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Marketing Mastery Program – Module 2 

Types of Marketing 

 

Welcome to Module 2   
This module is all about building an actual campaign ready for execution. We are going to run 

through the key components and give you the tools and templates to make it happen. Before 

we do that, we’ll be running through some marketing fundamentals that are necessary in 

choosing the campaign you wish to run. 

 

So what is marketing? 

While this program is centered on lead generation and getting people to come to your business, 

it is important to note that the big picture of marketing is much more. It is about the details of 

how you present yourself and your business: 

 

 it is the uniform you wear  

 it is the script you use when you or an employee answers your phone 

 it is how you show up when you go to a networking event 

 it is the advertising vehicles that drive clients to your business – 

  internal advertising - invoices, quotes and stationery 

 traditional or “off-line” advertising – magazines, flyers, newspapers 

 internet marketing or “on-line” advertising  

 it is all of these things, it is the customers experience and what brings customers into 

your business. 

 

For the purpose of this program; when we refer to “marketing” we are talking about lead 

generation and activities that bring people to your business.  
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A Tale of Two Marketing Strategies: 

There are two types of Marketing: Brand Awareness Marketing and Direct Response Marketing.  

 

Brand Awareness – is a passive form of advertising and the most commonly adopted by small 

business. It targets the customers who are already active and are looking for what you offer—

and they are the customers that the competition is also targeting.  

It consists mainly of traditional style, repetitive ads such as newspapers, magazines, flyers, 

telephone directories, radio and television and is the slowest way to get a response from  your 

marketing; giving the customer control of the decision whether to use your service or buy your 

product.   

We see many small business owners using branding style marketing. They fall into the belief 

that they need to be in front of their prospects week in and week out, or as much as possible, 

so that, if the prospect sees them enough, their business will be in the top of the prospects 

mind when they are ready to buy. We are NOT suggesting that this doesn’t work BUT what we 

are saying is that Branding is a very slow way of driving business and does not guarantee a 

return on your marketing dollars. For sure the more people that see you, the more familiar they 

become with your business and they will develop an element of trust, and potentially will end 

up buying from you.  There is however a better way… 

Direct Response – is a measurable type of marketing that directs your prospects to take action 

based on your headline and content. This action could be a phone call, drive the prospect to 

your website - register for an event, forward to a friend, Like your Facebook page or any 

number of other actions. The key is that their action will be the start of a relationship with your 

business. It gives you the opportunity to gather some contact details and continue the 

relationship to the point where they buy and become a repeat customer. 

The key benefit of Direct Response is that it gets you immediate results, which makes it 

accountable. It enables you to refine your marketing to give you a true return. With this 

methodology it becomes possible to create an unlimited marketing budget, i.e. you are getting 

more back in direct sales vs. how much you are spending.  

Think back to your CPC (Cost per Customer) and ELP (Estimated Lifetime Profit), because we 

want you to make sure that your ELP far exceeds your CPC. 

Don’t advertise to experiment. Instead, develop a system that will work for 

all of your advertising campaign situations and produce results – Rodney 

Hough 
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We are going to focus on Direct Response – this puts us in control of the process compared to 

branding which is a passive way to advertise. Branding does not give people a reason to act and 

engage with you! 

A direct response advertising campaign gives the customer a feel for who you are and what you 

are offering without you having to repeatedly advertise. It’s more of a straightforward 

approach that says “I know about your problems and I have a way to help you, here’s how”. 

Direct response advertising creates awareness and allows you to tap into a large portion of the 

market that has yet to be informed of your product and/or service. 

The other important thing to note is, quite often we need to educate our market about our 

product and/or service. When we combine education with direct response we get “Education 

Based Marketing”. This is a huge key to unlocking untapped portions of the market. Take a look 

at the marketing pie below In Figure 2.1. 

The Marketing Pie:  

In looking at your market we can break it into 5 categories. Below we expand on each of these and 

allocate the % of the pie each occupies:   

3% - are active, they have a need, are ready to buy and are actively looking. They are choosing 

who to buy from.  This is who most businesses market to. These are the people who do their 

own research and know who is selling what, where and how much. 

7% - are open, undecided but still ready to buy. They don’t know who they are going to buy 

from yet.  They have a problem; have a need but little urgency. They are open to listening to 

you and are ready to say yes, if you have the product or service they are looking for.   

30% - are aware, that the product or service exists but are not looking for the service or product 

just yet.  What they know about your product or service may be limited.  

30% - are unconscious, they are not aware that your product or service exists; they may or may 

not know they have a problem and they definitely don’t know they have a need for what you 

are offering. 

30% - are NEVER ever going to buy from you, no matter what. They may or may not be 

educated about what you do but for some reason, be it beliefs or because they have a friend 

they want to buy from, they are never going to be a customer of yours.  

You can quickly see from this that the last 30% are a waste of time going after. The first 3% are 

those everyone is competing for. What we want to focus on is the 67% that fall in between, and 

it is Direct Response mixed with Education Based Marketing that will attract these prospects.  
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FIGURE 2.1 – MARKETING PIE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

By focussing on the 67%,  we can open the tap and speak to a much larger market that your 

competition is NOT talking to! If we can educate this large group of prospects and raise their 

awareness of your product or service -- then link this to a solution, we can get to the customer’s 

burning need, overcome any objections and second thoughts, and have them buy. 

 

 

Direct Response Advertising is measurable; Branding is NOT. Beware of 

advertising that you can’t measure and track – Rodney Hough 

“Direct response advertising – is measureable, Branding is NOT.  Beware of 

advertising that you can’t measure and track” – Rodney Hough 

 



So far, we have talked about two types of marketing (Branding and Direct Response) now 

let’s look at two different core markets that we are going after: 

 NEW Customers 

 

 EXISTING Customers 

 

We separate these two (new from existing) because they may require two different 

approaches. If you have a good base of customers we suggest that you start your marketing 

efforts with them. It is six-times cheaper to get an existing customer to buy again, than it is to 

get a new customer to buy from you. Of course if you don’t have many customers then 

obviously you are going to target new customers. It is also possible to develop a campaign that 

can target both. 

 
 

 

 

 

 

You can see in Figure 2.2 below a Four-quadrant perspective on marketing.  
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      FIGURE 2.2 – MARKETING MATRIX 
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Video #2 – Campaign Component 

 

Now that we understand the types of marketing and what is going to give you the biggest bang for your 

buck (Direct Response in case you missed that point!) we are now ready to look at how we put a 

campaign together.  

In the next section of this module we will look at two key items: 

1. The Campaign Flow - how it all works together 

2. The 6 Steps in Creating a Campaign  

 

Campaign Flow – creating a path to lead the customer to purchase  

The campaign flow is the steps or path the customer will follow to generate the desired 

outcome, from the very first encounter right through to purchase. In direct response marketing 

the path will depend on the dollar value of the purchase, the perceived risk the customer may 

take, the relationship you have with the customer and /or the product and service you are 

offering. 

Not all campaigns will take you from an ad to sales – there is usually a process, and it is 

important for you to develop this, so that your campaign works and produces RESULTS. The 

idea is to consider how many touch points there may be between the first contact (your 

campaign) and the eventual sale of your product or service.   

Understand that when someone sees your campaign, there will be 1 of 4 outcomes 

1. They will buy 

2. They will be highly interested but not tipped over the edge 

3. Interested but not now  

4. Not interested 
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Now the important point is to be ready to deal with each of these outcomes.  

A. The buyers now get your WOW customer experience 

B. Groups 2 & 3, you need to have a way to engage with them and develop a relationship. 

Some options may be: 

i. Company/industry updates 

ii. Success stories / case studies / testimonials 

iii. Education 

iv. Cross promotion that is valuable to them 

v. Social Media / community building 

vi. A combination of the above.  

Here are some initial questions that can help determine a potential path for your campaign: 

 For someone to buy my product or service what level of relationship do they need to 

have with my business? 

 How much risk is there for someone to buy from me? 

 What level of need does someone have before they will buy? 

 If someone does not have a need right now, how can I engage them and stay in contact 

until they do?  

An important first question you need to ask yourself is; what is the goal of the ‘call to action’ 

within this campaign? Is it to make a sale, build a data base list, to put on an event or to move 

the prospect through the next step of the sales cycle? You need to know and develop what the 

FIRST call to action is and then what the path will be.  

The second question is; what are the steps from the prospect seeing the communication from 

the different advertising vehicles through to achieving your eventual goal. How many touch 

points may it take to get a prospect to a point where they make a decision to buy your product 

or service?   
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CAMPAIGN FLOW TOUCH POINTS – Tool # 9 

Example # 1 –The intent/goal: to generate qualified leads to book an event.  

1st Encounter – the advertisement that drives traffic to a website 

2nd Encounter –leads to website - link to a free information/education package and/or a 

video 

3rd Purchase – possible free trial, appointment or telephone call to learn more 

 

Example # 2 – The intent/goal: to Sell winter tires  

1st Encounter – the advertisement  

2nd Encounter – leads prospect to your website for selections and pricing 

3rd Encounter – client is given choices: receive a quote online, see manufacturers rebate 

coupons, book an appointment on-line or they can call the store to ask additional questions 

4th Purchase – client arrives at store to fulfill the purchase and have the winter tires 

installed  

 

What is YOUR path (the logical sequence) that your prospect is going to go through for this 

single advertising campaign, it may be made up of three or more “Touch Points”. Please fill in 

the worksheet with what you think yours will be for your chosen campaign. 

1st Encounter 
 
 

 
2nd Encounter? 
 

  

 
3rd Encounter? 
 

●  

 
4th Encounter? 
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Creating Your Campaign – Tool # 10 

A campaign is one “singular focus” within your marketing plan. A campaign is an organized 

effort with a specific focus and has the desired outcome of leading your Ideal Customer toward 

purchasing a product or service from you.  

A campaign has 6 major components that must be defined, expanded upon then brought 

together ready for execution.   

Below we’ve outlined these campaign components and we will walk you through each. The 6 

major components are: 

1. Ideal Customer – refer to your MARKETING Blueprint from Module#1 – recognized by their 

Identity Title, what they identify themselves as being… e.g. new mother, athlete, and small 

business owner – A single campaign will have a single Ideal Customer. DO NOT attempt to 

target more than one I.C. in any one campaign. This just dilutes your message.  

2. Core Offerings – be clear about the product or service you are offering.  Your core offering is 

a product or service that clearly answers your customers need or problem. Like the Ideal 

Customer, refer to your MARKETING Blueprint Module #1 and pick just one. 

3. Specific Problem - will your core offering fix the problem your customer has? It is important 

to think about this using the words, phrasing and language that the customer will recognize.  

What is your customer searching for? What is your client thinking about at 2 AM and how are 

they wording it?  

4. Headline – this is the attention grabber – the most important part of direct response 

advertising. The headline is what gets noticed first and either ignites the attention – or deters it. 

None of your content matters if you can’t get someone to notice you. 

5. Offer - once we have the customer’s attention, we want them to do something and be driven 

to a “call to action” The offer should get the attention that cultivates a response to become a 

customer. What are you asking the customer to do? You may ask them to phone you, fill out a 

form, have them email you or drive them to your website sales page, whatever form this takes 

the goal is to have the customer enter into your campaign flow and purchase your product or 

service.  

6. Copy - this is the content writing in the advertisement. The goal of your marketing is to get 

your I.C’s (Ideal Customers) attention, educate them, build trust, explain the facts on why they 

need your product or service and tickle them with their desires.  
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Now that you know what the 6 components are, let’s move on to making them applicable to 

you. The next step is a Workbook Exercise: it is a six step process and will assist in organizing 

your singular focused campaign:  
 

 

 STEP #1 - Who is ONE of your “Ideal Customer’s” for this single campaign? Refer to your 

MARKETING Blueprint from Module#1 – select one 

 

 

 

STEP # 2 - What is your ONE “Core Offering” of your product or service you want to focus on?  

Again refer to your MARKETING Blueprint Module #1 – select one 

 

 

 

STEP # 3 - Describe specific problem(s) or need(s) that your “Ideal Customer” has in relation to 

the “Core Offering” product or service you selected to focus on. Specific Problem – now think 

about this from the customer’s point of view – what are they lying in bed at 2 AM thinking 

about and then what kind of language relates to that. It is NOT the technical aspect of your 

program, product or service. It is the something that feeds a hunger deep inside. Example:  

Business: Auto Repair Shop – they are NOT going to be thinking of your 17 point winter service 

check list …… they are just thinking about is my car going to be safe? Are my tires good enough 

for this winter? 

Example: 

Business: Physiotherapy Clinic 

C.O (Core Offering) – Acupuncture 

SP (Specific Problem) from Physiotherapists Point of view – muscular tension 

SP (specific Problem) from CUSTOMERS point of view – Just can’t sleep because of excruciating 

lower back pain 
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Write in the box below what your customer is thinking, about the agonizing problem that 

haunts them for days, that your product or service solves.  

This should take a few tries and the sweet spot may be 6 or 7 attempts deep. The idea is to 

create 3 to 5 problems that your product or service solves.   

Is this important? – YES. 

As a business owner you need to realize your prospects are inundated with ads all day long, so 

they are skeptical, they are busy and are just not interested in what you want.   

Working on finding out what their problems are will help you immensely when running your 

advertising campaign.     
  

 

Specific Problem – Customer Based please 

 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

Now circle your top problems (minimum of two, maximum of 5) - you will be using this 

information later in the work book in the Education Points exercise. 
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STEP # 4 - It’s all about the ad – it is all about Headlines –– If you try to sell them, they will just 

pass, however if you get their attention …….. Well just you wait and see!  The headline must 

provide immediate interest, engage the customers and invite curiosity. The headline is for the 

customer to recognize – so make it about them and their needs, not you!  The customer knows 

who they are and what they are looking for, but they do not know you. You need to speak to 

the customer in a way that makes them sit up and take notice of you.  

The Headline is the most important part and there is an old maxim that says “for marketing to 

work (or sales) there are four things you must do”. 

A –  Attention (you need to be noticed) 

I –  Interest (generate an immediate draw-in) 

D –  Desire (make your product/service worth wanting) 

A –  Action (get people to buy into you) 

 

Have a look at the classified section of a newspaper, yellow pages or printed directory and 

notice what the headlines are in the ads.  The idea is to become more aware of other 

advertisements so that you can continue to hone your skills and create better headlines that 

work!  

How engaging are they? Who do they talk about? What you will find is that about 95% of the 

ads are talking about the business e.g. Joe’s Plumbing or Mary’s Beauty Spa; the important 

thing to understand is your customer does not care about your business; they care about 

what’s in it for them (WIIFM - What’s In It For Me!!). Generally, the only one who cares about 

the name and advertising of your business is you. For 67% of the market that you are trying to 

reach – you will not get their attention by talking about you, you want to talk about them. 

Down the road in the sales process they may care about you, depending on your product or 

service – but that is later on after first getting their attention. 
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Here are a couple of examples we’ve found of ineffective headlines vs effective.   

Extremely Ineffective Headline – This ad wastes space telling us how they accept payment, but gives no 

indication of “What’s in it for me?” 

 

Also Ineffective – In this example, we know the WHAT but not the WHY or HOW… 
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GREAT HEADLINE! – This Ad pulls the reader in and sets the Company up early as a credible resource. 

 

 

 

 

 

 

And here’s a good one from Google - in fact this is a great piece all over. Attention getting plus a great 

offer.  
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Marketing Headline Examples – Tool # 11 

Example # 1  

Child Care Centre 

“3 Common Dangers Facing All Single Mothers that Cause Them to Struggle and Live with High 

Stress. 

Example # 2  

For Any trade 

“5 Massive Mistakes Even Smart Home Owners Make That Keep Them Frustrated and Stressed 

When Dealing with Trades People” 

 

Writing out your Headline: What goes into it? 

 

Implement the Identity Title from module # 1 – you’re going to address the ideal customer by 

their Identity Label.  e.g. “Calling all Doctors” or “Three things Mother’s need to know” 

Refer to template Page # 11 and also to power proactive headline words Page # 12 

Headline attempt # 1  

 

 

 

Headline attempt # 2 

 

 

 

Headline attempt # 3  

 

 

 

Finished Version - for this single advertising campaign  
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Create Your Headline Template  

 

Here are some sample templates for headlines ….. The beginning of each is establishing the 

number of education points that will be mentioned a little in the copy of the ad itself if there is 

room, if not, these education points will be either on a sales page on your website or in a free 

report that you will provide once you have the prospects email and contact information.  The 

(I.C) Ideal Customer was covered in module #1 The (S.P) Specific Problem you have just covered 

in Step # 3 of this module.   

 

1. “#  Most Effective ways for business owners (I.C) to make more money and get more time off 

(S.P)”. 

 

2. “Guaranteed to eliminate __________________________ (S.P) for 

_______________________(I.C)”. 

 

3. “The # keys to growing your ______________________ 

 

4. “ # Mistakes made by _________________________ (I.C) with their 

______________________(S.P)”. 

 

5. “ # secrets to ____________________(I.C) with their _______________________(S.P)”. 

 

6. “ # reasons for _________________________ (I.C) to have their 

________________________(S.P)”. 

 

7. “ Do you crave _________________________(S.P)  

 

8. “ Eliminate ___________________________(S.P) now with ___________________ for 

___________________ (I.C)”. 

 

9. “ ___________________________ (I.C) # Truths about your ________________________ 

(S.P)”.  
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STEP # 5 - creating your Offer – No more vague branding style ads: the Offer is your “Call to 

Action” because this will feed the I.C’s (ideal customers) needs or desires … It must be a strong, 

very clear message as to what the offer is and why they need it.  

 

The idea is to get prospects and customers to pick up the phone and call your business, email 

your business or go to your website and take an additional action. This is where the CPC (Cost 

per Customer) and ELP (Estimated Lifetime Profit) are important; they aid in the decision of 

what your offer will be. 

 

The goal of your offer is to get your I.C (Ideal Customer) to take action … to do something so we 

have to be mindful of what that offer needs to be, to generate action and the touch points 

(steps) that are related to the action.  

It is important to create a measurement of some sort when setting up your campaign so that 

you can test and then track the number of leads, conversions and average sales that the 

advertising campaign produces.  This can be as simple as a coupon, an image button or text link 

on your website or a special telephone number.  We will get more into this in a later module. 

The point is to become much more aware that a campaign is about producing RESULTS and if 

you do not set up a way to track the numbers how will you know?   So at this stage think about 

ways this could be measured.  

A few things will influence the effectiveness of your offer:  

 Level of perceived risk and has the risk been taken away or is it minuscule 

 Quality of the relationship between your IC (Idea Customer) and you or your company, their 

belief and trust in you. 

 Level of interest and burning desire generated through your copy 

 Perceived value and solving of their perplexing problem 

 Perceived level of scarcity 

Think of it this way; if someone you trusted presented you with an offer that had high interest 

and value for you, minimal or no risk, was easy to act on but only available if you make a quick 

decision …. Would you do it? Of course you would.  

So, to make an irresistible offer you need to put yourself in your I.C’s (Ideal Customers) shoes, 

then try to think about how they are going to feel after reading your ad. Get in that feeling,  

think about “Now what do I need to present to them that will make it easy for them to say 

yes?” 

Another way to think about creating an offer is, you should feel like it is almost too good. The 

challenge with this method is you inevitably have a much higher level of knowledge about the 
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benefits of what you are offering than your I.C, they won’t have that level of knowledge unless 

you can communicate it to them in your ad.  

The 2 biggest factors here are Perceived Value and Perceived Risk. Work hard to create 

MASSIVE perceived value and eliminate perceived risk. Risk can effectively be removed or 

minimized with guarantees.  

Perceived Value: what is the value that will appeal to the customer’s emotion? Not necessarily 

the benefits but how having your product or service will solve their problem and make them 

feel.  Is there an actual gain in financial terms, be it in percentage and dollars? Or, perhaps it 

saves time. If so, how much? 

Perceived Risk: this is the level of risk from your customers perspective, what they believe exists 

in regards to purchasing your product or service.  To learn this, know it and write the objections 

into your advertisement will help you move the prospect or customer in their decision making 

from desire to action stage.    

Marketing Offer Examples – Tool # 12 

Example # 1  

Information and Education 

● Landscaping Co: Join our VIP list and you`ll receive our exclusive report “The 3 keys 

to making your neighbour jealous of your grass in less than 90 days” FREE.  

● Personal Trainer: Register for the webinar today and get a 20 minute session with 

one of our top trainers valued at $47.00, FOR FREE.  

● Accountant: To get templates and an instructional video on how YOU can get regular 

feedback on your 3 cash flow drivers, visit wwww.cashflowdriver.com and download 

the “Cash Flow Freedom Tool” FREE 

 

Example # 2  

Feature or Special 

● Lawyer: As a client of Barney and Co, you get a FREE Power of Attorney when you 

create your will.  

● Printer: For the month of February, FREE spot gloss varnish on all business card 

orders. 

● Coach - Invite a friend to participate in the Free Your Time - Time Mastery online 

program and you both receive 30% off. www.businesstimemastery.com 
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Example # 3  

Event 

 Distributor: Come out to our open house and enjoy some gourmet food, courtesy of Marsha`s 

catering.  

 Note: this type of offer should be with a recognized name i.e. the caterer will be a draw. This 

would also be set up with the caterer as a host beneficiary type arrangement. They can help 

promote the event and you may also strike a deal on the food as they will benefit from the gig 

too.   

Example # 4  

Building a Data Base - quickly 

● Restaurant: Enjoy a FREE entrée up to twenty two dollars ($22.00) during the month 

of your birthday here is how to enter: Pre-Register at www.restaurant.ca you will 

receive an Email asking you to confirm your registration. Please note that if you opt 

out of marketing, this will exclude you from receiving your birthday club coupon. 

Tell your friends and family so they can register as well.   

 

Write out your 5 draft offers. 

Draft Offer # 1  
 
 
 

Draft Offer # 2 
 
 
 

Draft Offer # 3  
 
 
 

Draft Offer # 4 
 
 
 

 
Draft Offer # 5 
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Finished Offer 
 
 
 
 
 
 
 

Test your Offer 

Use the following Checklist to check the validity of your offer.  

On a Scale of 1 to 10 (1 = Poor, 5 = Mediocre and 10 = Excellent)  

 

Score the following criteria from your I.C’s point of view: 

 

Criteria Score 

 Level of perceived risk – do you know what it is?  

 Quality of the relationship between the I.C (Ideal Customers) and you or 
your company 

 

 Level of interest or desire – from your customer’s perspective?   

 WIIFM – Perceived Value of Offer  

 Perceived level of scarcity  

 

STEP # 6 - telling your story: Copy – this is the content writing in the advertisement. The Copy 

should cover the contents of the Interest and Desire.  The headline and offer you will ALWAYS 

use. The Copy you will use most of the time. Some marketing vehicles don’t provide room to 

write copy and some provide lots. So it will vary on how much copy you need, depending on the 

vehicles chosen.  

Once you’ve created your advertising campaign, you can re-purpose it to suit the specific 

advertising vehicles you choose to use. 
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Example of Re-Purposing your Content.  

Your vehicles for a particular campaign may be: 

● Newspaper 

● Radio  
● Google AdWords 

 

Each of these vehicles will utilize the same headline and offer but, the amount and style of copy 

will vary. On the radio you may have the opportunity to say more vs. a newspaper where you 

may have only 1/8th of a page. With Google AdWords you only have 2 lines.  

 

Education Points (E.P) within your copy  

The goal of your marketing is to get your I.C’s (Ideal Customers) attention, educate them on 

why they need your product or service and then present them with an offer to get them to take 

action. In this step we are going to take a look at how we are going to educate them. You are 

going to look at the 3 to 5 reasons why your I.C (idea customer) has their S.P (Specific Problem). 

What is it they don’t know or aren’t acting on that’s creating their problem? Why 3 to 5 … 

simply because it gives you a starting point. 

 

If you are trying to get someone to make a purchase on their first encounter with the initial 

communication then it must be strong, and the way to know if it is strong or not is…. would 

YOU do it? Or are you concerned that it might be too good an offer? “Wow, I’m really giving 

away the farm here” which might indicate you are giving away too much – and this is where the 

calculation of the Cost per Customer and Estimated Lifetime Profit comes into play. It is 

important to understand how much you can provide or give away. Is the Offer Reasonable? The 

offer is about the customer’s needs, their emotion and why they are going to want something 

initially but the numbers need to make sense and produce a profitable return for your business.  

Writing your Copy 

If you look back at your headline, you promised to provide some education about the ‘3 things’ 

or ‘5 secrets’ etc. In the copy you give them the content promised.  

Now you need to provide value in your content otherwise your readers will stop reading. 

When you think back to your I.C’s specific problem, you can use your expertise about their 
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problem to identify the information they need to know to fix it. We call this content the 

‘Education Points’. e.g. if you promised to inform them about the ‘5 Secrets of …. “ then you are 

going to have 5 education points in your copy.  

In developing these Education Points (E.P), it is important they lead the reader to the natural 

conclusion that they need your offer. The whole point here is to educate and raise the level of 

awareness and desire for the offer you are presenting them with.  

To write your copy, all you need to do is expand on each of the E.P’s with the following formula: 

What, Why and How. 

a)  WHAT - tell them what it is? (What is important – something that is believable that they can 

relate to)  

What: is the big secret? Here you reveal what the 1st thing is they need to know to fix their 

problem. You give them a definition if relevant. It pays to ‘coin’ the term for each of your E.P’s 

Education Points so a definition is usually warranted. 

An Example of What  

Business: Bookkeeping Business or Accounting Firm 

I.C (Ideal Client): Small Business Owner with less than 10 employees 

C.O (Core Offering): Monthly Bookkeeping Service 

S.P (Specific Problem): Stress because of inconsistent cash flow 

 

E.P (Education Point) # 1: Might be?  

“The small business owner needs a report to be current on the key financial numbers that drive 

cash flow” but re-title this as “Money Mastery” then go on to explain what Money Mastery is.  

Giving each E.P (Education Point) a title that communicates an image of creditable 

knowledgeable authority.       

 

 

b)  WHY - tell them why it is important, the big reveal – why do they need to know? This should 

be backed up by statistics or a story. Here you need to educate your reader on why they should 

care about this fancy E.P (Education Point) you’ve just told them about. Provide statistics or 

examples that will help the reader identify with real life.  
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An Example of Why  

Business: Bookkeeping Business or Accounting Firm 

I.C (Ideal Client): Small Business Owner with less than 10 employees 

C.O (Core Offering): Monthly Bookkeeping Service 

S.P (Specific Problem): Business owner Stress because of inconsistent cash flow 

 

E.P (Education Point) # 1:  

Did you know that by getting a 3% change in your (3) three cash flow drivers that you can 

generate a cash flow swing of 10% in your company’s cash flow e.g. If you are a $900k business, 

that is an extra $50,000.00 cash in your bank account. Did you know that this can take less than 

30 minutes per week to review these 3 drivers?  Now is 30 minutes of your team’s time worth 

$50,000.00 in cash flow?  

 

 

In this example above, do you think the reader is motivated to read on … You Bet!  

c) HOW - how can they solve it – giving them the solution to the problem by what you offer, 

generally with a statistic, example or story 

How: can your reader do something with this information now? Here we need to provide some 

actionable tips or strategies they can act on. This step (the What, Why, How) in the 3pt process 

is pretty key. You are going to provide some value but not give away the whole farm. This 

process of Educational Points (E.P’s) is to lead the reader to your offer.  

An Example of How   

Business: Bookkeeping Business or Accounting Firm 

I.C (Ideal Client): Small Business Owner with less than 10 employees 

C.O (Core Offering): Monthly Bookkeeping Service 

S.P (Specific Problem): Business Owner Stressed because of inconsistent cash flow 

 

26



E.P (Education Point) # 1:  

You may identify the 3 cash flow drivers and explain a little more about them. But then you’d 

follow up with an offer like this to get them to take some action. 

“To get templates or /an instructional video on how YOU can get regular feedback on your 3 

cash flow drivers, visit www.cashflowdrivers.com and download the FREE Cash Flow Freedom 

Tool” 

 

 

Now use each of the E.P (Education Points) sheets on the following pages to write your copy. 

Make it as long as it needs to be as you will be using this copy or a part of it for a variety of 

vehicles.  

 

Give them a sample of what you offer by providing minimal-based knowledge – just enough to 

entice them to learn more. This then leads to the Call to Action.  We are educating here. This is 

where you need to be knowledgeable about your product/service and the reason why it’s a fit 

for your customers.  

 

Can you make them up? Well they can’t be false but you can be creative….  

Content can be re-purposed from your ad copy on your sales page (brochure, booklet), landing 

page on your website, a free report (white paper) a webinar etc. …..  

 

e.g. I once worked with a client who was really struggling with his E.P.’s. I said to him 

“You’ve got to have your three E.P (Education Points)” to which he replied “I’ve only got one 

thing”  

 

I subsequently advised him to put three points in the ad, and he said “But I’ve only got one, I’ve 

only got one secret”. What he didn’t realize that the three secrets (three important factors that 

invoke curiosity) were there all along.  

 

By providing your customers with the problem (the what), the need (why) and the solution (the 

how), these three things should lead into your offering. Make them see the value in your 

product/service. Create an offer they can’t refuse. 

e.g. If you were using Google AdWords, there won’t be a whole lot of copy, it will mostly be 

driven by the Headline, and the Call to Action will be the link which leads to a sales page. The 

sales page or landing page (important) is going to be more expansive and contain the full copy 
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and it’s going to go through the WHAT, WHY, HOW. Then it will link back and give them the 

offer to take action, for example: 

 Signing up for a webinar 

 Downloading a free report 

 Calling a phone number for a free consultation 

 Coming to an open house day 

There are many ways to get people to take action… 

Remember you are doing this for a single campaign at a time, do not overwhelm yourself. Give 

your attention to ONE Offer, which is ONE Ideal Customer, with ONE specific problem and ONE 

core offering…containing all Three parts… so that you can take what you have formulated and 

test it in the market place to see if it provides results.  

If you are a business with many ideal clients and core offerings – you will have a section for 

each individual offering with its own applicable content. The idea is not to overwhelm – you are 

not writing out content for every single product you have – just start with one, complete it and 

test it and see if it generates the response you want. 

In your workbook - Write out your education points of What, Why and How to engage, educate 

and provide value to your customers and provide a lead back to the Call to Action. Remember 

this is for One problem, One customer type and One offer.  (Minimum of Three, maximum of 

Five)  
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Your Education Point #1 – Tool  # 13 

What: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

Why: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

How: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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Your Education Point #2  
 

What: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

Why: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

How: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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Your Education Point #3  
 

What: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

Why: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

How: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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Your Education Point #4 – (Optional) 
 

What: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

Why: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

How: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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Your Education Point #5 – (Optional) 
 

What: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

Why: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

 

How: 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 

______________________________________________________________________________ 
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Selecting the Advertising Vehicle for your Campaign and Bringing it All 

Together. 

Now that you have some content, it is time to select an effective vehicle (or vehicles) that will 

create the highest return on your investment and see how they will work together. The 

explosion of On-line media makes the task of choosing the right mix of media challenging at 

best. 

A key consideration behind your choice of vehicles is the metrics and numbers which are 

required to make it successful. Here we're going to give you a short introduction to some of 

those numbers so you can get started. Keeping mind, in Module 6 we’ll be going into 

considerable detail about Return on Investment (ROI’s) calculations and analysing all the 

numbers you need to look at. For now let’s just take a glimpse. 

Thought: How will you measure the advertising campaign: a Promo, Coupon, FREE Sample, 

Contest, or just on sales spike? 

To be able to look at the numbers, first we need to review some of the advertising vehicles 

options . Bearing in mind that the next modules (#3, 4 and 5) are focused on the TOP 7 vehicles 

that we recommend you look at.  

 

Brick and Mortar Marketing “In-Store & Networking” 

● Billfold, Buck slip, Rack Card 

● Brochure - 3 Fold Flyer &/or Booklet 

● Business Cards 

● Clothing and Apparel 

● Draft - Quote Marketing 

● Invoice Marketing 

● Point of Sale Flyer 

● Referral System, Process 

● Showroom Merchandising & Displays 

● Signage (Building and Auto) 

 

 

Traditional Marketing “Offline” 

● Billboards and Off-Site Signage 

● Direct Mail – bundled or solo drop to your trading area only: Flyer, Post Card etc. …. 

● Event Marketing 

● Newspaper (Print): Local / Community Paper, City, National 
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● Magazine, Trade Journals 

● Radio, Television 

● Sponsorships 

● Structured “Strategic Alliance” 

● Telephone Directories (Print) e.g. Yellow Pages 

 

 

Internet Marketing “Online” 

● Active website with Natural SEO (Search Engine Optimization)  

● Active Google Places – for mortar and brick stores: location, your hours, features, 

coupons etc.  

● Business Blogging 

● Data Base Management & Email Marketing 

● *Google AdWords Advertising – Classic for Computer and laptops 

● *Google AdWords Advertising - Mobile Internet Marketing for Smart Phones and Tablets 

● Other Internet Marketing with Google’s relatives Yahoo and Bing 

● Other On-line Directories (Yelp, local Chamber of Commerce and many more) 

● Newspaper – Online Publication 

● SMM (Social Media Marketing) – Google+, LinkedIn, Twitter, Facebook and Face Book 

Advertising 

● YouTube – Publishing Videos and YouTube Advertising 

● YP.ca – Yellow Pages Online Directory 

 

* If just the thought of using Google AdWords makes your palms sweat – don’t worry! This will 

be covered in plenty of detail in Module 3! 
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An Intermediate Summary 
So far we’ve discussed marketing as a whole, types of marketing, campaign flow and how to build all the 

components you need to be ready to execute. Let’s do a brief summary of the key stages and show you 

how to bring a campaign together ready to launch. 

Stage 1 – Establish a goal for your marketing campaign 

Stage 2 – Map out the steps in your campaign flow 

Stage 3 – Work through the six-steps of your Campaign Components 

Stage 4 – Choose the vehicles you're going to use 

Stage 5 – Re-Purpose your content suitable for each vehicle that you’ve chosen 

Stage 6 – Execute 

There is one more stage that we didn't include, which is vitally important. We have left this stage out 

intentionally to keep things simple in the early phases of this program. The missing stage is looking at 

the numbers and metrics behind your marketing campaign. Getting into the numbers is not usually the 

favourite part of marketing for entrepreneurs, however knowing this information is vital to ensuring 

your marketing is making you money. 

In the last part of this module we will give you an introduction to the ROI calculation and further on in 

Module 6 we will go into significant details that will make you a master. 

Now that we’ve covered stages 1 - 3 in detail, and a quick introduction of stage 4, let’s take a look at 

stage 5: Re-purposing your content. Below is an example of how this might look.  

Example of Re-Purposing your content: “Bringing it all together”  
Business: Bookkeeping Business or Accounting Firm 

Goal of Campaign: 

To build our company database of potential customers. To drive people to the website 

www.cashflowdriver.com and opt into our database. 

Campaign Flow 

1) See Ad in one of the vehicles chosen →  

2) Take them to a Web Page where they can opt in to receive the free information →  
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Campaign Components 

Step 1 - I.C (Ideal Client): Small Business Owner with less than 10 employees 

Step 2 - C.O (Core Offering): Monthly Bookkeeping Service 

Step 3 - S.P (Specific problem): Business Owner Stressed because of inconsistent cash flow 

Step 4 - Headline: 

 “3 Simple Secrets Successful Business Owners Know That Enable Them to avoid the Stress of 
Inconsistent Cash Flow” 

  

Step 5 - Creating the Offer, with Call to Action: 

 Register to get FREE access to templates and instructional video that will enable you to free-up 
your cash flow by 10%! 

  

Step 6 - Copy: 

Did you know that by getting a 3% change in the (3) three cash flow drivers can generate a cash 

flow swing of 10% in your company’s cash flow. e.g. If you are a $500k business, that is an extra 

$50,000 cash in your bank account. And did you know that it can take less than 30 minutes per 

week to review these three drivers.  Now is 30 minutes of your team’s time worth $50,000 in 

cash flow? To get templates and instructional video on how YOU can get regular feedback on 

your 3 cash flow drivers, visit www.cashflowdriver.com and download the FREE Cash Flow 

Freedom Tool 

Vehicles 

Your choice of Vehicle for this campaign: Newspaper, Radio and AdWords 

Re-Purpose Content 

For AdWords: we are simply going to use a headline and a sub-head that will link to the website 

landing page 

For Radio: we will use pretty much the headline and text verbatim. It will be a 30 second spot 

that will mention the website at least twice.  

For Newspaper:  we will also use the headline and copy as written above however it will be 

formatted with the Headline taking up 25% of the Ad space. We will also incorporate a colour 

picture of someone smiling while reading their bank statement. The word FREE is bolded and 

the website link will be in colour.  
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Your Campaign Creation Tool – Tool # 14 

 

Use this one-page template to compile and summarize your campaign. This is a summary page you will 

use for every campaign you create in the future.  

 

Ideal Customer: ______________________________________________________________ 

Core Offering: ______________________________________________________________ 

Specific Problem: ______________________________________________________________ 

 ______________________________________________________________ 

Headline:  ______________________________________________________________ 

 ______________________________________________________________ 

Offer:  ______________________________________________________________ 

 ______________________________________________________________ 

 ______________________________________________________________ 

Copy:  

Education pt 1 -  ______________________________________________________________ 

 ______________________________________________________________ 

Education pt 2 -  ______________________________________________________________ 

 ______________________________________________________________ 

Education pt 3 -  ______________________________________________________________ 

 ______________________________________________________________ 

Education pt 4 -  ______________________________________________________________ 

 ______________________________________________________________ 

Education pt 5 -  ______________________________________________________________ 

              ______________________________________________________________ 
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Campaign Costing and Introduction to ROI (Return on Investment) 

In Module 6 we will go into a lot of detail around costing and  marketing ROI. For now we want to 

quickly make an introduction to the basic concepts to plant the seed with you and get some base 

knowledge. It is hard to make good marketing decisions without some thought around the return 

required.  

Below is a simple tool to walk you through how to calculate the costs for your campaign. It will then run 

you through how to project or examine the required results to make the campaign worthwhile.  

 

Marketing Campaign Analyser Tool – Tool # 15 
Cost of Your Campaign (where applicable)  

● Postage $__________ 

● Printing $__________ 

● Commissions $__________ 

● Ad Placement Fees $__________ 

● Wages $__________ 

● Sample Kits $__________ 

● Design Costs 
 

PPC Budget 

$__________ 

$__________ 

T.C (Total Cost) of Campaign  $__________ 
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Campaign Break Even (BE) Worksheet – Tool # 16 

 

BE (Break Even) = TC (Total Cost) of campaign / divided by your GM (Gross Margin) 

 

Notes:  

GM (Gross Margin) = Your CO (Core Offering) selling price - COG (Cost of Good) = Gross 

Margin 

GM =    CO Selling Price $100.00 – less your COG $60.00  = $40.00 or 40%  

BE (Break Even): total campaign cost /divided by your GM%  = BE 

Therefore, if the cost of a campaign was going to be $2000 the Break Even would look like this 

  $2,000 / 40% = $5,000.00 estimated Break Even for this campaign    

Gross Margin Module # 1 Tool #?    

 

BE =  (TC) ________ / divided by (GM) _________ = $ ____________ Estimated Break Even 

 

It is also important to understand that we don’t really want the result of the campaign to be 

Break Even (although sometimes that is OK if you know your ELP is going to make up for it). It 

can be a good idea to factor in a profit multiple for your campaign. Here’s what that might look 

like.  

 

Cost of Campaign = $2000 

Require ROI = 300% (3 x campaign cost) meaning you want to make $6000 from the campaign.  

New Cost Base (Campaign Cost + Profit) = $2000 + $6000 = $8000 

New Break Even (to achieve $6000 profit) = $8,000 / 40% =  $20,000 
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Forecast Your Sales for this Campaign 

Now that we know the break-even point for the campaign in terms of Sales ($), we want to 

translate that into estimated # of sales and # leads required. Looking at the number of sales and 

number of leads helps us to form a picture of what is required to be successful.  

 

 

To make this calculation you’ll need to know: 

1. the average value of a sale for the C.O you are focusing on. We’ll call this Average Sale 

Size (A) 

2. your historical conversion rate from lead to sale for the C.O you are focusing on.  We’ll 

just call this conversion rate (C). 

 

If you don’t know these 2 numbers, play around with a few guesses in the formula below to 

start to get a feel for the impact changing the variables (A) and (C) have on the number of leads 

required to achieve your goal.  

 

Here is the calculation:  

 

Sales required (get this from your Break Even exercise previous) divided by (A) average sale size 

divided by (C) Conversion rate.  

 

Example:  

Sales Target (S) : $20,000 

Average Sale Size (A): $500 

Conversion Rate (C): 25% 

 

Therefore: $20,000 / $500 / 25% = 160 Leads.  

 

What this final calculation tells us is: for us to generate a 300% return on this investment, the 

campaign will need to generate 160 new leads.  

 

Fill in the blanks below with your own numbers.  

 

Required Leads = (S) _________     /  (A)  __________    /  (C) $__________   =   $___________ 

 

Now you can go back and look at your vehicles and the size of the market that will see them to 

make an educated guess as to whether those numbers look feasible. If you looked at the 
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number of leads required and knew the newspaper you were going to place your Ad in had a 

circulation of 1500 people (very small town), it would be fair to say that your goals are 

unrealistic for that newspaper. To be successful here, you’d need to convert 10.6% (160/1500) 

of readers into a lead.  

 

If however the circulation was 20,000, that would mean you need to convert 0.8% (160/20000) 

of the readers into leads. How broad your market is within those 20,000 readers will determine 

your likely success rate. However needing a 0.8% conversion rate is far better than needing a 

10.6%. 

 

Forecast Sales = (L) _________     x (C)  __________    x (S) $__________   =   $___________ 

 

Module 2 Summary 

In this module we’ve covered a lot and you should feel well armed to begin your first marketing 

campaign!  

The key to getting started is to just pick one area of focus and make a start. Don’t be concerned about 

making it perfect, just get it started. As you practice, you’ll become more comfortable with the material.  

As you work through it, be sure to write your questions down and submit them via email at least 24 

hours prior to the conference call.  

In our next 3 Modules, we’ll be diving into the Top 7 Vehicles we recommend to make a robust 

marketing program. In the final module, Module 6, we’ll cover off how to keep it all under control with a 

marketing calendar, and also look at the numbers in more detail.  

 

 

  

 

 

 

 

 

  



Module Wrap-up 

You have now completed Module 2 and are a third of Congratulations! 

the way through the program! Here’s a look at the tools you have so 

far: 

 

Module 1 Module 2 

  
Marketing Purpose Tool (Tool #1) Campaign Flow (Tool #9) 
Your Customer Characteristics (Tool #2) Creating your Campaign (Tool #10) 

Finding your Sales by Customer (Tool #3) Marketing Headline Worksheet (Tool #11) 

Top Five – Sales by Item (Tool #4) Marketing Offer Worksheet (Tool #12) 
Top Five – Profit Margin Products (Tool #5) Creating your Education Points (Tool #13) 

Creating your ICP (Tool #6) Campaign Creation Tool (Tool #14) 
Creating your USP (Tool #7) Campaign Analyzer Tool (Tool #15) 

Your Marketing Blueprint (Tool #8) Campaign Break-even Worksheet (Tool #16) 

 

Now start your engines for Module 3.....! 
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