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Ryan Levesque
Ryan Levesque studied neuroscience in college, which got him extremely
interested in Consumer Psychology. Shortly after graduating, he took a
job at Goldman Sachs because he was intrigued by investment
psychology. He then worked for AIG Insurance in China and during this
time got introduced to ebooks. He hired Dr. Glenn Livingston as his
mentor to lean how to effectively write ebooks for the online business
space. Ryan then used his secret strategy to launch a 6 Figure business in
Jewelry, Gardening, and Memory Improvement. He went full time into
internet marketing in 2008 and currently builds survey funnels for
client/partner businesses.

Voiceover This is Business Reimagined. Rethink what's possible. Push the
boundaries. Break new ground.
My goal everyday is to make people feel, or think.
When I saw the internet, I knew that that was going to change
publishing forever. I just felt it.
By falling down a lot and having to keep getting up.
The work that we do, feeling good, but the marketing of the work
can actually feel good to us, and also to the people receiving it.
This is Business Reimagined with Danny Iny.
DANNY

Ryan Levesque is the author of the bestselling book, Ask, and creator
of the Ask formula, one of the most important paradigm shifts to
influence online marketing in the last decade. We’ll dig in to all of
that but what I appreciate most about Ryan is that he’s a true selfmade man, and a great example of what I considered to be the true

Subscribe via iTunes

Subscribe via RSS

And if you're loving the podcast and you've got a moment to spare, we'd *really”
appreciate a short review and 5-star rating on iTunes (if you think we deserve it).

Episo de 5

definition of the person’s net worth. If you were to lose everything
today, what could you do with what you know tomorrow? How could
you reinvent yourself and use your knowledge to get back on top.
Ryan’s story began at the tender age of ten. He was born into a blue
collar family that didn’t have a lot to spare.
In fact, the entire inheritance he received from his grandparent was
$5000, but even then, his parents trusted him to make good
decisions.
RYAN

Effectively as a ten-year-old, my mom said you can do everything
what you want with this. You can … Technically, yes, I could have
bought $5000 worth of Legos.

DANNY

But that’s not what he did, instead Ryan began a self-made path that
would eventually lead to some great successes even though it would
seem to have veered wildly through the years.

RYAN

They encouraged me to invest, and so I became obsessed, and long
story short by the time I turned 18, so in eight years, took the $5000
and it grew to $85,000 and that coupled with working three jobs; I
was a janitor at our high school, I have a landscaping business with
my best friend in high school, and I was a cashier at a grocery store
on weekends. Those two things, working to three jobs and making
the money in the stock market, is what allowed me to pay for college
to go to a place like Brown, and not only go there but I actually
graduated debt-free.

DANNY

Ryan did graduate debt-free but it wasn’t all unicorns and roses.
Ryan graduated from Brown without a single dollar saved because of
one big oversight.

RYAN

We were probably- this is a strong statement, among the poorest
people in history to have to pay full price and not qualified for a dime
of financial aid because everything that we had was in my name and
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that was like the biggest mistake that we made, so I didn’t get any
financial aid, no scholarships, my parents made cash, maybe like
combined between $50- about $50,000 a year.
DANNY

But it didn’t matter. Ryan was set on a path that saw him through
many highs and many lows, and each time he had to reinvent
himself. He was an AIG investment guru, a Scrabble tile jewelry
maker, a gardener, and each time he reimagined what he could do
with everything he’d learned along the way, but it didn’t completely
come together until Ryan’s latest reimagination, the ASK formula.

RYAN

The way it came about was everything that I had tried before using
the precursor to what’s become the Ask formula failed. The only
thing, the only way I was able to set successfully make money online
was when I get this, was when instead of taking a one size fits all
answer I went to the process of getting to know the segments existing
a need to this market starting with that Scrabble tile jewelry market,
believe it or not there are actually segments in that market and
getting to know who they are, and then customizing the marketing to
each of those segments and then coming up with products that spoke
to each individual segment of the market.

DANNY

Let’s start with just big overview, what is the Ask formula? How is
what you are doing with the Ask formula different from the way that
most of the world conceptualizes business?

RYAN

If I get some things up, Danny, the Ask formula is really predicated
around asking your prospective customers online a series of very
specific questions to the right people at the right time in the right
order, and then using the answers to those questions to customize
your marketing to different segments of your market.
The way that that’s different from the way most people do business
online is what I found, and I think most people will agree, is that
most businesses online generally take a one size fits all approach
when it comes to how they communicate with their entire market,
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the products and services that they might promote to their market,
and what we do differently is ask a few questions to find out who our
prospect is, what their needs, wants, and desires are, a little bit of
information around their demographics. With that information we
put all those ingredients together to come up with a customized set of
products and services that we might recommend to that prospects
and customize the marketing around that. That’s something that we
do in market after market really repeating that same process that’s
come to be known as the Ask formula.
DANNY

Basically, what you’re talking about is the personalization of the
online shopping experience, kind of like creating an automated
online equivalent to, you walk into a store, a really high-end boutique
and the concierge comes to you and helps to figure out exactly what
you need.

RYAN

Exactly, and as you and I both know that as effective as that is if
you’re looking to reach hundreds, thousands or potentially even
millions of people every single day, every single week, every single
month, it’s challenging to scale using that concierge one on one
model. What this allows you to do is to replicate that type of one on
one experience online in a way that scales, and just to give a sense for
what I mean when I say scale, if we look at all the markets that we
are in right now, applying this Ask formula, we’re actually generating
52,000 leads per day. What I mean by lead is 52,000 people every
single day are going through one of our Ask formulas across about 23
different markets and they’re answering these questions telling us
this information about what is it that they really want, and we’re
using that information to communicate with them more effectively.
That adds up to about 19 million people a year who are going
through this process ourselves and that doesn’t count the number of
people who are going to this process in other businesses who are
applying this Ask formula in their business.

DANNY

Let me play devil’s advocate a little bit, because on the one hand I
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hear this. You and I know each other. We’ve known each other for a
long time. I’m a huge fan of your work and I get how impactful and
revolutionary it is, but at the same time, I could put on the shoes or
the hat of someone who is hearing this and it’s like well, isn't this one
like companies like Amazon have been doing for years. I mean
Amazon knows a lot about you and shows you just the stuff that they
think you’re most likely to want? Isn't that kind of the same thing?
RYAN

It is the same thing in a way that- so what we do with this Ask
formula is really take the 80-20 approach. We take the most easily
implemented aspects that have the biggest impact and we make what
Amazon is doing, something that is accessible to small businesses, as
a small business that doesn’t have the resources of an amazon.com or
Target or Apple or any of these big B to C companies …

DANNY

When you say resources are you talking about money specifically or
also like technology back-end access to a giant customer pulled data?

RYAN

All of the above, access to capital first and foremost, access to data,
access to teams of experts, access to proprietary technology, all of
these things are what separate the biggest companies in the world
from everybody else. In fact, I was having an interesting conversation
with someone this morning, we were working at a project, and one of
the copy angles that I brought up is the fact that what is the single
most important resource in today’s economy? If you look at the first
half of the 20th Century, for the most part, you can look at the largest
company in the world as a beacon for what type of resource has the
most value.
In the mid-20th Century what might that have been? It would have
been oil, fossil fuels, because the oil companies were at the top of that
list. Then as you approach the end of the 20th Century, who is at the
top of the list? It was retail, Wal-Mart. The asset there was selling
stuff, so its raw materials to selling stuff. Today if you look at who’s
at the top of the list its companies that have access to what? Data.
The amazon.com, it’s Apple, it’s Google, it’s Facebook. The thing that
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all these companies have in common is not only access to data but
data that they can act on. That is the most valuable piece.
The question is, I’m a small business owner listening to this right
now, and I get it. These are very big theoretical concepts, how I apply
this to my business? I’m never going to be amazon.com nor do I even
aspire to be amazon.com. How can I use the information I have
access to in my business and use that to show people customize
offers and products and services that are fit for them? That’s what
the Ask formula is all about.
DANNY

You’re basically teaching people the Jujitsu they need to step into a
ring with an 800-pound gorilla like an Amazon and be able to pull
their own?

RYAN

Exactly. What’s beautiful in the way you compete is Amazon, it’s
fighting a lot of battles at the same time. As a small business owner
the opportunity that we have is we can focus on just one tiny little
thing that maybe an opportunity that’s meaningful to us but is too
small for someone like Amazon to really put the time and resources
into cracking that nut. Maybe that’s a tiny niche market, a relatively
small niche market, that maybe Amazon is selling in but it’s just one
of a million things that they sell, one of a thousand markets that they
are operating in, whereas for you it’s your singular focus.

DANNY

Those frame of reference, when you say tiny … What is a tiny market
to Amazon?

RYAN

You could look at this, I don’t know the numbers right now off the
top of my head, but Amazon, it’s …

DANNY

It’s going to be hundreds of thousands of dollars or millions of
dollars, right?
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RYAN

When I say small market, yes, exactly. I mean in the scope of a
company Amazon is doing let’s say tens of billions of dollars in
revenue every single year. I don’t know the exact number, we could
look it up real quick, but it’s not something that I have in my memory
today, but let’s just say it’s tens of billions of dollars. If you look at a
market that’s- where you have the opportunity to generate a few
million dollars in that sort of frame, that’s a tiny market for someone
like Amazon, but for most small business owners if you could make
several million dollars a year that is a nice- it’s a nice target. For
people listening to this I think they’re more of us in that sort of scope
of business in the several million dollars a year rather than several
billion dollars a year. I think that’s pretty safe to say.

DANNY

Absolutely, I was having- I had a really interesting conversation with
Charlie Green who are at the Trusted Advisor, and I have previous
episode about the whole idea that a lot of the way that we have
learned, and this is because of the proliferation of business schools
and who their clients tend to be, a lot of the ways that we’ve learned
to think about business assumed that the giant mega-corps are the
dominant like that is what business looks like, but the majority of the
economy it’s small businesses, it’s us.

RYAN

I think you’re right about that. I think that it’s true. I mean, here, we
go. My curiosity, I have to estimate, 89 billion is the number that I’m
seeing right now for 2014. In the scope, so $89 billion, if you think
about a $10 million market what does that mean in percentage terms
for a company like Amazon, ten, one, two, three, four, five, six?
Divide it by …

DANNY
RYAN

One percent.
There you go.
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DANNY

That’s like that’s not, it’s a rounding error.

RYAN

0.1 percent of someone like us, that’s like, “Oh, crap, I dropped the
quarter at the bottom of the car, in the car seat.” Should I get that?
Yes or no? It’s not something that’s going to change most of our lives,
so in the same way it’s not something that’s going to change the
trajectory of an Amazon. That means that we have tremendous
opportunity to really drill down, focus in, and basically put in more
effort in getting to know our customer in our little tiny piece of the
world than someone like Amazon that you don’t going to even think
about doing.

DANNY

For someone who’s listening to us, and obviously, I’m throwing a
plug here, go get Ryan’s book. It’s fantastic and there’s a ton of stuff,
and just go read that book. To give them a taste like where do you
start? How do you do this in a way that is digestible?

RYAN

It all starts with, and this is covered in detail in the book and I want
to focus on one thing to make it actionable. It all starts with
something that we called the Deep Dive survey and id dint have this
name when I first went into this process, but the Deep Dive survey is
simply but a survey that you conduct once, as you’re entering either a
new market, you’re considering launching a new product if you’re
already in the market, you’re considering launching a new business
unit, whatever it maybe, the Deep Dive survey you conduct once
where you are asking a series of open-ended questions and the
questions are designed to determine the demand for what it is that
you’re considering creating as well as figure out what segments exist
in that market.
The reason why you’re asking open-ended questions as opposed to
multiple choice questions is you don’t want to assume at this stage
that you know what the possibilities are. You want to let the market
tell you what’s really happening, and you cannot directly ask people
what do you want, and I talk a lot about this in the work that I do and
you probably heard me talk about this, Danny, because people don’t
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know what they want. Whether you have studied Henry Ford, and
there’s a famous quote that’s attributed to Ford which does
something like if I had asked people what they wanted they would
have told me faster courses, or you study Steve Jobs, and Jobs is
famously been quoted as saying that focus groups are worthless,
people don’t know what they want until they see it.
The reason why you study- when you study just some of the
luminaries in business overtime who consistently say that is because
that’s largely true. People don’t necessarily know what they want
until they’ve seen it. The questions that you’re asking in this Deep
Dive survey it can be centered around concepts like what is the single
biggest challenge that you’re having, what is it that you don’t like
about X? As an entrepreneur it’s your job to fill in the gaps and
bridge to the next step in the process where you say “I think I have a
solution for that.”
The question if you’re just getting started is who you’re asking these
questions too, who is you’re audience, that will vary. If you have an
existing audience whether it’s following on Facebook whether it’s an
email list of subscribers, whether it’s any other social media platform
where you can put something like this out there, that’s’ the first
place. If you don’t have that you can partner up with someone who
does and you can do that in a couple of different ways. You can pitch
someone on the idea of saying “I’m considering watching this new
product. Would you be open to partnering up if I did all the leg
work?” And started by asking these questions to your audience,
“Would you be open to that?”
You can also do it as a straight transaction as well and say, “If I pay
you $500 down here, a $1000, would you send this email to your
email list?” There are a number of different variations around how
you can do this, but the point is you’re asking a series of open-ended
questions to a very specific audience, the audience that you’re
considering reaching, and you’re doing it before you create a product,
before you create a sales letter, before you create any marketing
videos, you’re doing it before all of that to know is this a project that’s
worth pursuing or is it one where maybe there’s not enough demand
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there and in which case maybe I should try something else.
That’s the reason why when you go through this process if you follow
it your success rate can be very good because they’ll predicate it on
making sure you hit these milestones before you go all in, before you
invest two years of your life building something.
DANNY

In other words, and I’m dramatically oversimplifying, but if you want
to know what it is that people want just ask but ask in a way that’s
going to yield the right results.

RYAN

Exactly. The whole reason why I called the process a little bit counter
intuitive and that’s one of the words that’s in the title of the book, is
that the counterintuitive part of it is not necessarily the questions
you might expect to ask and not necessarily at the time you might
expect to ask them. All of it is important, when you ask the question,
at what time, how you ask the question, the exact language that you
use, all these nuances really matter, because if you’re not careful you
can stir people into a direction that isn’t true, because what people
say they want, what they think they want and what they really want
and what they really want to buy, are all different things.

DANNY

Awesome. I know we’re almost at our time but I want to ask you
something a little unrelated, but sort of related, I mean this is- it’s a
substantial innovation in our space and we haven’t had the chance to
dig into some of the stuff you’re doing in building your own
company, it’s not the only innovation that you are kind of pushing
forward. Where do you go for renewal? Where do you go for these
ideas, like where- do you read a lot, is it the people you hang out
with, where does it come from?

RYAN

I spend a lot of my time with my wireless headset on that I have right
now, talking with clients and customers, with smart people, and I
find that- and I’m a big reader as well although, and you’ll see this
with young kids and we’ve got two- on the age of three, the time for
reading is a little bit limited, and so I’m very particular about what
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books I read and that definitely plays a role, but by and large it’s
working in the programs that we have with my private clients, with
really smart people, and spending a lot of time talking on the phone
talking give you a tremendous opportunity to refine your own
thinking and to get exposure to how other businesses are doing
things.
When you have the perspective of working with 23 different
businesses, in 23 different markets, you can see bits and pieces of
things that are working well and you can assemble those pieces in a
way that none of those businesses necessarily have that perspective
of the horizon and I think really that is where most innovation
comes from today, is taking something that’s working in one corner
of the world and applying that thing that already exist in a unique
way in another corner of the world, and so I think the opportunity
that that perspective provides has been a big driver for the ideas and
the innovations that we’re trying to put forth through our business.
DANNY

That was Ryan Levesque, sharing this unique process that let small
businesses like ours compete with an 800-pound gorilla like Amazon
and pulled our own. What I appreciate most about Ryan’s story and
message is the implicit thread running through it all that if you work
really hard and think really smart you can win no matter what you’re
circumstances are or who you’re matched up against. To learn more
about Ryan’s work and get a free copy of his book, Ask, checkout
askformula.com.

Voiceover We hope you're enjoying our new podcast. You can help us reach
more people so take a moment to subscribe and leave a review, and
we'll mention a new reviewer every week.
DANNY

This week’s reviewer is BJESQ who says, “Danny produces nothing
but quality product. This is no exception. His old podcast was a must
listen, this one looks to be even better.” That’s very gratifying for me
to read BJESQ because we really wanted to raise the bar on what we
were doing with the new Business Reimagined podcast that’s why we
spend more than nine months developing it and just planning to
make it as great as we possibly could so it’s gratifying to know that
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you feel we’ve been successful and I look forward to hearing good
thoughts about our next episode.
Voiceover This has been Business Reimagined with Danny Iny. Join us next
time as we talk with Ted McGrath.
TED MCGRATH

If you go through the roots of your life and your story and you pull
out a message that could help other people all I’m saying is cant you
get paid for this and make a career out of doing it?

Voiceover Learn more about us at Firepolemarketing.com
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