Clear messaging, Marketing Automation, Sales Automation, and a Strategic Campaign.
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    When put together, these are the core components that make up the basic foundation of a powerful business growth engine. You see it and experience it with many successful brands today. Even though you don’t know all of the technical jargon, you are fully aware and realize you need some version of it to help you grow your business because your customers and prospective customers are expecting you to have it as well. And the beautiful thing is, you can have it! You just need to know what to ask for, and how to get it.


    One more thing. The reason you are reading this book is because you are wanting to get clarity on something that has been confusing and frustrating you for a long time. Don’t let it be lost on you that your competitors are fighting the same villain. One of you is going to apply the insights from this book and leapfrog over a long and frustratingly expensive learning curve which will give one of you a huge competitive advantage. I’m betting it’s going to be you.


  




  

    Applying Universal Principles


    At the end of my senior year of high school I got a job washing dishes in a popular up-scale steakhouse. I had the qualifications. I could fog a mirror and had transportation which increased the chances I would actually show up for the shifts.


    Let’s set the scene: Big busy restaurant with a lot of tables and wait staff. A small, long closet-sized room with a Hobart industrial dishwashing system. At one end is a window where a relentless and never-ending army of eye contact avoiding waiters and waitresses were dumping all sorts of glasses, plates, silverware, and all sorts of things that are used to hold sauces and butter. The other end of the very small room was where the clean version of all these things were supposed to emerge from and make their way into the kitchen to be used again.


    As I remember, my first night might not have looked much different than the Battle of the Bastards scene in season 6 of Game of Thrones—where John Snow is slowly being dog-piled and is about to be buried by the fallen soldiers. But in my situation, the carcasses I was being buried in were steak and potato scraps, and I was being pummeled with sharp crab legs, forks, and knives like swords, axes, and arrows.


    As I stood there flailing, soaking wet, covered from head to toe with tiny little pieces of every item on the menu, cramming flatware and glasses into the Hobart—over the loud swishing noises of dishes being washed and plates clanging, I heard un-angelic voices yelling: “We’re out of tea glasses!”


    This is called being in the weeds in the restaurant business. It’s a critical point during a shift where you are so far behind you are starting to make other people behind. The attention you gain from everyone in this moment of extreme vulnerability is motivational. Motivational in the way that you never ever want to be in this situation again.


    I got a five-minute Marine drill sergeant-esque tutorial from one of the seasoned “kitchen” staff and slogged my way through that first shift.


    In those five minutes in his own way, he showed me “the system.”


    Clear messaging. Wait staff: Don’t put plates in the window without first scraping the food off in the trash cans. Stack dinner plates on dinner plates. Same with salad and potato plates. Put forks in this soak bin, knives in that one, and spoons in that one.


    Automation. Keep things organized and take advantage of the power of processes. Get the trash cans and put them in front of the dump-off window. Change out dishwasher water every hour so plates come out clean and you never have to rewash all of the glasses at the worst time because they are dirty.


    Enablement. Never wash the last plate in the pile so wait staff can see where you want them to stack things. Wash like items together. Dinner plates with dinner plates. Salad plates with salad plates. Grab three at a time.


    Campaign strategy. Learn the names of the kitchen and wait staff and get your house in order and never let your team down. Soon, they’ll bring you snacks, start inviting you to join them for drinks, and most importantly, stop yelling about the tea glasses.


    Eventually I learned to “fly the Hobart” station with precision even on the busiest shifts of the year—and land it safely after every mission. I started to notice the people who were the best at each position in the restaurant had very specific systems they followed too. As I moved into other positions as a cook, waiter, and bartender, I quickly learned “the system” for those positions as well.


    I still have a recurring dream of waiting tables and being in the weeds while all of the people in my station are waiting for their food. It’s a stressful dream. Being an entrepreneur and running a business where all of our customers are depending on the successful delivery of services and employees are depending on the timely deposit of their paychecks has proven to be even more stressful. But the most fulfilling part is when I can help other business owners implement their Business GrowthStack.


    If you can see the path you need to take to make it through the gauntlet you are facing today, every step of my journey feels worth it. So let’s make like Bob Seger and turn the page—it’s time to discover how the most influential people you know use the power of story to roll you and me and everybody else away.


    

      

        “Design is a form of competitive advantage. People tend to think of design as good art, good visual language, which it absolutely has to be. But it’s also about the ability to do systems thinking.”


        —James P Hackett


        Find more good resources at www.thegoldentoilet.com/resources


      


    


  




  

    Chapter 6


    6. Clear Messaging


    “If you confuse, you’ll lose.”


    —Donald Miller, StoryBrand®
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    The internet will only be thirty years old in 2021. For about thirty years, from the mid-1890s to the late 1920s, silent movies were the norm. For thirty years, black and white movies with musical accompaniment entertained an entire generation. If you go to YouTube and search for “Charlie Chaplin, The Lion’s Cage,” I bet you can’t watch it without laughing out loud—especially if you own a Jack Russell Terrier.


    But before I lose your attention and you get sucked in for a couple of hours, think about how universal silent films became. They can make people from any culture or language—even little kids who can’t speak full sentences yet—laugh. Our brains love it. We don’t need dialogue. We don’t need subtitles. We just need popcorn.


    We’re captivated by the story.


    The brilliance of Charlie Chaplin in this example, is how he excelled in using the technology of his time to connect with his human customers. He was a master in the art of giving our brains what they need to earn our attention and to keep it. He was greatly rewarded because he understood that. But today our brains feel more like that lion in the cage. Both would rather be running amuck in the environment they were designed for. Yet most of the marketing, speeches, videos, websites, brochures, and so on are designed by humans to repel humans.


    Why are humans so inept at communicating with other humans? We could spend a whole chapter discussing that one question—but let’s don’t. There are at least a few others who I will mention later who have done a great job and have written really good books about just that. The gist of it is, we tend to be mostly concerned about ourselves. Shocker, I know. Don’t be too hard on yourself just yet. It’s part of our wiring.


    We are designed to be lean mean survival machines. We can’t help it but our brains default to its programming, which makes us survivors. You’ve seen hundreds of stories about incredible situations where someone survived an unbelievable ordeal. That’s just the way we are. We naturally default to consider our perspectives and see our priorities because it helps keep us alive.5


    The majority of marketing comes at us in their best caveman accents: “Me big deal. Me have big biceps. They 10 percent wimpy. You stupid if not choose me.”


    Our naturally self-centered tendency is to somehow design experiences without realizing they are for humans who use the same survivor skills we have. Then we expose them to websites, brochures, trade show booths, and speeches that we would never give the time of day, and we stand there confused when they walk away from our platform and flick a match over their shoulders without any remorse.


  




  

    Free Range Brains


    The trick is to transform from a self-centered narcissist to an empathetic, helpful being. Learn how to use the rules of story and you will start to be way more effective in your communications for the humans you desire to serve. Their brains will reward you because you are making something more comprehensible. You’re letting their brains be the Free Range Brains they long to be.


    Let me explain. Everybody agrees that chickens are happier and lay better yummy eggs if they get to roam around the barnyard and eat grasshoppers on their schedule like they were originally designed to do. At least, all of the grocery stores agree with this theory when you compare the price difference of free-range chicken as compared to conveyor belt industrial produced chicken.


    Similarly, our brains are designed to process information super fast. A picture is worth a thousand words just means our brains can deduce a great amount of information in a split second. If you add a short text phrase on top of it (such as a Meme or a cartoon), our brains love it even more. It tickles our story-craving funny bone.


    Put a ton of confusing jargon text on a page without any images, and you just put my brain in a stressful environment. Now, my experience in your space feels like those poor industrialized conveyor belt chickens in crowded cages, wearing grey prison garb and block-lettered numbers. When we find ourselves in that metaphorical cage, our brains want to break out. It doesn’t feel right.


    How do you create a free-range experience for the brains of the humans you want to connect with? I’m glad you asked.


  




  

    From Blah-Blah to A-Ha


    One of the best systems I know of for planning and creating content that human brains love is the StoryBrand® Framework. This process gives you a way to harness the power of story and begin to create messaging that is clear and earns the attention we desire as a business. It offers us more time to earn the business from the human that brain belongs to. As my good friend and StoryBrand founder Donald Miller says, “People don’t buy the best products; they buy the products they can understand the fastest.”6


    The brilliance of the StoryBrand process is that it helps you avoid the common mistake of playing the hero and blowing your chance to build a new relationship and grow the business you’ve fought hard to build.


    In short, the idea is that the difference between noise and music is that music follows rules. The same applies to communication. The difference between blah blah and a-ha is exactly the same. A-ha is the product of clarity, and clarity is a product of following the rules of story.


    When we look at the Business GrowthStack graphic on the right, you can see in the highlighted areas how integral clear messaging becomes when you realize how it’s baked into every single component.
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    You are on a journey to improve how you communicate with humans and their brains. Your problem is over time we have become industrialized in our communications, which means we tend to believe we are civilized logical creatures. You can’t help but default to presenting your marketing materials, sales presentations, and speeches, based on a logical, limited stance.


    StoryBrand starts the liberation of your brains from the detached, restricted forms of industrialized communication that your customers are used to. It allows you to increase the fluency of your messaging as you weave it all throughout your growth stack—baked into your website pages, landing pages, marketing emails, blogs, sales emails, videos, social media posts, chats, proposals, and every other function of your business.


  




  

    Helping Our Heroes Along


    How many times has someone said no to you when it was perfectly logical for them to say yes? It would save them money, time, and give them a better value. You covered all of the logical bases but had the rug pulled out from under you by some illogical reason. The StoryBrand Framework refers to this as the “internal struggle.” Our Hero has to resolve not only their external struggle of saving the day, but they have to also resolve some aspect of insecurity first before they can muster up the courage to face down an overwhelming longshot with time running out.


    The secret to helping your heroes resolve their internal or illogical challenges is for you to overcome your natural tendency of being self-centered and start putting yourself into their shoes to understand them better.


    The book that helped me understand how to do this better is Marketing to Mindstates, by Will Leach. The essence of the book is that you don’t think as much as you think you think. You make most of your decisions based on emotions. Will refers to the emotional decision-making part of our brain as System 1, which is the nonconscious autopilot.


    If you can begin to understand the emotional mindstate that someone is in when you have their attention while they are evaluating your solution, you have the opportunity to increase your chances of creating a better message and experience while connecting more deeply with your prospects and customers. You can learn to not only consider your heroes in our window of opportunity, you can now consider what state of mind your heroes are in when you are engaging with them.7


    Let’s go back to the Lint Lizard. They knew exactly who they wanted to reach: a hero worried (security mindstate) about their dryer vents, or otherwise tasked (competence mindstate) with clearing the vents out for the person who is worried.


    Their message was for someone concerned, busy, and not willing or able to do much work. They showed me in a second I could keep us safe and it would be easy to do—with a silent film, I might add, because I had my sound off when I watched it. They knew they had only seconds to get me hooked.


    If I had to slog through information about how eco-friendly their plastic was, they would have lost me. Instead, in those few seconds they gave me the vision and showed me the path and made it dead simple to purchase it with my thumb. They nailed it.


  




  

    New World, Old Brains


    Your world as a small business owner has changed as well—and for the better. Now you have the first and most powerful part of your Business GrowthStack. You can now start to see the path you are going to take to make it through the gauntlet like the winner you are. Now you can begin to see how you can start increasing your chances of making it through more auditions with the visitors to your platform.


    Imagine if all of your emails, blogs, webpages, case studies, proposals, and social media posts had to go through a Simon Cowell filter, where you could hear in this condescendingly blunt English accent say if they were ready to be published or not. I bet it would cause a revolution of amazingly useful and helpful content to begin to be published almost immediately. Emails would be opened more often. Stupid social posts would disappear forever. Confusing and useless websites would vanish.


    Well, this is actually happening right now, more or less, and you have one of the tools now and the opportunity to lead the way.


    Just like a second-grade teacher trying to get their rowdy class to settle down, your competition is yelling in a very noisy world and trying to get the attention of the people who may need their services. Instead of frantically yelling over them, you can do what every great teacher does. You can pull out a compelling story and start to read quietly. Soon, those customers who are interested will begin to pull up a chair and enter into the story with you.


    While this book isn’t really about branding, you might have noticed that these are aspects of things that strong brands get right. They spend a lot of money, time, and resources to produce clear, relevant messaging for their target audience. Why do they do this? Because it works. Smart big brands focus on what their brand is about and keep their messaging clearly focused on that and that alone.


    Our brains love it when we belong to a tribe. That’s where we feel safe. My friend Patrick Hanlon teaches us in Primal Branding that a brand is a belief system. He lays out seven pieces of Primal Code—or types of messaging—that give clarity to everyone what that brand, school, team, government, church, movement, or non-profit are about. When that messaging code is clear, it helps satisfy our brains. It passes the “are we safe here?” test. If that messaging code is not clear, we drag our feet, hanging on the peripheral observing until we feel safe or avoid altogether any potential affiliation. We do this all the time without realizing it, because our brains are designed to quickly handle it while we make more important, hard decisions—like where to go for dinner.


    With a clear idea of who your tribe is, what your hero needs, and what stories you’ll be painting on the cave wall, there’s one more important message to take from this chapter.


    Charlie Chaplin used the newest technology of his day to build his platform and connect with his audience. And we’re still talking about him today. The options available to you can help you build a beautiful platform and connect with your audience, like the multimedia publishing house we all have the ability to be. Produce helpful content, on a regular basis, using the tools we talked about back in part 1. Just make sure you fill it with a-has and not blah-blahs. This is your advantage—your Charlie Chaplin moment. With that in mind, let’s now look at the second component of a healthy foundational Business GrowthStack: marketing automation, with the right perspective.


    

      

        “We think too much and feel too little.”


        —From Chaplin’s final speech in The Great Dictator


        Good ideas, books, and other resources from this chapter at www.thegoldentoilet.com/resources


      


    


    


    

      

        5	Robert Greene refers to it as the Law of Narcissism in his book The Laws of Human Nature in the second chapter titled From Self-Love into Empathy


      


      

        6	Speaking of the power of systems, Donald lays out a beautiful step by step system in his book Building a StoryBrand, which should be the foundational piece of every healthy growth strategy. Instead of me going into the details, I’ll let you read the book. In fact, it’s mandatory.


      


      

        7	In another excellent book, The Buying Brain by Dr. A. K. Pradeep, we learn how the brain changes the ways it buys as it ages, when female brains become mommy brains, etc. Now we can add to our stack insights derived from the life stages of our heroes.


      


    


  




  

    Chapter 7


    7. Marketing Automation


    “Sometimes a feeling is all we humans have to go on.”


    —Captain James T. Kirk
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    Every day after school, my brother and I had a ritual. We would get home, go to the freezer, pull out the Borden’s vanilla ice cream and scoop a big serving and go sit down and watch reruns on TV while we ate. We watched Gilligan’s Island, Lost in Space, Brady Bunch, Star Trek and more.


    Gilligan’s Island and Lost in Space could never figure out how to get home, and the Brady Bunch couldn’t ever figure out how to get away from home. But Star Trek was fascinating to me. They had cool gadgets, technology, spaceships, and interesting characters. Every single episode, they had to solve challenging dilemmas. They would fly around the universe at warp speeds then suddenly stop at a strange planet to answer a distress signal or something.


    Instead of getting in a smaller ship, they would be “beamed” down to figure out the situation. One protocol they always followed, as soon as they materialized, was to establish whether to set their phasers to kill or stun. They would quickly determine whether they were in danger and who they were dealing with. Was it a trap? What are the rules of the local culture? Where do they go? What are they looking for?


    Mostly, they had to depend upon their instincts, wit, and ingenuity to somehow pull off their assignment and hopefully get “beamed” safely back to the ship after a frustrating and trying experience.


    While some of you may have not watched these same reruns, you may relate to Captain James T. Kirk and Dr. Spock. You, like most of us, have probably experienced the same challenges on countless websites, every day.


    Think about it. You’re trekking through the internet universe at ridiculous speeds, when you suddenly receive an email or social media distress signal. You “beam” yourself down to some strange landing page or website to have a look around. Before anything else, you have to quickly discern whether you landed on the planet you were expecting and if you’re in danger. You have to figure out where to go next and what the rules of engagement are, all while keeping your trigger finger on the back button in case you run into any signs of danger. Your brain, like the commander of the mission, has told you, “Set your phaser to kill.”


    You literally have to depend upon your survival instinct, wit, and ingenuity to make it through some of the most confusing and trying user experiences every single day. Even if you haven’t been watching reruns, you’ve been living them out. As my brother and I would say, in a Texan accent with a mouth full of vanilla, “Star Track” is our lives now.


    At the same time, in the same universe, you have discovered other beautiful platforms with clear signage, tons of educational information, and helpful indicators of what to do next. You’ve possibly been greeted by helpful robots working to make sure your time spent with them is as useful as possible, often suggesting help connecting you with someone of your own species.


    These advanced environments you have traveled to have even worked hard to send helpful information directly to you, in anticipation of your need. They offer you the luxury of evaluating and researching in the safety of your world, all at your leisure. You may have even noticed they work to help you schedule appointments that are convenient for you while respecting your time. They follow up with you and see how they can help to facilitate your next needs.


    What a contrasting experience. What you may not have realized is that your brain has told you to “set your phaser to stun” in these environments, because you are not in danger. You’re not looking for the exit—you’re just enjoying the experience. Platforms that are designed to help humans feel good to our brains.


  




  

    Welcome to Planet Marketing Automation


    You’ve actually been on this planet many times and may not have even realized it. Companies like Mailchimp and Constant Contact have done a good job introducing us to the advantages of using technology to communicate more effectively with our contacts, so most people associate marketing automation with email marketing but it is so much more.


    There are many good definitions for marketing automation to be found if you Google the term, but here is the street smart definition: The whole goal of marketing automation is to help you create a new contact record.


    A contact record is the gold nugget we are mining for. It is the whole reason we are putting this Business GrowthStack together. Contact records are virtual versions of business cards which open up the path to a new relationship and ultimately new business. Remember, marketing automation is the caddie to the sales process. It is the application of technology to expedite a great experience and nurture the beginning of a relationship.


    Imagine an incredibly helpful, virtual Walmart greeter at the door of your platform, perfectly dressed and always in a good mood:


    Welcome to our planet. I see you’re interested in socks. Right this way.


    Are you looking for dress socks or sports socks? Sports? How about I save you time and help you so you don’t have to search for them. I will send you our top-rated sports socks list. Would you like me to send it to your email, cell, or messenger address?


    You get the picture.


    Companies like Uber, Amazon, Pizza Hut, and others are delivering this exact experience, and people are not only getting used to it but are expecting it from your business—even though you are not an international brand name. The beautiful thing is, marketing automation technology is widely available and affordable for small businesses just like yours.


    Learning the Local Language


    First let’s pause for a minute and work through a concept. Remember this is a book about empowering you to see more clearly and to set you up for success. Just as in the earlier discussion about how the words of marketing, sales, and branding are commonly used interchangeably even though they are different—we need to do the same here. The value of this exercise is to give you the gist of these terms and not wander off into the weeds of confusion.


    Most people get hung up on improper expectations of their website. That’s because they don’t see it as one of the components of an integrated stack of technology, messaging, and strategic initiatives. So they pour a lot of time and resources into it with very little to show. If they had known they could have taken a better approach—and diversified those resources of money and time to build a better focused system—they would be enjoying the competitive advantage that they worked so hard to build.


    A website is not its design or pretty features. It’s a content management system—commonly referred to as a CMS. It’s a virtual place to put useful information.


    Think of marketing automation as an infusion of technology that pours into this CMS and becomes a force multiplier for your content. Without marketing automation, your website or CMS is just an anemic brochure.


    Or let’s try this one: most websites are like self-centered teenagers. They just are. You’d like to expect a teenager to be useful around the house—take out the trash, help with the dishes, and clean their room—without asking them. Adulting is what I believe the kids call it nowadays.


    But the truth of the matter is, while it’s a reasonable expectation, it’s way more work. Most would admit, it’s less work and more efficient if you just do the thing yourself while you listen to your podcasts and not their excuses.


    If you expect your website to help you grow your business all on its own, you have something else coming to you. Stop leaving it all up to a lazy, unhelpful teenager. Marketing automation is like maturity to a teenager. A reasonable CMS coupled with marketing automation helps you deliver the expected experience in this modern age and then reap the benefits of an ongoing sales relationship. When we look at the Business GrowthStack graphic on the right, you can see in the highlighted areas how marketing automation technology begins to transform your website into a helpful and useful business asset.
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    Ending the Interruption-based Era


    Marketing automation is going to rapidly become more and more ubiquitous as time goes on. You may not be using marketing automation yet, but the day is coming. It’s not about if but when you’re going to adopt and embrace the new way that society and your customers expect you to conduct yourself as a modern business. Don’t believe me? Let’s look at the numbers:


    

      	Spending for marketing automation tools is expected to reach $25.1 billion annually by 2023. (Martech Today, 2018)


      	79 percent of top-performing companies have been using marketing automation for three or more years. (Venture Harbour, 2017)


      	Marketing technology represents 33 percent of the average marketing budget. (Gartner, 2016)


      	Mapping the customer experience and use of personalized content are deemed the most effective tactics for optimizing marketing automation. (Ascend2, 2018)


      	Marketing technology spend is now higher than advertising spend for companies. (Gartner, 2016)


      	Marketers say that the biggest benefit of automation is saving time. (Venture Harbour, 2017)


      	Nearly 90 percent of agencies say their marketing automation strategy is successful. (SharpSpring, 2017)


      	67 percent of marketing leaders currently use a marketing automation platform. (Salesforce, 2017)


      	In the next two years, an additional 21 percent of marketing leaders plan to use a marketing automation platform. (Salesforce, 2017)8


    


    Just like King Canute, who famously demonstrated he had no control over the tides, you’re in the same shoes or throne on this one. You can’t avoid this wave.


    Marketing automation is the answer to what we as a society have communicated, so loud and clear for years. You use spam filters. You’ve signed up for don’t mail you junk lists. You’re all familiar with how to unsubscribe, block, and report spam. You’ve signed up for Netflix, Amazon Prime, watch YouTube, and listen to XM Radio all because you are avoiding being interrupted by commercials. The common theme here is: don’t interrupt me. I’ll come look for it when I am ready, and when I do it better be easy fast and valuable, or I’m gone.


  




  

    Moving to Inbound Mindsets


    The dilemma is this: how does a business in this modern world pull this off in a society that as a whole has erected significant barriers to diminish conventional old school, interruption-based marketing? How do they go about finding new customers? They still have to grow their business, right? The solution is called inbound marketing.


    Brian Halligan, the co-founder of HubSpot, coined this phrase in 2005. Brian and Dharmesh Shah founded HubSpot and the inbound marketing movement. They recognized the societal trends pointing to the rejection of interruption-based marketing and created a company that offers a better way for businesses to connect with their customers the way that they preferred.


    Inbound marketing satisfies our desire as humans to safely research and educate ourselves at our speed until we are ready to reach out and begin a conversation with a potential solution provider. Which, by the way, is exactly why your messaging needs to be on point and deliver a helpful experience during this educational or research phase.


    You can’t have one without the other. You can’t have effective marketing automation with interruption-based messaging crammed in it because it won’t feel good to your brains. Having a website with just clear messaging is good, but you’re still expecting humans to take extra steps to connect with you when you could be way more accommodating and helpful. Clear messaging baked into marketing automation is a major competitive advantage for small businesses who are struggling with the common challenge of finding new customers in a world that rejects old school advertising.


    There are many companies that offer good marketing automation tools, but when we found HubSpot, we really resonated with their culture and their extensive educational materials. Thinking about it as I’m writing this book, they not only have educational materials but complete courses, certifications, and conferences to support the modern marketing community.


    For us, they not only wanted us to use their marketing automation platform, they wanted us to be successful and provided valuable ways to achieve it, with education, training, and support. This is the essence of—and a great demonstration of—inbound marketing done right. Now we are a proud HubSpot partner agency, and we require HubSpot’s technology growth stack as an integral part of a successful business growth engine for our clients.


    HubSpot’s marketing automation platform is one of many and the point of this chapter is to help you see the importance and urgency of implementing marketing automation to help you safely make it through the gauntlet you face and to help you meet the expectations of your prospects and customers. While your competition spins their wheels, flushing more time, money, and resources down the drain redoing their website yet again, you will be taking advantage of technology like a smart business person and building an asset to help you finally begin to grow your business.


  




  

    A Quick Data Discussion


    While this chapter has focused primarily on how marketing automation helps you deliver a great experience that feels good to prospects, I do want to emphasize that marketing automation offers benefits for your brain as well. Data is the gold of our day. We’re living in the information revolution and marketing automation provides you with amazing insights in real time that you haven’t had available before.


    If you think about it, you are walking around with a smartphone that sits at the ready to provide you information anytime you want it. It used to be, if someone asked you a question—like, how many people live in Arizona?—you would say, “I don’t have any idea.” But now you just look it up. You repeat the question to your phone, and your phone tells you, “The population of Arizona was 7.2 million in 2018.”


    As business people, when it comes to questions about our business, we’re expected to now replace “I don’t have any idea,” with “That’s a great question. Let’s look at our data.” Marketing automation makes our customers feel at ease, with all of their expectations met; thanks to data it can also give you clarity to make better business decisions.


    Two pieces of the stack in, we are well on our way to creating an impactful and rewarding experience for the humans who beam onto our platforms. They can confirm they’re in the right place once they see our messaging, and quickly find what it is they are looking for as automation moves them along and meets their needs. This leads us to the next integral piece of our business growth machine: what to do with that growing list of valuable contact information from people who are interested in what you have to offer.


    The flint that was mined from those flint quarries back in the day wasn’t very valuable to the flint owner just sitting around the campsite. The same goes for all of those contact records you have sitting around your campsite. Remember winter is coming and you’re going to need to turn those contacts into something tasty your tribe can chew on. Good thing you have a system to follow to keep you on the sunny side of the tribe…Bringing home the groceries is what you do. In the next chapter, you’re going to learn how to start making it rain groceries like a boss.


    

      

        “Never let ads write checks your website can’t cash.”


        —Avinash Kaushik


        Sweet marketing automation resources and other freebies at www.thegoldentoilet.com/resources


      


    


    


    

      

        8	Complete source: https://www.hubspot.com/marketing-statistics


      


    


  




  

    Chapter 8


    8. Sales Automation


    I could dance with you till the cows come home. Better still, I’ll dance with the cows and you come home.


    —Groucho Marx
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    One day one of my VIP clients came to me and said Steve, I just don’t feel this is working. I was shocked. This client had been with us for several years and had bragged on our team and the quality of our work. For years, we had regular weekly meetings with clear agendas, project management, transparency, and accountability. We had developed a very robust marketing automation platform with beautiful clear messaging. We had multiple campaigns running. We even had quarterly analytical reports prepared and delivered as part of our regular process. We’d worked really hard as a team to deliver beautiful work product. So, it was really frustrating to hear this client say I just don’t know if this is working.


    Anytime a client leaves, we try to evaluate what our responsibility was in the particular situation to learn and improve so that we can be proactive and avoid making the same mistakes with future clients. We could see where people were submitting requests for communications, clicks from social media ads, form fill submissions, and phone calls from unique phone numbers we used for tracking calls from the various campaigns and assets we had created. This account had a dedicated project manager, content director, creative director, and technology specialist all working together.


    In other words, this account was not suffering from lack of focus and attention on our part. I was flabbergasted as to why the client couldn’t see it was working.


    What it came down to was that the client didn’t see additional accounts outpacing the year before. From that perspective, it made sense as to why the client just wasn’t sure all the work we had produced for them was paying off. It felt as if we had failed.


    In this case, I realized we were being measured by certain outcomes over which we had very little control: retention and sales results.


    Now, when I say no control, I mean we had not set proper expectations on what happens when the marketing is successful. We didn’t help them know the proper expectations for next steps when someone does call or when someone does fill out a form or request a follow up. How do our efforts support these processes? How can we improve and expedite the transition from a potential customer into an actual customer?


    Maybe we hadn’t neglected our defined responsibilities. But I learned from that client that we had some work to do around expectations.


    Let’s say you’re from Texas like me. So while we’re having coffee at Dairy Queen one morning, we get a great idea. We decide we’re going to go out, round up some cattle, and take them to market and sell them and make some money. So we hop in the truck, run out to the ranch, grab our horses and ride out looking for some cattle.


    After a nice ride, we run across some cattle and somehow we actually figure out how to rustle ‘em up and get them all going the same direction. Look at us! We’re driving cattle across the range. Yee haw!


    Just as we are celebrating and high fiving, proudly riding our horses behind our newly acquired herd of cattle, we realize we don’t know what we’re going to do with all these cattle. We don’t have pens set up. We don’t have other cowboys waiting with ropes to lasso them and to help us separate them and do all that rodeo stuff. We don’t even have a campfire, chuckwagon, or beans waiting for us. As we watch those cattle run past our pickup into the sunset, we’re going to look at each other covered in dust, and say, “I just don’t think these round ups work.”


    Here’s the problem: most companies do not have a clear system or process to manage, track, follow up, or communicate effectively during the last steps in the customer acquisition experience. We’re rounding them up, and they’re letting them go. Without an effective sales enablement step, nothing’s ever going to “work.” This is where the cows come home or roam off into the sunset without us.


  




  

    Sales Automation (aka CRM)


    It’s surprising to learn how many companies don’t have a CRM, or if they do, it’s minimally used. Without a way to collect customers and move them along to action, they’re left with a lack of information and clarity in the effectiveness of sales and marketing activities. So in the example above, the client was left to making the best decision they could on what dots they could connect with the information they had—which was little more than their feelings. “Steve. I just don’t feel what we are doing is working.”


    If we had set proper expectations and helped this client establish clear processes and systems including sales automation with clear messaging, we could have done a better job setting them up for success they could actually see. Which is why clear messaging and marketing automation isn’t enough if you are a business person wanting to make it through the gauntlet. You are going to need to apply the same mindset towards the sales side of the house as you have in the marketing side. Remember the golfer and the caddie. You’re not going to win many golf tournaments with just a caddie and no golfer.


    Here’s the street smart definition of a CRM (Customer Relationship Management): Today’s CRM or sales automation technology is a force multiplier to the sales process.


    A CRM is the application of technology to expedite a great experience and nurture the sales process along to a successful outcome. Just as the brain tells you to set your phaser to kill when you land in a foreign website, the brain is evaluating the sales experience in the exact same stance. So it only makes sense that you would make the same effort to create a great sales experience by taking advantage of clear messaging and sales automation technology. Not only will it feel good to your prospect, but it will also give you great data to support other business decisions in the same way we discussed in the marketing automation chapter.


  




  

    The State of Sales


    In my experience, the most neglected yet powerful lever to help a business steer successfully through the gauntlet is the smart application of a sales process. In Peter Thiel’s book Zero to One, Peter talks about the challenge of distribution, or everything surrounding the selling of a product or service. He says, “Superior sales and distribution by itself can create a monopoly, even with no product differentiation. The converse is not true. Distribution is the most underrated aspect of product design.”


    He goes on to say, “In fact, it is the most essential aspect of product design. If you haven’t invented an effective way to sell it, you have a bad business, no matter how good the product.”


    When we think about what Peter is saying in light of the examples of struggling business owners throughout this book so far, the lack of a sales enablement process as part of a cohesive system is one of the key reasons that nine out of ten startups will fail.


    Most people avoid being a salesperson or seeing themselves as a salesperson, yet as an entrepreneur, being good at sales can be the difference between flourishing or going out of business. Even if you are good at sales, odds are likely then that you don’t like structure and following systems—so it only makes sense that you would avoid researching, implementing, and utilizing a CRM.


    Remember, we are still selling to humans, and our brains crave the exact same rewarding experience in the sales process as they do in the marketing process. How many times have you been ready to buy something and then experienced a ridiculous and frustrating situation—then said forget it and went somewhere else? Remember how upset you were?


    Think about what happened. In most cases, you had done your research, satisfied all of your concerns, and approached this business ready to buy. And something happened that did not feel right. It triggered an emotional response in you strong enough to walk away from everything that got you that far in the first place. Your brain told you that you were in danger—you set your phaser to kill, got Scotty on the horn, and beamed up.


    Over the years, I’ve noticed that most small businesses when it comes to sales, approach it as an afterthought:


    “Hey, we need a salesperson. Do you know anybody that’s good at sales?”


    “I know this guy, he’s never met a stranger and can talk to a fence post.”


    “Oh, he sounds great. Let’s give him a try.”


    Later, after much frustration, they figure out fence posts don’t make good prospects for the products and services they offer.


    What’s worse, when they sit down to go through all of the sales activity and documentation and try to figure out where the last salesperson left off and who the new salesperson should start with first, they learn they don’t have anywhere to send them thanks to poor record-keeping.


    If you ran your payroll process the same way, it would be a disaster. Yet the sales process and communications process is as legitimate a business process as any other. It’s time you treat it that way.


  




  

    Sales as a Business Process


    When you ask yourself why most small businesses don’t have a clear sales process supported by technology, it’s because of a lack of proper perspective. If most of our entrepreneurs are running businesses that have twenty or fewer employees, they’re wearing a lot of hats, and most likely they don’t have a sales and technology bent, much like they most likely don’t have a great marketing background either.


    It’s not uncommon for me to see a sales team of five to ten people each just winging it the best way they know how. Each one just following their own sales process. Each one documenting their activities and communications as they see fit, if at all. Often, they are designing and making their own sales support materials, writing their own sales emails if any, and relying on various ways of remembering when and if to follow up with their prospects.


    How much more effective would they be if there were more defined systems and resources as opposed to sticky notes, notebooks, spreadsheets, and Tupperware containers with business cards?


    Yet this same sales team is required to provide the lifeblood of the business. The business owner is at the mercy of this team to provide information and data in order to make better business decisions—like when to hire another person or when to purchase more equipment to handle the increase in demand. So they do the best they can by asking the salespeople to give them reports of their activity and potential new accounts, but these reports feel like punishment. They have to stop selling and fill out paperwork to potentially reveal they haven’t been doing a good job.


    This is why it is so important to have a CRM and a sales enablement process in place—a step that requires the same amount of planning and execution as a well-thought-out marketing automation implementation.


    As Peter Thiel was saying about the importance of including the consideration of the sales and distribution in the product design process, even more important is the focus of creating a structured sales experience process in the overall business operation processes.


    Structure in Place


    A structured sales experience would take into consideration any of the touches your business would have when a customer decides to start interacting with your team in the last stages of the buying process. They’re finished with their evaluation process and consider you as a potential solution and want to understand the last few details before they commit.


    Maybe they need to request a proposal or schedule an appointment. Now the conversation has changed from a more general assessment of your solution to a more specific consideration of how your solution would look for them.


    Just because they are now in a sales process doesn’t mean their brain isn’t in the background evaluating how the experience feels. The sales experience is actually the time to shine. To be able to deliver a helpful and insightful sales experience is another huge competitive advantage.


    In the books The Challenger Sale and The Challenger Customer, one of the main findings was how extremely impactful the sales experience weighed in on consumer loyalty. The authors state: “The best companies don’t win through the quality of the products they sell, but through the quality of the insight they deliver (via clear messaging) as part of the sale itself. The battle for customer loyalty is won or lost long before a thing ever gets sold.” And a major part of a great sales experience is the absence of frustrating friction in communications and interaction.


    Remember, the modern consumer now expects ease of communication and interaction and just as in marketing automation, the same technology can be applied to the sales automation process. By implementing sales automation and creating a legitimate business process, you create the opportunity to deliver a helpful sales experience, generate excellent business data, and increase the effectiveness of your sales team.


    So let’s take a look at some of the basics of sales enablement. When looking at the Business GrowthStack graphic to the right, you can see in the highlighted areas where you can expect sales automation technology to upgrade your sales processes.
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    Complementarity


    Back to Peter Thiel’s book Zero to One, where he discusses the concept of complementarity. This is when humans take advantage of what technology can do better:


    “Men and machines are good at fundamentally different things. People have intentionality—reform plans and make decisions in complicated situations. We are less good at making sense of enormous amounts of data. Computers are exactly the opposite: they excel at efficient data processing, but they struggle to make basic judgments that would be simple for any human.”


    His argument is that taking advantage of the complementarity between computers and humans is a path to building a great business. That’s what a CRM can provide you by helping you grow the value of your business.


    The application of sales automation technology such as CRMs is a no-brainer for small businesses. There are many excellent options available, and one of the best CRM tools also happens to be free: HubSpot’s CRM is one of the most user-friendly CRM tools I’ve ever used.


    Regardless of whatever program you choose to implement, the fact that you are choosing to do so is huge. The humans who are looking to you to provide them solutions are also expecting you to deliver a sales experience that feels good to their brains and helps them to become a loyal customer.


    Do you see now how clear messaging would be just as important to the sales experience as it is for the marketing side of the house? Are you starting to see how the complementarity of marketing and sales automation, baked into core business processes and systems, are required of successful modern businesses? Let’s explore one more concept before we move into the last of our business stack components.


    Imagine the System


    Pretend with me for a moment. You have several salespeople. That’s a significant investment in and of itself—think about the cost of their salary, equipment, vehicles, expenses. This makes it incumbent upon you as the business owner to make sure you’re getting a return on your investment in your sales force.


    Let’s also assume you have been strategic enough to create a structured marketing process and have the correct expectations that you’re marketing investment should be supporting the sales team.


    By the time prospective customers want to talk to someone in your organization, they’ve done their research. They know as much about your product or service as your salespeople, if not more. They have read reviews and are fairly set on the decision. How nice would it be if they were able, after reviewing the case study from your website, to click and automatically schedule time that’s convenient for them on their calendar to speak to someone in your organization about what the last two steps of implementing this solution for them would look like?


    How nice would it be for your salesperson to walk in every morning to see in their email notification a list of the appointments prescheduled for them, then click on each to see the background of these coming conversations? Before the meeting, they study the history of activity this prospect spent on the website and understand what information was important to them concerning this potential decision.
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    In the meantime, the prospects receive confirmation and acknowledgment of the upcoming meeting, with a link to other material they might want to see before this conversation.


    At this point, we have two people looking forward to having a more fruitful conversation. Because they both have helpful information at their fingertips, both are set up to be more successful. And this is just in the pre-conversation phase.


    How nice would it be to have a similar experience on the follow up conversation? Here’s what we covered, what we decided, and what to expect, and here’s an introduction to the appropriate people handling the next stage of the experience. How would that feel—for both sides of the interaction?
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    This is a totally realistic expectation of an excellent user experience that can be delivered by taking advantage of sales automation, marketing automation, and clear messaging. This is a much easier justification for the investment of your limited resources of time and money—can’t you see how this would move your business forward as opposed to just another website redesign?


    In the Lint Lizard example at the beginning of the book, you can see that this process was cut down to just a minute, only using one thumb. I didn’t need to call anybody. I didn’t need to have a bunch of back and forth. The process respected my time, and I was able to quickly order it, use it, save time, and make Carli happy. And you can see that this is exactly what we all want to do.


    We all want to quickly understand what the next steps are, clarify any last questions, and complete a nice, comfortable, safe transaction.


    Establishing systems within your sales process, enabled with CRM technology, gives you yet another competitive advantage.9 Being the business person you are, who understands the value of systems, these outcomes are absolutely reasonable expectations to set for your technology and your team.


    Just as Peter Thiel talks about a mediocre product supported by a great business development system, the same applies to your sales. Mediocre sales teams utilizing a well-thought-out sales enablement system will outperform teams of lone wolves just winging it, any time. Plus, with a solid CRM in place, it delivers great data, leading to better business decisions, and most importantly, providing helpful user experiences for the humans that you’re serving. Here are a few more stats for you to hang onto:


    

      	Companies that automate lead management see a 10 percent or more bump in revenue in 6-9 months’ time. (Strategic IC, 2017)


      	Businesses who nurture leads make 50 percent more sales at a cost 33 percent less than non-nurtured prospects. (Strategic IC, 2017)


      	69 percent of marketers say converting leads is their top priority. (HubSpot, 2017)


    


  




  

    Keeping That Customer


    Reflecting back to the conversation with my client at the beginning of this chapter—had a sales system been in place from the beginning, how might that conversation have gone?


    “Steve, I’m seeing that we’re getting the leads, and I’m seeing that we’re working the leads—I would like to figure out a way to help people who are answering the phone to be set up better for success.”


    Or, “I noticed that the response time on questions submitted on our website sit for an hour on average. I was reading somewhere where the close rate on the response to questions submitted is over 80 percent if answered within the first 30 minutes. How can we achieve this?”


    Or, “Would it make sense to produce a series of short videos for each of our frequently asked questions set up as email templates ready to send for the front desk folks and have a schedule a free session link at the end of each?”


    A business person who has processes in place and data at their fingertips is much more likely to look deeper into issues—far deeper than how things “feel.” The informed business person is empowered to look at the potential of these tools better and to use them more effectively. This person has gone from being in the dark and having to make the best decisions they can by feel to being able to do what they do best as an entrepreneur: take the data and brainstorm better options, just like they do every single hour of every single day.


    The Power of Connection


    When you signed up as an entrepreneur, you looked like or at least felt like all the contestants on Wipeout. You winged it the best you could. We all did. Now that you’re on this journey with me, you are starting to have more clarity. You’re starting to see the path. You’re starting to recognize how all of the participants on American Ninja Warrior are working systems that greatly increase their odds of making it through the gauntlet successfully. You’re also starting to recognize other brands around you who are doing the same thing—working a system to make it through the entrepreneur gauntlet with a greater chance of success.


    Next, we’re going to talk about how to take advantage of the components we have in place and begin to exploit them successfully like a pro. We are going to learn how campaigns have helped, and how those who understand the value of campaigns achieve results they never thought possible. It’s an ageless, timeless principle: if your audience can tell from the second they connect with you that you’re going to be helpful, you’ll always stand out from the crowd.


    One of the best content experience “funnels” I’ve seen came through Rachel Hollis this past year. The thought and planning that Rachel put into her content was just amazing, and I’ll tell you about it next. Just remember: before they were superstars, Rachel Hollis and Oprah Winfrey and David Letterman were just doing their jobs. Before he had his own brand, Mike Rowe was just doing a job. But they all developed a mindset that they could find their message, connect with their people, and grow their businesses into a platform. And they did it by connecting with their audience, over and over again.


    

      

        “I’m a B-list celebrity trying to give it an honest look. They see me do actual work…I try to be the viewer with a microphone.”


        —Mike Rowe


        Discover other good resources here www.thegoldentoilet.com/resources


      


    


    


    

      

        9	In the book How to Fail at Almost Everything and Still be Successful, Scott Adams has a great chapter focusing on the value of systems.


      


    


  




  

    Chapter 9


    9. Strategic Campaigns


    The only way to get what you’re worth is to stand out, to exert emotional labor, to be seen as indispensable, and to produce interactions that organizations and people care deeply about.


    —Seth Godin
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    Rachel Hollis made me cry.


    Carli and I have our usual ritual most evenings, and the conversation goes like this: “What do you want to do for dinner?” “I don’t know. What do you want to do?” “You pick.” “No you pick.”


    I always say, “Mexican food?” And we negotiate from there.


    Then later that evening a similar conversation surfaces when we turn on the TV. What do you want to watch? I don’t care. You pick. No, you pick.


    Usually we land on one of a couple series we happen to be following at that time. But one particular evening we somehow ended up searching for something different and ran across an Amazon Prime Video special with Rachel Hollis called Made for More. I really didn’t know anything about Rachel, but Carli was familiar with her. Carli mentioned something about a book called Girl Wash Your Face, and that her primary audience was women. Assuming I wouldn’t be interested, Carli kept scrolling.


    Being the curious man that I am, I wondered what the secret message was that Rachel had for women and that Carli was trying to keep from me. So I got courageous and said, “Let’s watch it!”


    We watched it. I cried. And the next day, I bought books for all the women in my agency and searched for the schedule for one of her conferences. I intended to send all my female employees to the event together, but while the next event happened to be in nearby Dallas, it was six months away and already sold out.


    Think about this entire scene. I’m not her target audience. I wouldn’t buy a book with that title. I might buy one titled Hey Dude Check Your Zipper: The secret power of…well, anything. Who wouldn’t want a secret power? But I found myself trying to figure out how to plug the people I respect who are her target audience into her campaign.


    What Rachel has is a beautiful, well-thought-out strategic campaign—actually, multiple strategic campaigns—in place to bring her perfect audience into her marketing and sales automation platform with her beautiful, inspiring, impactful messaging that’s making a difference in the world.


  




  

    The Power of Strategic Campaigns


    When we look at the diagram for campaign strategy, let’s identify all the pieces Rachel has employed. This strategy, I might add, is hugely successful as evidenced by the fact that her conference was sold out six months ahead of time, why I purchased eight of her books, and how I learned all about her other services, her origin story, and her other videos.


    We can also evaluate the Lint Lizard example, where I’m scrolling through Instagram and see a video of a woman’s hand attaching a blue thing to a vacuum cleaner hose and sucking out the lint from a dryer. The next scene showed all the lint in the vacuum cleaner tank. Sound was on mute. Shop now button was below the video. I clicked on the shop now button and went to the product page with a buy now button. I clicked the buy now button and quickly completed the transaction. All within a matter of seconds.
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    As you can see, we have two very different services using all four pieces of our system. They both had pieces of content that caught my eye, stopped my brain, and caused me to investigate. They both had platforms available and ready to accommodate my research path and my transaction path, which obviously felt good to my brain, because in both instances I completed a transaction.


    I was not searching for a solution in either scenario. In both instances, I was exploring and stumbled into a great solution that I was not aware even existed before I learned about them. In the Lint Lizard example, you could say they found me. But I was not searching. I was doing what humans do—exploring and stumbling into unique experiences. Thanks to their excellent strategies, I found exactly what I needed.


    Both had helpful information I found valuable and I became a customer. The brands who recognize that our world has changed are providing the experiences described above. In much the same way Microsoft brought us a way to interact with a computer without needing to know DOS, humans are rewarding brands who are providing a way to interact with them without having to whack our way through an overgrown slimy keyword jungle.


    The street smart definition of a campaign is this: It’s a timeless concept of directing resources in a strategic way to promote new opportunities that would be a great fit for your company—then running them through your system and eventually onboarding them as a new customer.


    Even cavemen ran campaigns. They did. There are many examples of where they worked together to herd their prey over a cliff while the rest of the tribe was waiting down below to complete the “on-boarding” process. As far as I know, this would be the first example of true inbound marketing.


    If you think about it, this is much better than traditional interruption-based hunting, where the cavemen would have to go out and do cold calls, so to speak. As you can imagine, it was much more difficult, time consuming, and inherently more dangerous—which I believe most salespeople would agree closely describes the modern version of the cold calling experience.


    That’s how this whole journey started for me, many years ago. I worked for a company whose sales philosophy was deeply steeped in the belief in the effectiveness of interruption-based sales, otherwise commonly known as cold calling. When I say believed deeply in cold calling, I mean that’s all they knew. It’s not like they had this great knowledge of sales, which is a common situation for most small businesses. It’s just that I witnessed many salespeople come and go because they couldn’t make it cold calling.


    They were expected to go to businesses unannounced, interrupt someone from their job, figure out who was the decision-maker, get the decision-maker to stop what they were doing, and somehow convinced them to make a decision on the spot to change over to our service. They were expected to do this day in and day out. It was a tough job. Imagine being rejected nine times out of ten attempts every single day by people who did not appreciate being interrupted by someone who only cared about meeting their quota to keep their job.


    The other thing I find common in these unenlightened sales environments is that the responsibility falls on the salespeople to create their own sales support collateral. Imagine multiple salespeople in the same organization spending their time creating material. We had multiple versions of misspelled, unbranded, comic-sans-fonted, homemade brochures, emails, and leave behinds.


    One day, I took it upon myself to update and improve our website. It was an outside sales position, and as long as I was meeting my quota, what could it hurt? It took several months working with a disengaged programmer who preferred working behind a curtain of secrecy and radio silence to get the new version of the website launched. I had to come up with all of the content, images, and other information on my own.


    But what I learned after the website launched, was the phone calls and form submissions I got from the website were warm to even hot leads. Compared to the interruption-based cold calling experience, I was able to close a high percentage of these because they were interested in our services and wanted to talk about it. I didn’t realize it at the time, but I was experiencing the results of what would become known as an inbound marketing campaign. Fast forward to today and we are still in the very beginning stages of the modern marketing revolution.


    What worries me is that many entrepreneurs are working hard to be that one business out of ten who will make it through the gauntlet, but they don’t have a strategic campaign in place. They may have a website and some social media ads running but they are at risk of being disrupted by their competitors who may not be intimidated with implementing strategy and technology.


    When we look at the basic Business GrowthStack diagram, the whole reason behind even wanting to put all of these pieces together is to create a new contact record. A contact record is the same thing as a business card. When we exchange business cards it is the beginning of a potential new relationship. We are saying, “Here is my information! I want you to have it because I’d like to develop a mutually beneficial relationship.” So, in the system we are looking at, the goal is to create a new contact record with the goal of eventually creating a new customer.
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    Most people have the website with multiple pages and potentially might be running social media ads, blogs, and social media posts. These are necessary and important, but without the rest of the system, they’re missing a lot of great opportunities to improve.


  




  

    The Landing Page


    A landing page is an extension of your website with the distinct goal of helping you create new contact records. The typical landing page will have a valuable piece of content, which people are happy to trade their contact information (digital business cards) to gain access to this content. The landing page will also have a form, or in some cases an interactive chatbot, to collect the contact information and provide the offer and other follow-up information. The landing page will be the focus of or the heart of the campaign. It will drive the strategy for all the other aspects of the campaign.
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    Let’s assume that you’ve created an offer on this landing page that provides helpful insights about the best way to transition leadership in a family-owned business.10 The goal of the campaign is to create new contact records of people who realize they need help with the delicate issue of how to hand over leadership from the parents to the offspring in the best way possible.


    The landing page is the heart of a successful campaign to reach those business owners. It is the place where you can quickly connect with the brains of the humans who are looking for help with their family business transition plan and tell them what to do and where to go next. You can make them feel safe, understood, and offer value. You can learn who they are by getting them to trade their contact information for your valuable insights offered on that page. You got them to set their phasers on stun, and now they are saying, ‘Take me to your leader!” Remember the goal is to create more opportunities for you to have conversations with people who need and value what you have to offer, so you have to be ready to take their name, take their hand, and lead them along to more value.


    Moving through Marketing


    Before we discuss how we get them on to the landing page, let’s follow the path of this new contact into your business. A contact record is like gold in this age. At this point you now have identified someone who has come to you and demonstrated interest in learning more about what you have to offer. You have what is called a Marketing Qualified Lead. You have someone who is in a research phase of their buying journey, so this is where marketing automation can help us support their need for more information.


    Marketing automation can establish follow up emails, nurturing and or target social media posts, videos, podcasts, and more. Everyone’s buying journey is different, and by utilizing technology you can better serve each one in their own unique way. The technology follows up with them at their speed and helps you determine what content might be best for them at each stage.
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    In the case of our family-owned business leader who downloaded a lead generating offer from your landing page by filling out a form—they might receive a thank you email with the link to the PDF or video that they wanted, then another follow-up offer or maybe even a calendar link should they be ready to schedule a conversation to learn about what next steps might look like in their particular situation.


    You’ve experienced this many times—follow up emails are almost expected after you have interacted with a brand, offering you helpful options and next steps.


    Stepping into Sales


    Finally, when you decided you were ready to have a conversation with the company you were considering in your research phase, you might have called or gone online to have a chat conversation or sent an email requesting follow up. At this stage, you have become a sales qualified lead.


    Just like in the marketing qualified lead stage, our brains desire an experience that feels safe and respectful. In the same manner that technology can support this process in the marketing stage, technology can be effective partners here as well. Sales automation technology can create more personalized, one to one follow-up emails, task assignments, next step and onboarding communications, proposal delivery, and follow up, along with “welcome aboard” and team introduction videos as needed.
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    Remember, the folks that you are bringing on board are expecting the same experience they have with bigger brands, and their brains are in the background ready to alert them to switch their phasers to kill. They can still beam up and disappear right before your eyes, even at this stage. It’s happened to all of us.


    Assuming you had a strategy in place and that you’ve done an excellent job providing your family owned business leader with a great experience, you’ve now helped them understand how your process will help them successfully implement their transition process. Now they’re signed up and are looking forward to the future with your help.


    Congratulations! Your campaign is a success.
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    Are you feeling it yet? Are you seeing how it’s coming together? Are you feeling more like those American Ninja warriors? Are you starting to see the path? You’re going to make it through the gauntlet.


    The caveman or woman that you are, you now have your tribe set up to harvest the leads coming into your business from your landing page. Your team is set up for success, with the tools and resources they need to deliver an excellent, human-focused experience and support for potential clients.


    That’s a big deal. It’s the piece that most businesses don’t have in place. Now that competitive edge is yours.


  




  

    Time to Round ‘Em Up


    Now let’s look at the pieces that can help us get more qualified people to land on our landing page in the first place. This is usually the piece that most people focus on before they have the other pieces in place, like herding cattle into nowhere.


    The landing page centers around your lead generating offer, so let’s say your lead generating offer is a free chapter from your e-book that outlines the necessary path to successfully transition leadership to your kids. Let’s also say it’s usually the mother who initiates this conversation in the family.


    What assets can you create as a part of a successful campaign to bring mothers who work in a family business to your landing page?


    Blog or Video Content


    A blog or video is a short, pithy discussion about one particular aspect of your lead generating offer sitting on your landing page on your website. So in this case, a good blog might cover a topic like “how one mom prevented a soft coup during a family business meltdown.”


    Better yet, a blog or video is just a perfectly dressed representative of your company, with excellent grammar and no bad breath. It’s an asset that becomes like an annuity that will continue to introduce interested folks to your landing page. It will stand there from now on and continue to show up in front of humans educating themselves on family business challenges.
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    The people who resonate with the title of the blog will give it another look and potentially click on the call to action that would drop them on the landing page with the lead generating offer and the form. Imagine a very nice representative directing traffic to your landing page at any time of the day, every day, from now on. Imagine a hundred blogs quietly waiting to redirect interested prospects to your landing page. A well-planned content campaign would accomplish this. It would include a consistent flow of similar-topic blogs being published on a regular schedule and directing potential prospects to that same landing page.


    Social Media Posts


    How would social media posts fit into a campaign? In the same manner that our content plan for blogs directs people to the offer on the landing page. The strategy behind a social media post would be to promote the blog that promotes the offer on the landing page. Much like a magazine cover would have a teaser headline for an article in the magazine, a strategic social media post is the teaser headline for the blog on your website.


    Strategic social media posts are designed to support a campaign and draw in readers who are qualified and would be your target market. What’s cool is you can have teaser headlines (social media posts) show up in multiple platforms such as Facebook, Instagram, LinkedIn, and others, all helping to direct attention and traffic to your blog and or landing page.


    Each post would have a unique title and image on each social media platform, all working to attract your target prospect. In the example of our family business prospect, the titles and supporting images would appeal to the mom who typically initiates the conversation concerning transitioning responsibilities to their children in the business. These eye-catching images and headlines would earn her click and bring her to your blog post that she would find interesting and useful, drawing her closer to a more in-depth offer—the free chapter of the book.
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    So now you have been able to draw her from Instagram all the way to your blog on your website, which gives you more opportunities to introduce her to other valuable pieces of helpful content like videos, testimonials, infographics etc.


    Imagine a time you were hanging out on Facebook, Instagram, or LinkedIn, and a certain post caught your eye and you clicked on it, and the social media platform you were hanging out on dropped you on to their platform. There, you discovered other information relevant to the topic that caught your eye.


    This was you being drawn in to a campaign strategically designed to appeal to you, their target prospect. And if their platform felt good to your brain, you spent more time investigating and educating yourself as you wandered down your buying path at your own speed. If they had created an offer you found interesting, you traded your contact information for that offer, which just made you a marketing qualified lead for them.


    This is a basic version of an inbound marketing campaign. The strategic campaign drops leads into a system that is prepared to help you harvest them.


    Paid Promotions: A Final Thought


    Blogs have a very long shelf life and will continually direct qualified prospects to your landing page. Video blogs or Vlogs (video versions of a blog) are extremely effective as well. They can introduce thousands of qualified prospects over the years as they continue to show up in searches that are relevant to the people educating themselves on that specific topic. Social media posts are more fleeting and disappear in people’s streams as more posts come in and pushes them further down.


    Another source of driving traffic to your landing page is paid promotion, like social media ads or Google AdWords, which can be a very powerful addition to a strategic campaign. These ads are valuable because of their demographic-targeting potential.


    Paid promotions, when combined with a strategic campaign that drops qualified prospects into a marketing and sales automation platform, delivers a greater return on the investment in the ads. Remember, those ads vanish as soon as you run out of your budget or turn them off. They are not evergreen like your blogs, videos, whitepapers, etc.


    However, most people are running ads and dumping people on their homepage, where the person that clicked on that ad has to begin to dig around wasting valuable attention and time while trying to find what they were looking for. But if they were dropped on a landing page that gave them exactly what they were expecting, they would be more inclined to stay and fill out the form or interact with the chatbot and trade their contact information for the offer they were expecting to find.


    This brings us back to Rachel Hollis making me cry.


    Rachel has taken this simple campaign model and scaled it. She is running multiple campaigns while adding books, podcasts, conferences, and even an Amazon Prime Video special, which all point you to her platform, which is waiting to help you along your buying path at your own speed by taking advantage of marketing and sales automation.
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    Not only is the execution flawless, but her message drives it all home. She’s all about inspiring women to see their value and to own it. Can you see how valuable this would be for your business? When you have all of your messaging clear, when you have marketing and sales automation in place ready to take advantage of the opportunities that are on their way to you, strategic campaigns can be immensely powerful.


    This perspective also gives you some more confidence when considering other valuable options to support your Business GrowthStack. For example, there are excellent video platforms out there that I highly recommend. Can you see where it would make sense to integrate a video marketing platform to support your sales process, blogging process, and your customer service communications?


    As an entrepreneur, you have to quickly discern the right choice from hundreds of truly good options. The clarity of a campaign strategy puts you in a better position to choose better tools that will complement your existing systems and processes. You’ll also find yourself in a better position to discern who can help you implement and manage your machine.


    Let’s be honest, you can probably pull it off yourself. But it’s not the best use of your valuable time. In the next chapter, we’re going to discuss the things you should consider now that you can clearly see the path toward growth and are ready to bring people on the journey with you.


    Just like those cowboys who needed someone at the corral when they drove in the herd, it’s time to know who can help run your little rodeo. Mosey on over with me to the next chapter.


    

      

        “Cowboys weren’t allowed to kiss girls in pictures, so one time I gave Dale a little peck on the forehead and we got a ton of letters to leave that mushy stuff out…So I had to kiss Trigger instead.”


        —Roy Rogers


        Get you some right nice resources at this here link: www.thegoldentoilet.com/resources


      


    


    


    

      

        10	According to the U.S. Bureau of the Census, about 90 percent of American businesses are family-owned or controlled. Not a bad market!


      


    


  




  

    Chapter 10


    10. Good Help Is Hard to Find


    If you could just go ahead and make sure you do that from now on, that will be great.


    —Office Space Bill, or that person at literally any office on any given day


    Her name is Mirakelle. (Say it real slow.) She is a superhero. If you’re an entrepreneur, you’ve been looking for her since you began your journey into the bowels of the gauntlet. She’s not your typical superhero. She doesn’t have an obvious outfit she wears every day. She’s a hybrid of Jessica Jones, Superwoman, Wonder Woman, Daredevil, and Xavier. Let’s just call her Kelly for short.


    Kelly’s most obvious superpower is being able to perform the work of at least fourteen people in a single day—any day, including Saturdays and Sundays. At any given moment, she can develop websites and web pages, design beautiful graphics, create and post beautiful impactful social media, lead as the creative director, or be a content strategist, copywriter, editor, sales director, marketing director, salesperson, event planner, trade show coordinator, project manager, video director, and mind reader. And she can do all this while you keep her in the dark.


    Wonder Woman has her lasso. Kelly has an invisible loop. She has to employ it every single day to keep herself in the loop of what’s going on in the company. Through no facilitation of your own, Kelly stays up-to-date on what’s going on with leadership, the sales team, customer service, employee culture, trends in the industry, trends with the competition, workflow, processes, technology trends, marketing trends, meetings, business plans, production and delivery challenges, compliance trends, HR trends, and on.


    Another one of Kelly’s superpowers is how quickly she can get up to speed to become an expert in understanding all the products and services of your company. She is amazing at quickly grasping and understanding your customers’ insights and buying journeys.


    In spite of having a little Jessica Jones in her, she gets along great with the IT folks, sales team, HR, leadership team, admin team, and her marketing team. Thankfully she also has a little of Xavier’s ability to read minds—she can quickly throw together supporting assets for leadership meetings, sales meetings, marketing presentations, trade show brochures, email marketing, lead generating offers, social media campaigns, Facebook ads, and she can adeptly script, shoot, edit, and post videos.


    Kelly is the superhero that entrepreneurs both want and need. She gets us. She knows that most business owners struggle with the business development gauntlet. She knows you can see it in your head and what you’re trying to accomplish and that it’s very difficult for you to define it, prioritize, and communicate how you are going to pull it all off.


    Of course, if the hero (you) needs a sidekick who is infinitely powerful, who is the sidekick, really?


    We both know Kelly is an imaginary character. Unfortunately, we often carry similar expectations of those trying to fill roles in our companies. Why is that? Is it because you are just extremely unreasonable? No, not really. It’s just in your nature to figure things out as you go. And often, you expect those who work for you to approach business challenges in the same way.


    It’s difficult to clearly define expectations, and this goes for job descriptions as much as anything else. Defining expectations and responsibilities for this kind of supporting-role position can be extremely challenging, especially if modern marketing is not your area of expertise.


    One of my main intentions of this book was to help you see on a high level what you need as a base or core stack upon which you can build to overcome the difficult and perennial challenge of business growth. So let’s approach this challenge—finding the right kind of help—like we have throughout the book. We can apply timeless principles to today’s opportunities. First, let’s get our fundamentals squared away, and then we can have the luxury to choose wisely as we build upon a healthy foundation.


  




  

    Defining the Job


    You now know that you and your business have four components you need to quickly implement. Clear messaging, marketing automation, sales automation, and your first strategic campaign. Whoever joins your team will need to help you meet those goals, so let’s look again at what that entails.


    If you have a marking director in place, get aligned and on the same page. First, you, your director, and your whole team for that matter should read Building a StoryBrand by Don Miller. Next, you need to decide whether to attend one of their workshops to work on your messaging together, or hire one of a handful of StoryBrand certified agencies such as ours, or reach out to one of hundreds of StoryBrand certified guides. You need to get your messaging clear first, and these excellent resources will get you there.


    After that, sign up to take HubSpot’s inbound marketing training. HubSpot has excellent, mostly free online curriculum. This will help everyone be on the same page conceptually, so that you can begin to adopt a common language and vocabulary around your Business GrowthStack.


    If you don’t have one already, pick an integrated marketing automation/CRM platform to implement right away. Many of the best of these platforms, like HubSpot, have hundreds of agency partners like ROI Online who can quickly get you moved in and set up, so to speak. The challenges of successful implementation often are a simple lack of strategy and resources. Some poor victim is told to “get it set up,” but it can be quite challenging without a clear plan, support, and resources of time and help. Make sure they read this book too. Again, this book will help you avoid frustrating setbacks by helping both sides get on the same page conceptually and speaking the same language. After working the first real campaign together, priorities of tasks to complete become more obvious.


    For example, the strategy should be to start with the landing page. What offer should you create first? What is the priority service or product you want to promote? Voila—that’s clarity on the first priority task.


    After you get that started, decide what the email drip campaign will be to follow up and encourage new prospects to do next after they sign up for the offer on your landing page. Begin to design and template your sales emails to be ready to automate follow up sales conversations as your leads move closer to becoming a new customer.


    Next, to round out the helpful customer experience, start to create a content plan for your blogs and social media posts to help promote your new landing page. Once these are in place, you can consider whether you want to run social media ads for your landing page to help promote your priority service or product.


    Each step of the way, because you now know how to connect your marketing, web, and content pieces to the larger growth strategy, you are able to help your marketing director to be more effective and successful. No more mind-reading required—you’re now an aligned team and are thinking more strategically about your new business growth engine.


  




  

    Settling into Your Strengths


    Not only can you go back to your creative genius, but your marketing director can now focus on their strengths that apply to your Business GrowthStack.


    Let’s say your marketing director is a real keeper and is really good at creating materials to help support your sales process and sales team. You are now in a position to make a better decision about how you would outsource your social media ads management so your marketing director can focus on his or her strengths too.


    In this example, the expectation would be to run ads that clearly promote your strategic campaign and following the guidelines you have for your messaging from your StoryBrand Brandscript. Being the entrepreneur that you are, you don’t need to know all of the specifics beyond those parameters. You’re able to direct and communicate better expectations to your vendors and your team with clarity like a winner.


    So now you’re able to start seeing where you can be more impactful with your marketing investment. You have a more empowered perspective of your Business GrowthStack. You see way more than just websites and social media. You’re starting to recognize the difference between strategic social media posts supporting a strategic campaign and social media that’s posted just because they needed to post something. You’re able to start recognizing the thinking behind videos you see online and where they want you to go next. You’re also able to recognize where you are in a strategic campaign and know when you are a marketing qualified lead and when you are a sales qualified lead. What a transformation you have made. It’s a really big deal. Not many people can see these components like you now do.


    Most importantly, you have what it takes to communicate and a good idea of what to (realistically) expect from your marketing director or your marketing agency. The people on your teams have talent and strengths just like you, as well as limitations. Kelly is just a daydream. What we’re building is so much better.


  




  

    Clarity Creates Confidence


    When you now show up to these conversations with a clear vision and the expectation of establishing a cohesive system, a team, agency, or agent worth their salt will be ecstatic to work with you. The other side of the coin is that they usually never get to work with a business leader who understands the bigger picture and speaks the language. They are going to love you. Or at least they should…Instead of the conversation starting with, “I want to redesign my website,” you’ll be able to dive right into the fun stuff. You’ll be able to say, “I want to upgrade my business growth system” and fully expect that to be the results.


    The book Good to Great talks about getting the right people on the bus, and for you that means people who will get your messaging clear, work with marketing and sales automation, and run campaigns that level up the experience you create for your customers. The more clarity you have, the more you’ll expect from your people—in all the right ways.


    It should be said that not everybody’s going to be on board with this. You’ve probably gone to an event or conference where you get really pumped up and are full of new ideas…and you race back only to see your people on the bus don’t relate with your new enthusiasm. And they’re the people who have to implement all the changes you’re so excited about. You have some work to do.


    Until they understand what you do, they might be a little bit hesitant. It’s worth catching them up to speed—indoctrination, if you will. More than worth it, it’s necessary. They have to read this book too. This is what marketing looks like today and for the foreseeable future. It’s where we’ve gone from constant commercials and those godawful Yellow Pages. If you’ve got someone on your team or in an agency you’re talking to who is resistant to these conversations, you’ve got someone who’s resistant to the future. Look for people who are moving in the direction you’re moving—using story, engaging their clients, reading the same books, going to the same conferences, and actually like humans.


    Look for people with a growth mindset and figure out how to work with them. They’re you’re people. They’re going to learn, test, and improve with you, and that growth will show up in your business. The needle will move, and you’ll never have to ask for a website rebuild again because you will be fine tuning your business growth engine like a boss.


    You started this book unsettled and unclear. You knew something wasn’t working, and that gut feeling caused you to go on a journey to figure this problem out. You most likely already encountered many challenges with different agencies, experts, and employees. It’s different this time. You got this.


    

      

        “Losers have goals. Winners have systems.”


        —Scott Adams


        Winners get helpful resources at this link too: www.thegoldentoilet.com/resources


      


    


  




  

    Conclusion


    Thriverman


    Have you ever watched Survivorman? It’s a show about this guy named Les Stroud, and he’s a survival expert. Each episode, he’s dropped into some harsh environment with very little equipment or supplies and only one pair of underwear, I think. He documents it on a camera, but he doesn’t have much else. If he finds a water source and a little shelter, and if he gets lucky, something to eat, he’s good. All he has to do is make it through the week and to the rendezvous point where there is a helicopter and a gin and tonic waiting for him.


    Think about how Les would approach the scenario if instead they didn’t rescue him in a week but the people who dropped him off told him they would come to check on him in a year? You can imagine his strategy would be way different when considering twelve months of survival as opposed to one week.


    He would not only need to figure out where a good water source was, but he would have to figure out a more permanent form of shelter, and a more reliable source of food. He would have to develop systems and processes in order to not only survive, but to begin to thrive.


    He would need to figure out where to build a cabin and where to get the materials. He would design it to be convenient and comfortable, and to deliberately face it in a certain direction. He would need an energy source for heat. He would have to design a system or a path to provide a reliable water source. He would need to figure out how to grow crops and store food. Then he would need to figure out how to make clothes and at least one other pair of underwear, one would hope.


    Doesn’t that sound like the experience you went through when you started your businesses? You had to figure out how to make it through your first week and then your first month and then your first year. At some point, you might have realized your mindset changed from a Survivorman mindset into a Thriverman mindset.


    I love the image of the hero’s journey with Snapchat Sally. Looking on the right, can you relate with Sally and how you felt when you started your business? One day you thought, “I might just start a business.”
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    Shortly after you did, you’re left looking around and thinking, “What did I do!?”
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    Left in this space, you panic: “I should have stayed where I was. What was I thinking? It’s obvious to everyone I don’t know what the hell I’m doing.”
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    Then, hopefully: “I don’t have a choice, I’m just going to have to make this work.”
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    Finally, if you’re lucky, you realize, “I really do have what it takes to figure this out. It’s just going to take a lot longer than I thought. I can do this—I really can. What’s next?”
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    Looking at Snapchat Sally’s hero’s journey, most of us can relate to that whole cycle happening in just a day. Sometimes we go through that journey during a meeting or in a hard conversation. If you were to take Snapchat Sally’s hero journey graphic around the office and ask employees to point where they are today, you would see that constant ebb and flow in action.


    The intent of this book is to help you go from being unsure of what you should do, to having clarity and determination about where you’re going and how to get there. You really can see the parts of the Business GrowthStack you need to implement. You have what it takes and you do amazing things every day, even though most people don’t see it or recognize it.


    The truth is, you most likely would have figured it out and cobbled together a version of the Business GrowthStack eventually. Like everything else, you would have learned about the things that worked and the things that didn’t work. You would have learned about the things you shouldn’t have spent money on and the things you wished you would have invested in instead. You might have dropped some money into website redos, but eventually you’d realize you could have been investing in a healthy foundation by building out a solid growth stack to help you grow your business and make it more valuable.


    That’s what makes entrepreneurs sexy. You’re okay with figuring it out the best you can with what you have to work with and with what you know. You’re naturally survivors. You don’t mind looking like a Wipeout warrior while you’re figuring out the path to take through your gauntlet while you transform into the ninja warrior you really are. That’s why I want you to have these insights now: I want to see you thrive.


  




  

    What Now?


    We’re at the point in this book where the inevitable call to action lives. What is it that I want you to do with all of this information? Well I want you to do several things actually.


    Number one, I want you to eat your tiger food, because you are a tiger. As an entrepreneur and a leader, you stepped out and chose to put yourself in a position to be challenged. You started a business and you should be really good at running a business. You have a lot of people depending upon you for jobs. They get to benefit from the opportunities you create and that’s valuable. They get to have families and futures because you put yourself out there. That’s a big deal.


    It’s important you remember that your perspectives are different than most of the people you work with every day. Your daily diet should be different as well. Consume good books and listen to podcasts from other entrepreneurs like yourself. It’s amazing how we have common experiences, and we can all learn from each other and grow. Be a good tiger and eat your tiger food to grow up big and strong. Your roar is righteous.


    Number two, get good at business development. It’s mostly about systems. Systems are like guardrails that help us stay out of the ditch. Don’t forget that business development includes sales and marketing, and that technology helps us meet people where they are—but that sincerely caring about the people you want to serve is the most effective way to stand out. Almost everyone can get really good at that kind of business development. Change your quota-mindset to an “is this a good fit for your customer” mindset. Being a better matchmaker instead of quota maker is a better long-game business development strategy than almost anything else.


    Number three, get your Business GrowthStack in place now. Hire a StoryBrand agency or a guide and get your messaging clear. Pick a marketing automation and CRM platform like HubSpot’s or one of the many other excellent platforms, and get someone to help you quickly get it set up so you can start running campaigns. Pick one priority service or product and build out and launch your first campaign. Over time, you will improve. Naturally you know we can help you shortcut your process to building out your Business GrowthStack. You will get good at this, just like you do with most everything else.


    And of course, we have a lot of cool resources at www.thegoldentoilet.com/resources.
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    Go and do good work, Tiger. I’m proud of you.
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