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Danny Iny is the founder of Mirasee, host of the Business Reimagined 
podcast, bestselling author of multiple books including Engagement 
from Scratch!, The Audience Revolution, and Teach and Grow Rich. 
He's also the creator of the acclaimed Audience Business Masterclass 
and Course Builder’s Laboratory training programs, which have 
together graduated over 3,000 value-driven online entrepreneurs. 
He lives in Montreal, Canada with his wonderful wife (and business 
partner) Bhoomi, and their beautiful baby daughter. 
 

 

 

 

 

 

 

 

Voiceover 

 

 

 

 

 

 

 

This is Business Reimagined. 

Voiceover Every week we talk with thought leaders and revolutionaries who are 

bringing innovation to their industries, like today's episode on audience 

engagement and how it's changing with our own Danny Iny. 

Danny We're pretty consistently around the 6 to $8 per audience member per month mark, 

and it's all a function of the investment and engagement of the audience in what 

we're doing. It's staying true to values that other people understand and believe in 

and they care about and actively stand for them. 

Voiceover This is Business Reimagined with Danny Iny. 
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Lou 

 

 

 

Hi. I'm Lou D'Alo, Director of Education here at Mirasee. I joined Danny and the team 

recently after getting to know Danny personally over the better part of two years and 

being inspired by his vision for and his commitment to reimagining the 

entrepreneurial business education market. Today I wanted to sit down and talk to 

him about his thoughts on the future of audience and engagement, especially in this 

time when things are changing so much in the online space. You probably already 

know Danny's story of how his first business failed and how he turned that around by 

releasing Engagement from Scratch and then launching the very successful Firepole 

Marketing which became Mirasee. At the time everyone was talking about the same 

thing, engagement, but they were missing a key factor that would build the 

foundation for Danny's success. 

Danny 

 

 

 

 

 

 

Engagement was a hot topic, not just audience, but engagement. There was a lot 

being written and published about it, but it was always from the angle of, "Here's 

how to engage your audience," presuming that you have this giant audience, if 

you're Dove or you're Coca Cola or you're a copy blogger or something. The question 

that was on my mind and a lot of other bloggers' minds was, "What do I do if I have 

no audience? What do I do if my mailing list is me and my mom and my other email 

address? What do I do then?" Nobody was really speaking to that. 

Lou 
Engagement from Scratch filled a need and launched what would be an amazing 

story of success from a book to multi-million-dollar courses. It's tempting to think 
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that Danny was lucky, but the truth is that there were years of work that you didn't 

see, time spent learning, growing and forming a paradigm that was both effective 

and ethical, which isn't always the case with online business. Some of them promise 

what they can't guarantee. 

Danny Building something real always took time and always took work. There is the luck 

factor. You can be in the right place at the right time when your first post goes crazy 

viral and just explodes. That can happen still, and that always could happen, but that 

was never a smart bet, and that bet is getting worse and worse every day. If your odds 

of just magically getting lucky in that way where ... I'm making up numbers now ... 

one in a hundred five years ago, they're one in a thousand today. 

Lou 
What is your best bet? Is what Danny has built his career on something that went far 

beyond the era's hacks and tactics for leads and other stats. He gets right to the heart 

of what really matters. 

Danny At the time there were other strategies and tactics that were hot. Today the hot tactics 

and strategies are Facebook ads and funnels, where again it's a way to get lots of 

leads really fast, and et cetera, et cetera. People are still very quick and eager to talk 

about leads and to talk about a list, how many people come into your funnel, how 

many names on your email list. What I've always said is it matters a lot less how 

many people are on your list than it matters how much those people care about and 

are invested in what you are saying and what you are doing. 

Lou 
There's a very important distinction, however, in how you refer to your list. In the 

world of Mirasee we have an audience, and it gives a much different feeling than 

simply referring to our people as a list. 
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Danny It's kind of like the difference between family and blood relation. One is a very clinical 

technical term. The other implies an emotional connection and investment on 

people's parts. A list is, these are people who at some point in time gave you their 

name and email address and so they're on your list. You have supposedly at least 

implicit permission to email them and send them stuff. That doesn't mean they really 

want to receive it. That doesn't mean they feel any connection with you. That doesn't 

mean they feel you care about them. That doesn't mean they're invested in the 

change you're trying to make in the world. They're just getting your emails just like 

they're getting lots of other people's emails. 

 

 

 

 

 

An audience is a group of people who have an emotional stance of investment in 

what you're doing. Think about actually, audience is typically an entertainment 

concept. You talk about that in the music industry, for example. An audience at a 

concert, these are not just random people who are there. They're there because they 

care. They're there because they believe in what the person on stage is doing. The 

person on stage stands for something and is sharing something that matters to them. 

That's the key difference. 

 

 People get very caught up in the number. How many subscribers? How fast is it 

growing? Because of that they lose sight of the intangibles which ostensibly are 

harder to measure, which is how much does somebody care about what you are 

doing? How connected do they feel to you? The irony is that I've always drawn that 

back to numbers. The metric that I've always told people to look at is dollars per 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss


 

 

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

 

Subs cribe via iTunes  Subs cribe via RSS  

Episode 45 

subscriber per month, how many dollars are you making, on average, per person who 

is a member of your audience each month? 

 

 

 

 

 

A lot of old-school internet marketers, and it's remarkable how much this has held 

true over the last five and ten and longer years, they will tell you that a good number 

for you to shoot for is $1 per subscriber per month. For every person who's on your 

quote, unquote, "list," you should be making $1 per month. A thousand people means 

$1,000 a month. A lot of people struggle to even do that when they're just building a 

list and blasting out offers and basically just treating this group of people as an ATM 

machine. 

 On the other hand, when it's a real audience, and I've said this for a long time, the 

numbers can be much, much higher. At Mirasee and formerly at Firepole Marketing I 

used to say that we averaged between 3 and $8 per subscriber per audience member 

per month. That number has actually gone up. We're pretty consistently around the 6 

to $8 per subscriber per audience member per month mark, and it's all a function of 

the investment and engagement of the audience in what we're doing, of staying true 

to values that other people understand and believe in and they care about the fact 

that we stand for them. 

 

 Those core principles, that's always been the case. That distinction is critical and 

people still, they don't want to look at that because it feels like a touchy-feely, "How 

could that lead to profit thing?" What I've learned over the years is that in the world 

of business people think there's a dichotomy where you've got to choose between 

doing the right thing and the quote, unquote, "smart business thing." In most cases 
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unless your perspective is just incredibly myopic, in most cases the right thing and the 

smart thing are the same thing. 

Lou 
Agreed. I think one of the reasons that you're catching fire in the market right now is 

because more and more people are coming onto that awareness and probably people 

who went through that whole cycle of having to think of them as two separate 

things, and it was a dissonance for them. They really felt that that didn't have to be 

the case. Now I think this concept of building a relationship with your audience 

seems to be a panacea. It helps a lot of people to feel good about going back into 

business and getting their message out. 

 Let's get into a little discussion around what came out in 2011 in Engagement from 

Scratch as some of the most important elements of audience building, of building a 

relationship with people and discovering, having these thousand true fans reveal 

themselves. What are some of the principles that came out, and how relevant is each 

one today? Let's start with maybe the one that comes to mind right off the top of your 

head. 

 

Danny What's interesting is, even though Engagement from Scratch, it's almost five years 

old. It's going to be five years old in November, which is, in internet years, about a 

million years. That's a huge amount of time. It holds up surprisingly well. There are 

some tactics and technologies that are outdated, but a lot of what's in there, people 

did talk about principles. Principles don't change. Fundamentally, this is about what 

connects one person to another person. That has not changed in a long time. 
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What's also interesting about Engagement from Scratch, and this was the case from 

then and continues to be the case is that there isn't a single right way of always doing 

things. That would imply that people are just a lot simpler than they really are. There 

are different perspectives in there and they all have weight and validity, but if you 

look at the patterns emerging from those different perspectives of how to do things 

and in what order and so forth, fundamentally everyone talks about the same basic 

steps. 

 First, you've got to get really clear on who are you and what do you care about and 

what are you putting into the market that other people care about, and who is that 

market. Basically, get all your fundamentals and foundations in place. Once you 

know what that is and once that's done, you have the landing page people can go to 

and give you their name and email address to learn more. You have all that stuff in 

place. It's time to get out there and connect with people and build relationships. 

 

 

 

 

We actually developed a framework. I call it the "Warm Traffic Pyramid," that, again, 

it still holds up surprisingly well. Some of the specific tactics of how to do that have 

changed, so, for example, at the base of the pyramid the idea is to start participating 

in existing communities, and the place to do that used to be on comments on blogs. 

That still has weight. It still has validity, but it's much more important now to also be 

a part of social media platforms, because that's just where more conversation is 

happening, but that's a detail. The fundamental of participate in a community and 

get noticed for that as a starting point, that hasn't changed. 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss


 

 

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

 

Subs cribe via iTunes  Subs cribe via RSS  

Episode 45 

 Guest posting has changed very, very little. Guest posting is one of those things where 

every year someone is like, "Guest posting is dead. It's over. It's done," but they're 

almost always referring to some permutation, some adaptation of what guest posting 

is to something that it was never really meant to be. Yeah, guest posting, when you're 

just spinning lousy articles to try to get links for some black hat SEO, that's done, but 

nobody reputable who teaches how to do guest posting as a strategy ever advocated 

doing that anyway. 

 A lot really hasn't changed. You start with your foundations. You connect with 

influencers. You connect with your audience. You attract and engage your thousand 

true fans through a variety of tactics and strategies, some of which have changed, but 

not all that much, to be honest. Then when you have the support of your thousand 

true fans you're ready to launch your platform to say, "I'm not just out there 

everywhere else. I'm launching my own ... for example ... blog." There's a lot of 

discussion, there's a lot of debate, but I don't think that has changed all that much. 

 People like to say, "People don't read blogs anymore. They don't have patience for 

long-form content." The thing is that the internet is so ephemeral that people don't 

realize that that seemed to be what was happening five years ago. Five years ago 

people were saying that, "Oh, people don't have patience for long content. It's got to 

be short. There's no attention span anymore." That's not true. People have the 

patience for whatever the value you're offering will justify. Do you have to be great? 

Yes. 

 Speaking of being great and speaking of creating great content, this is something 

that has evolved quite a bit. I don't remember when exactly this was. This would 
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have been 2010 or 2011, Corbett Barr, who's a friend and was a mentor of mine, he's 

currently at Fizzle, he wrote a post called "Write Epic Shit." That was the name of the 

post. It was about if you want to get noticed, you can't just produce great stuff. It's got 

to be epic. I think that is something that has changed with time, because the world of 

just content online has become a lot more saturated, and so people, there was an 

arms race of, "You've got to writer ever more and more epic stuff," but there is a point 

of diminishing returns. You can only be so epic. "Epic" usually meant even more in 

depth, even longer word counts. 

 

 

 

You can look at a post and say, "The best post in the world about this topic is 4,000 

words. I'm going to write one that's 14,000 words." At some point you reach scale 

limits and it's impractical. Now these days writing content that is extremely valuable 

is less about just making it longer and longer and longer and more about finding a 

unique perspective to share. There's room for that in every market. It just takes a little 

more work. We're again reaching a level of maturity in the space where you have to 

put in the elbow grease and you can't skate on doing work that's just good enough. 

You never should have done that anyway. 

Lou 
Yeah. What comes to mind when you say that is Seth Godin. He's never been known 

for writing epic posts. In fact, many of them would be considered pithy really in 

comparison, and yet the depth of insight on each one keeps people reading them 

daily. I think what you're saying is what needs to be epic now is the insight and the 

perspective rather than the actual number of words. 

Danny 

 

I think compared to big influencers, Seth being one of them, and Tim Ferris being 

another, Tim Ferris' posts are incredibly long and in depth and detailed, but they're 

not long just for the sake of being long. They're not long for the sake of being 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss


 

 

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

 

Subs cribe via iTunes  Subs cribe via RSS  

Episode 45 

 

 

exhaustive. They're long because he has a lot to say. Tim doesn't post very often, 

whereas Seth posts something every single day. People always ask me, "What's the 

ideal length for a blog post?" "How long should a podcast be?" "What's the right 

length for a webinar?" I always ... "That's so not the right question." 

 It's like you've got to look at what is missing in the landscape. What can you add that 

will be valuable to people, and the length will be what it will be? It should be as short 

as you can make it but no shorter. If it's got to be eight pages long, that's okay. If it's 

concise and pithy and direct and to the point but it's still eight pages long because 

you have eight pages of stuff worth to say, that's okay, but if it's six pages, don't 

expand it to eight pages just to make it sound smarter than it is or something, 

because that never works. 

Lou 

 

 

 

Yeah. In addition, we were saying earlier about people don't read long posts. I would 

probably say that in the context of your audience people who are interested will read 

the long post, and that's who you're writing for, is the people who are interested and 

passionate about the subject, not the ones who want a cursory or casual look at it 

because they're not your audience anyway. 

Danny Mm-hmm (affirmative). It's very much about ... Long post, short post doesn't 

account for posting frequency, so if you take all of Seth's posts that he publishes every 

day and you were to add them up and pretend he was publishing one long post once 

a week, it would actually be a long post. It's not just about how long or how short is 

an individual post. It's really about publishing a volume of insights. 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss


 

 

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

 

Subs cribe via iTunes  Subs cribe via RSS  

Episode 45 

Lou 
Yeah, I agree. I'm curious about the people who can benefit most from this concept of 

audience building. In my mind I'm thinking the local laundromat probably isn't 

going to engage in a lot of these things. Maybe they'll hand out coupons and fliers 

and so on, but is there a specific kind of business or industry that audience building is 

particularly beneficial for? 

Danny That's a great question. I'll say what the general answer is, but there are exceptions 

to every rule. You could have a laundromat that has a unique format and they serve 

coffee and it becomes a community meeting place and everyone follows them on 

Twitter and on Facebook. That can happen. There are places in Montreal that do that. 

You can do that. You cannot do that with a commodity. The three businesses that I 

usually tell people my approach is not ideal for, the first is a commodity. If you're 

selling just what everybody else is selling and you only compete on price or on 

convenience, then why would someone aggregate around you as an audience? 

 

 

 

 

 

 

That said, if you're creating an audience around value-added information, insights, 

and you happen to be a trusted provider of what is a commodity that a lot of people 

need, that's actually a really good way of standing out. While I'm not a fan of MLM as 

a business model ... That's just because of the way it works across the board. There 

are some MLM businesses that are very reputable, providing great products, but your 

challenge as a seller is that you're selling exactly what everybody else is selling. 

Building an audience around your insight and your personality, et cetera, et cetera, is 

a really good way to go. If you're selling a commodity, this is probably not going to 

work for you unless you're going that route. 
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 The second scenario where this won't work, again, with exceptions, is if you're selling 

something that is usually very expensive, very specialized in a very B2B context 

where you're going through an RFP process, a Request for Proposal process. That 

would if you're selling to big companies or governments. It's a very long process 

where you submit a proposal and it's reviewed by committee. The whole process is 

designed to weed out the natural favoritism that people would give you by virtue of 

having built an audience. That said, it's still going to help. 

 

 

 

 

A friend of mine, Mitch Joel, he runs Mirum, which is a global marketing agency. 

Whenever they're selling to big companies it's always through an RFP process. The 

fact that he is the rock star of digital marketers, he speaks on stages all over the 

world, and when Google wants help understanding digital marketing, they fly him to 

Mountain View, that helps for sure. Relatively speaking, you're fighting an uphill 

battle when the whole process is designed to weed out favoritism. That's the second 

case. Again, it works and it helps, but. 

 The third case is when your business is very geographically focused. This is less a 

function of audience in general and more a function of the online audience building 

strategies that we teach. Having a giant global audience doesn't help you all that 

much if you're a massage therapist in Toronto who can only work with people you 

can actually touch in Toronto. It won't hurt but it's not necessarily the best way to 

grow your business. You can build local audiences. That's just not my personal 

expertise, but the idea of an audience certainly applies, but not in the online context 

that I teach. 
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 Those are the three major cases. Across the board an audience will still work. It will 

still help, but it won't ... That's not the ideal use case. It takes some massaging, no 

pun intended, to make that model especially effective in that context. 

Lou 

 

 

 

 

 

 

 

Those are interesting distinctions actually. As I was listening to it, it occurred to me 

that when we talk about engagement, some people automatically think about 

audience building and engagement as presenting yourself as the thought leader, 

which is what you were describing your friend has that particular advantage. On the 

other hand, those coffee shops or laundromats that have that sense of family and 

community, there's no thought leadership involved there. What we're really talking 

about is, sure, you can definitely be positioning yourself as a thought leader, but all 

things being equal, there's going to be a number of thought leaders in the market. 

The distinction now is, like you said before, how much do people care about what you 

stand for and what your thought leadership is about, how heavily invested are they 

in those ideas and in you in terms of helping you get them out into the world. 

 Audience building is not about putting yourself out there and proving you're a 

thought leader, although it sounds like it's a component of it. It is about getting a 

community of people who care about those ideas and having them engaged in the 

conversation. Is that a true distinction, a realistic distinction? 

Danny 

 

Yes, and at the same time, yes, but. You're absolutely right. It's certainly not about 

building a cult of personality, which is what a lot of people think, because audience is 

not about you. It's about the people who are following you. You just happen to be a 
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place where their passions and their aspirations and their goals converge. Now, in 

practice it's much harder to do that around a brand than it is around a person. People 

naturally are wired to connect with people. Often, even if ultimately you don't want 

to be the face of the brand, in the short term when people get started I still 

recommend that's the way they go. It's just much easier. 

 

 Mirasee is a great example. As we grow I am less and less the face of the brand, but 

I'm still an important face of the brand. As we grow that will continue to be less and 

less the case. At the same time people are still going to want to hear from me, because 

I'm the guy who started all this, and that matters. It's a bit of both. You can certainly 

create a brand and an audience without having a person as a figurehead, but it's 

much harder, especially in the early stages. 

Lou 

 

 

 

Got you. Okay. I want to shift gears a little bit and talk about questions I hear people 

often asking in our communities and people who are considering being part of 

audience building training that we offer, and that is, I'm hearing a lot in the market 

about how I can get rich quick overnight or build a list of 10,000 people by the end of 

the month and get my return on investment ten times back in six weeks and so on. 

There's a real sense of urgency for results. It feels to me like audience building, 

obviously, by the nature of it, since there's a lot of nurturing and engagement 

interaction involved that it isn't one of those immediate results kind of strategy. It 

feels to me more like a slow burn. 
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 First of all, is that true? Secondly, if it is, how do you advocate for that instead of the 

noise that's in the marketplace about results overnight? 

Danny 

 

 

 

 

I think the first question is, before we dig into audience building or any other 

strategy, is to look at that initial assumption of results overnight and is that a fair 

assumption? Does anything deliver that in a reliable sustainable way? Yeah, you can 

strike a loophole and it's like, "Wow. I can just get rich quick doing this." I just heard 

the other day about how some scammers are exploiting a loophole on Amazon to 

make a ton of money, but it's a short-term thing and Amazon is going to close the 

loophole. It's not a sustainable way of building anything, and it's totally unethical, 

which is beside the point. 

 I think in the online world there's a lot of historical context for why that happened. 

The idea of what ROI means has been very bastardized. If you just think about the 

word, "ROI," "Return on Investment," in the word the "return" happens first. We say 

"return" before we even say "investment." "How will I get this return, and the 

investment is almost an afterthought. In real life you put in your investment and the 

return ... What is a reasonable return in the quote, unquote, "real world?" If you're 

invested in the stock market you're going to put in your money and it's going to sit in 

there and you're going to see if you're doing well of 5 to 8% return year over year. 

 If you're going to spend money going to school to get a university degree, and 

discussions about the value of a university degree are outside this conversation, but 

let's pretend it's still a good investment. You're going to spend your hundred 

thousand or whatever dollars getting your degree. Your return is going to happen 
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over the next decade and a half. You invest. You put in the time. You do the work, and 

a return eventually materializes. 

 

 

 

 

 

 

 

 

 

When people talk about, "I need to ROI in 30 days." It's like, what does that even 

mean? That's total nonsense. That has nothing to do with real life. You can 

sometimes get lucky. You can be in exactly the right place at exactly the right time 

with exactly the right configuration of your strategy and your funnel and your ads 

and your audience and all that kind of stuff. Maybe it will happen for a little while, 

but most likely it won't. This is what is often missed. For the people for whom that 

does happen, the ROI they're seeing is not on ... if we're talking about ads and 

funnels, it's not on the money they spent on ads in the last 30 days. It's on the decade 

that they've spent learning how to run ads and all the money that they spent and 

time they spent learning how to do that. 

 I think fundamentally the assumptions that people have about what is realistic in 

terms of what does ROI, what does a return on investment even mean in real life, we 

need to examine that. That being said, I don't know a strategy for building business 

online or offline that's going to yield a sustainable massive return on your investment 

in no time flat. Can you get lucky? Can you roll the dice and hope that it will happen? 

Sure. I'm not about teaching people to roll the dice. You don't build something that's 

sustainable that way. What I believe in is building something that is sustainable, 

building something that consistently will be bigger tomorrow than it is today and 

http://firepole.bz/itunes
http://firepole.bz/itunes
http://marketing.libsyn.com/rss


 

 

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

 

Subs cribe via iTunes  Subs cribe via RSS  

Episode 45 

lead to something that is impactful for you, for your family and for the world over the 

course of the work that you're doing. 

 

 Audience building is by far the long-term most effective sustainable way of doing 

that, because you're tapping into the real needs of real people, and you're building 

the most important asset in your business, which is people who like you and trust 

you. A fundamental principle I've always spoken to is that people get so hung up on, 

"How do I make something that people want to buy? How do I convince them to 

buy?" It's all about the offer. It's all about what you're trying to put out there. 

 

 The thing is that if nobody likes you and nobody trusts you, selling anything is pretty 

hard, but if lots of people like you and trust you, the rest is pretty easy. Not to say that 

there isn't an expertise and an art to it. Of course there is, but by far the most 

important foundation is do they like you and do they trust you. Building an audience 

is how over time you develop a core, and then it becomes ever larger, group of people 

who do like you and trust you, and in the process of that you also develop a much 

better insight for what it is they want and need, which makes the actual art of 

presenting the right offer to them easier as well. 

 

Lou 
Yeah. Perfect. I think what you just said is a direct indicator of why we have in our 

community so much of a different conversation. I've been involved in coaching and 

community and in the internet marketing world now for about 13, 14 years, and I 
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notice a very distinct difference in the conversation in our community. People are not 

talking about how does this make me money today. They are talking about how can I 

make impact for the long term. It's interesting that that sense of perspective when it's 

a shared perspective can be much more empowered and empowering than the idea 

that I need results fast. I find in that other conversation people are constantly anxious 

and they're jumping from one idea to another, one strategy to another, one tool to 

another and never quite settling in on building a business. 

 

 

 

 

That's a powerful statement to make. When we talk about building a relationship 

with an audience, that's the stand you're taking. You've just made an expression of 

your values basically is going to appeal to perhaps your thousand ... Well, many more 

than a thousand now, but your true fans who are maybe fed up with the other stuff 

because they've discovered it hasn't worked or maybe already started with the 

perspective that, "Hey, I'm in here to make a difference. I'm here to build a business. 

I'm here to make an impact and I'm willing to invest a little bit upfront if that's 

necessary." 

 

 

 

 

 

I know for me when I started my business, I gave myself a year to see any kind of 

indication that it would even be feasible, much less make money on it, because I was 

at the stage where I had no experience in that particular field of coaching and I didn't 

have an audience and I didn't know anybody. The internet was foreign to me, so I 

understood that it was going to take some time for me to get some clarity and some 

understanding of what was possible. I started with a year-long horizon just to figure 
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out whether this was going to be possible. You don't necessarily have to have that 

same runway that you give yourself, but I think the idea that you give yourself some 

time ... 

 

Danny I think you kind of do. I jump in. I think you do. You can build something really 

massive and impactful over in the grand scheme of things not that long of a time, but 

the thing about building an audience is that it does take time, and it's a beautiful 

strategy not just because of the way you connect with other people and the impact 

you can have, but also because the barriers to entry are pretty low. You don't need to 

have a lot of money in the bank. You don't have to be an expert in running ads or 

anything like that. You just have to be willing to put in the time and do the work and 

think through your ideas and share them with others, but it does take time. You can 

absolutely do this, and I tell people, part-time, 10 to 20 hours a week consistently. 

That's plenty. That's good. That's all you need. If you do that, seeing a meaningful 

return by the end of the first year if you do everything right and stay really focused is 

doable. 

 

 

 

I share my own trajectory with Firepole Marketing that then became Mirasee. We 

started this business basically end of 2010 but functionally speaking, January 1, 2011. 

We had no traffic, no subscribers and we just started taking things more seriously 

then. Over the course of 2011 we hardly ... I worked very hard, and frankly I hardly 

made any money. Maybe we did a couple tens of thousands of dollars over the course 

of the whole year. It wasn't a meaningful amount of money. I had to hustle. In 2012 
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we did over a quarter of a million dollars. In 2013 we did 685,000. In 2014 we did 

one and a quarter million. Last year we did almost 3 million, and the trajectory keeps 

increasing. 

 

 

 

 

 

We've consistently and heavily reinvested and we've done a lot of things right, but 

we've also done a lot of things wrong. My feeling is that if someone has the presence 

of mind to learn from those who have made mistakes. For a lot of people that means 

doing our course because we teach people what to do and what not to do, so if you 

shortcut the process by doing what I did right and not doing what I did wrong, you 

can work not quite as fast or as hard as I did, still pretty hard and still pretty fast, and 

see results that are in a comparable range. 

 Yeah. A lot of people look and say, "Oh, Danny, you're a success story." I didn't make 

much money at all in the first year of working hard. It's like you do have to give 

yourself that runway. When someone comes to me and says, "I need to replace my 

income of this amount of dollars in the next X number of days," I will never tell them, 

"All right. Build an audience. Let's do this." I'll always tell them, "Look, there's 

something unsustainable about your life right now. You've got to get a job. You've got 

to reduce your expenses because in the long run I can help you transform where you 

are into where you want to be, but I'm not a fairy godmother. I can't wave a magic 

wand and change the way your life is. That's not how real life works." 

 

 

 

All the people out there who are promising that you're going to be rich in 30 days. 

You're going to have a profitable funnel in 70. Whatever those things are, it's a little 

bit like going to a casino and saying, "Well, at this table you could potentially make 

this much. At that table you could potentially make that much." A lot of people are 

walking from one table to another in the casino waiting for the one that will, quote, 
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unquote, "work for them." If you're looking for that get-rich-quick payout in the 

short term, most likely most people end up leaving the casino broke, and that's what I 

don't want people to experience. 

Audra That was Danny Iny with special guest host Lou D'Alo. I think one of the 

biggest takeaways from this episode is the same thing that Danny said at 

the beginning. It matters less how big your list is than how much they 

care about what you're saying. More importantly, remember, your list 

isn't just a list. It's made up of real people who joined your cause because 

they want to see you succeed. Treat them like family and not just the 

blood relatives you see once a year at the family reunion. Invest in your 

audience personally and they will invest in you. 

 

Voiceover This has been Business Reimagined with Danny Iny. Join us next time as 

we talk with persuasion expert Dave Lakhani. 

Dave We're constantly persuading people. If you've ever gone on a date you've persuaded 

someone. If you've ever talked to a teacher about a bad grade and got your grade 

changed, you persuaded someone. Nobody is horrible at persuasion. Some people are 

just less refined than others. It is a skill that anybody can develop. Developing 

charisma, developing persuasive ability and a charismatic personality that supports it 

is very easy and predictable, and anybody can do it. 

Voiceover Learn more about us at Mirasee.com. 
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