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[background conversation] 

 
00:09 Brett: Hey everybody. Welcome. We are live. And hey, so this is your chance. I've gotten to 

field a lot of questions from the live audience here, everybody who's at home. We have a couple of 

questions to get it going. But on this feed right now, please post your questions. And in the 

comments, we actually have someone who's grabbing them and going to put them onto The Myth, 

The Legend, The Voice. Robert will be reading the questions. 

 
[background conversation] 

 
00:53 Brett: Robert's gonna read the questions. And then, if for some reason we can't get to your 

questions, feel free, if you're watching the replays, you have questions, post it in the groups, Okay? 

Or in the group. Post your questions in the group. Let's get started. Let's do the Q&A. Robert, do 

you wanna kick it off? 

 
01:08 Robert: Yes. Meghan asks, "I'm not capturing a significant portion of those who click on my 

original Facebook ad in ManyChat. Is this normal? I've learned recently about using another new 

ManyChat option that circumvents the "get started" message that pops up when using the messenger 

reference URL. It's called JSON. Has anyone else used it? Might we see how to... How videos are 

used in the near future? 

 
01:42 Brett: You guys can answer that. You guys messed around with both, right? 

 
01:45 Robert: Yeah, totally. 

 
01:46 Kyle: Yeah. 

 
01:47 Robert: I guess I can share my experience, really well, when it comes to using JSON. When 

I first saw it, I was all... I'm like the biggest number one JSON fan. 

 

01:58 Kyle: You loved it. 
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02:00 Robert: And I was just like, "We should try JSON in everything." And really this is what I 

found, is if the... So one, the constraint is, you cannot use a video. And it's only image driven. And 

it's only through using traffic. And so, it limits you on what you're able to use as far your shareable 

content. So when that may or may not cause an issue. The second aspect is that when you select the 

image itself you directly go into your subscription, which just causes your ManyChat sequence to 

just fire off straight off the bat. This actually could be a negative thing if someone is just trying to 

scroll past your particular picture, and not want to actually get involved with it. They push it, and 

then lo and behold, you have someone who's not even anywhere near, wanting to be inside of that, 

now trapped inside. So, to test it out, this particular theory, what I like to do is, I like to make an 

easy escape route when using JSON. So really, "Hey, first name, so excited that you're part of 

whatever it is that we're trying to sell. Do you really want this? Do you really wanna see this?" And 

then push, "No. No, thank you," or, "Yes." And then I found out, really, that about 90% of the 

people who came in through that method were like, "Hey, I don't want this." 

 
03:29 Robert: So I'm just saying, I would probably not use JSON. It's not the most efficient way. I 

really like how Brett said, "Hey, reference URLs is the way to go," because it takes an effort to find 

a link, to press a link, and then to press the buttons that will subsequently follow. And someone 

who's willing to do that is probably more than willing to be a warmer lead, than someone who's just 

wanting to click on a picture. 

 
03:54 Brett: I agree. And then it takes away any potential unknown subscriber, as well. 

 
04:00 Kyle: Exactly. 

 
04:00 Brett: A subscriber that really didn't intend to be on your messenger list, and doesn't wanna 

hear from you again. 

 

04:06 Robert: Next question: How often do you send direct messages, and in what instance do you 

send direct messages to your entire list? Can you send direct messages to only a certain segment of 

your list? 

 

04:19 Brett: So, each one of us will probably have a different answer, but it really depends on what 

expectation you've set up with your audience. So if these guys do a give away, one that says and 

ends with, "Hey, do you wanna be notified every time we do a give away?" Well, and they say, 

"yes", they could notify them very often. If I do one that ends with, "Hey, here's your promo code. 

Here, go buy this on Amazon," then that's one where I'm probably not going to message them very 

often, at least until I get another form of invitation to do that. So it's not a blanket answer. What I 

would recommend, as much as possible in your funnel, is end it to where you're asking them, or in 

the process ask them, "Hey, do you want me to notify you about this stuff?" And whatever that is, 

when you do that it will create a scenario where you're not bugging them. But man, people don't 

like to be bugged. They will unsubscribe faster than they subscribed. So, just be careful with what 

you're doing on that, and do everything in your funnel to ask them if they wanna hear from you 

again. 

 
05:35 Robert: So that was in regards to a segment of that particular, but how often, for instance, is 

Dynasty messaged all of Dynasty? 
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05:43 Brett: All of Dynasty, we did one time. Black Friday. Other than that... And it was amazing 

to watch what happened. 

 

[chuckle] 

 
05:51 Brett: And it was awesome. But it was the right timing for it. It's Black Friday, we're a toy 

company. Everybody expected that. Other than that, we tried to send out a message. We ran a sale 

for our [06:01]  caps to the flag and it bombed. I'm sorry, we've done it twice. One went 

awesome. One totally bombed. So you gotta be really careful with your timing. That's what we 

learned, especially with a large list. 

 
06:14 Robert: Our next question is, have you ever retargeted to a lookalike audience and saw that 

your metrics specifically your view to share ratio went down? If so, what did you do? 

 

06:26 Brett: Yes, lookalikes are Facebook's best guess on matching the data. It doesn't mean 

Facebook got it exactly right. So yes, we've seen a lot of lookalikes. But the more ads you run, the 

more data you give Facebook, the better the lookalikes will become. So yes, we've definitely seen 

that. And my suggestion is, continue running the ads so that Facebook can learn and find a better 

lookalike audience for you. 

 
06:55 Robert: If you were offering coupons, giveaways, etcetera, will you still retarget or will you 

message the entire audience directly? 

 

07:05 Brett: Quick pause on that. Tyler, I have a question for you 'cause we've been talking about 

the promos and stuff. Do you... 'Cause I know you guys... [07:12]  used to be under [07:13] 

  labs. Do you have any opinions on the promo codes and the effect on the algorithm? 

 
07:18 Tyler: Promo codes don't have... The value of promo codes and launching products that way 

does not have the value that it once had. 

 

07:29 Brett: For sure. Yeah. 

 
07:30 Tyler: It's also... It's dicey now. If you think that you're gonna go in the same way that you 

once did and do that then it's going to not be the same and you're probably gonna get struck down a 

little bit for it. Some people... No one really knows the effect it has. Obviously the things that 

Amazon cares about are easy to see still, which are being optimized in your listings, sales, traffic, 

conversion rate. All of those things which is like what the proven audience formula is about. As far 

as using promo codes, the real value for that is having the high conversion rate. It's about having the 

sales. That's how that it affects it. I would say as far as just using... So people theorize that having a 

promo code alters what it does to the algorithm. 

 
08:31 Brett: The level of impact it has on the indexing. 

 
08:34 Tyler: Yeah, I have no clue about that. No one has the answer to that... 
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08:37 Brett: I was interested. It was almost like I didn't wanna answer that question and I meant to 

ask you earlier because... So we ran... Or my best example is with our striker pack. Unintentionally 

that video did well and then we started running promos on it and we saw it go from completely 

irrelevant on Amazon's index to pretty relevant over a period of time. And most of the sales... And 

they weren't 99% off promo codes. They seemed more authentic. So I was just curious if you 

thought... Okay. This is totally a Brett theory, but I have a theory that because we're bringing 

outside traffic into Amazon, it's converting. That Amazon's rewarding that in a heavier way than it 

typically would with a promo code. 

 

09:29 Tyler: Right. I mean there might be validity to that. I couldn't really speak to that. What I 

would say is the keys that I key in on there is one, that you're bringing outside traffic. You're 

bringing traffic that's converting and is... You know you're not doing the high percentage off. 

Additionally you're doing it over time, right? So... 

[overlapping conversation] 

09:49 Tyler: One of the things that I've seen with Amazon is they care about consistency, right? 

 
09:53 Brett: Right. For sure. 

 
09:54 Tyler: If you go from zero sales to 50 sales and then back down to 0. Your product might 

index for a little bit there but it's not gonna keep doing it. 

 

10:04 Brett: Yeah, that makes sense. 

 
10:05 Tyler: So that's more the key as far as I can see... 

 
10:08 Brett: Yeah. Sorry I didn't mean to get side tracked. But I meant... And that was a good 

question to ask, before I keep saying, "yeah use these promo codes on Path." And everyone's like, 

"Well that didn't do anything." So anyway. Sorry. What was the question again? 

 

10:22 Robert: Well, it disappeared. 

[laughter] 

10:27 Brett: Well I hope that helped answer some of it then. If that was your question go ahead and 

repost that and we'll grab it again. [10:32]  can regrab it. I just didn't wanna answer a promo 

code question without knowing more about it. 

 

10:38 Robert: Oh here we go. If you are offering coupon codes, giveaways, etcetera, will you still 

retarget or will you message the entire audience directly? 

 

10:50 Brett: I would honestly retarget. I wouldn't message. Yeah, I'd retarget. 

 
10:56 Robert: Our next question. If you have a small group page. Would it be a good idea to invite 

a bigger group to come into that, that has the same niche? 
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11:10 Brett: I think that's more your guys' alley, right? Groups. 

 
11:15 Kyle: Yeah, I think that you could propose something to the other group admin and be able 

to collaborate and actually come together and join the groups. Because I think that you'd have a 

stronger force and you might have something to offer to their group that they have and they have 

something to offer to your group so there's an even switch. But I would say that there's a benefit to 

actually joining groups because you grow your audience, they grow their audience and it's a win 

win. 

 
11:42 Robert: Yeah, to that point. If its a niche and even though it might be in the same type of 

genre of things I would go in really steady what the posts are being said, how their interactions are. 

Because even though it could be like a topic of cooking for instance, it could be different types of 

cooking, and to blend them together might not necessarily be the most smartest thing to do because 

it's something specific. But if we're talking just in generalities, I would say sure, but it's also about, 

to Kyle's point, talking to the admins. What does it look like to create a sense of a larger community 

without stepping on anyone's toes? And then, from a logistical standpoint, I wouldn't ask the larger 

group to come into a smaller group but rather the smaller to jump into the larger because you'll see 

better migration in that particular regard. Mike asks "Is there a ratio for discount offerings to normal 

sales price"? 

 
12:49 Brett: Meaning, that's kind of what I was, that was some of the basis of my question to Tyler. 

Look, this is theoretical. I try not to go past 50% because of what I experienced in Amazon's 

algorithms before when they changed that dynamic they didn't honor the higher promo codes. So I 

try to stay 50% or below on a promo code side because I want Amazon to think it's a authentic 

purchase. That's my goal. Do I have any data that supports there's a difference between 60%, 50% 

and 40% and the impact of it? I have zero. But I do, just as a general rule on my side, try to stay 

around 50%. 

 
13:42 Tyler: I think that's a good answer, yeah. 

 
13:45 Brett: Okay, cool. I'll take it. 

 
13:47 Robert: Sherry asks "After we shoot a short video to use on ManyChat, how do we upload it 

to get a URL? Can you use YouTube?" 

 

14:00 Brett: From what I know, you just upload the mp4, right? 

 
14:04 Kyle: Yeah, you just upload it into ManyChat. 

 
14:06 Brett: Yeah, you actually just upload the file but if the file's too big, you would have to give 

a link to something external because... You said the file size limit before, what is it? 

 

14:17 Kyle: Well we've done one at like 45 seconds that worked. 

 
14:20 Brett: Right. 
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14:21 Robert: It's about 25 megabytes, so it's not super huge to go pretty extensive within that. If 

the question is can I take a movie and play it within a ManyChat sequence, that's specifically what 

we're trying to get across. So if the file large is bigger, you could use either YouTube or some type 

of external like Google doc that would host a reference URL link to then place inside of that 

particular sequence you're trying to get. 

 

15:01 Brett: That makes sense. 

 
15:04 Robert: So Jonathan asks "Does PPI work for Merch by Amazon using Amazon marketing 

services, meaning, should my Merch business be keyword driven by running exact match ads via 

AMS to find golden gaps?" 

 

15:26 Brett: I could take a shot at it, I don't know Tyler if you have experience on AMS, we don't 

have a ton so I can take my stab at it but... 

 

15:32 Tyler: I don't have a ton either but again, I'll be happy to do the same once you're done. 

 
15:35 Brett: Yeah, so, we haven't done... AMS basically is a work around to be able to advertise, 

it's Amazon Marketing Services, it's the ability to advertise your Merch. We haven't played around 

with it a ton but it is a way to validate search terms for your Merch stuff. Yeah, that's one way to do 

it. Whether it helps you index or the ability to get it to really have an impact on your bottom line. 

It's debatable. Maybe at some point soon they'll have sponsored ads for Merch specifically. 

 
16:17 Tyler: Agreed. 

 
16:18 Robert: Okay. 

[laughter] 

16:21 Robert: Fantastic. Thank you. So this is an interesting question Brett and then maybe you 

can explain a little bit more, so the first part is "What video was more effective?" so that's the first 

part, "the one with Brett's kids while he spoke with the text link or the spider with the hand written 

message signs". So, "which video was more effective". 

 

16:42 Brett: I think they might have that a little... Oh, oh, the hand written, oh, I gotcha. For the 

birthday. It depends on what audience I was going after. So the spider video with my kids, or 

basically any video with my kids, my two daughters are adorable so they're actually now in our 

business known as the Olsen twins. [laughter] They're like our cheat sheet of getting a video to 

work, but they worked very well with grabbing the attention of a cold audience. So there's a big 

difference between a cold audience and a semiwarm audience and what that means is I can have 

my girls and the bug crawling on the ground and that grabs the attention of someone who didn't 

even know about us or that we exist. The birthday video, however is a different style of video, that's 

one going to our current audience or someone who does know we exist. So, the birthday video 

would not be that effective if I tried to use that to an audience who did not know who we are. So, 

they're both effective in different ways. I don't think the birthday video would translate to a cold 
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audience. I think it'd be highly ineffective. So you just gotta know what video you're using and why 

you're using it and who you're sending it to. A lot of layers to think through before you just blast a 

video out. 

 
18:15 Robert: So next question is, are our list, Facebook messenger list, or Facebook group page 

list, do we use ManyChat to look at, track our list or do you use Facebook to manage our list? 

Should we also build an email list separate from our Facebook messenger list? 

 
18:38 Brett: Totally can build an email list separate. We do have an email list going. To be totally 

honest, I don't even know what it's at right now because we rely so much on Facebook messenger, 

our easy texting and our retargeting. But you can... We use ManyChat. ManyChat is just a software 

tool that helps you organize and do different things with your messenger list. Your true messenger 

list is on Facebook, meaning ManyChat does not hold your messenger list, it's Facebook that has 

your messenger list. So you could manage... You could completely manage your messenger list 

from Facebook, there's just not as many options, that's why ManyChat exists. 

 
19:22 Tyler: Can I speak to the difference in lists for a second? 

 
19:25 Brett: Yeah. 

 
19:26 Tyler: So I think something that's important to keep in mind if you're building a Facebook 

list and a email list even if those contain the same people, oftentimes how you speak to your 

audience in this two different formats needs to be tailored to the format. 

 

19:43 Brett: For sure. 

 
19:43 Tyler: So keep in mind that the more casual, you know, Facebook if you're messaging 

someone, you're gonna be more casual than if you're writing them an email. Doesn't mean you have 

to go super formal to your audience but that means that you might need to tailor it a little bit more 

based on that. So just keep that in mind if you're building up these things for the first time. 

 
20:06 Robert: Do we want to create a new Facebook page for each different type of audience or do 

I just have one Facebook page that I run different shareable content trending different interests? 

 

20:20 Brett: You guys take a shot at that. What do you guys think? 

 
20:23 Kyle: Yeah, you actually have the ability to... When you're creating your custom audience, 

you have the ability to choose from any of the pages you have admin access to. So that's actually a 

benefit inside of the custom audience, so it's not really a matter of if you have multiple pages, 'cause 

you can still create an audience based off of everyone who opted in through one Facebook page. 

 
20:48 Robert: What I like to do for, as far as organizing if I'm like looking at an audience, is not 

looking at something in regards to I'm running a specific campaign, so I need a new page for that 

particular campaign but really it's a genre type of feel. So and I'm doing tshirts and Merch. Kyle 

and I created a Facebook page that's called "Surprise Surprise Apparel." And so within it we run 

particular ads that kinda fit that particular genre of things. If you're running something that has to do 
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with cooking utensils, you're probably not gonna wanna run it through something called "Surprise 

Surprise Apparel", 'cause that just doesn't fit right. But it's not necessarily necessary to create, again, 

different pages for different type of ads that you might be running. Tammy writes: What type of ad 

would you run for a one off item? Explain? A house or vehicle? Would you still try to build an 

audience and what would that look like? 

 
22:02 Brett: Yeah, I think anything that you're doing... Remember when I said build an audience 

that's why I focused even on the retargeting side. If you do a video, let's say you're trying to sell a 

truck. And you do a one minute video of the truck, the inside, the outside, the tires, everything like 

that and maybe you don't even sell the truck, maybe you don't even get any subscribers, okay. But 

you had people who watched 50% or more of that video, that's still technically a list or you're 

beginning to create leads that are interested in watching something like that. So in a way you're still 

building an audience so I wouldn't change a lot of the ways we do it. I would just make sure you 

understand even when it feels like you're not getting traction, you are in some way getting traction 

if you use the custom audiences. 

 
[laughter] 

 
22:55 Robert: And our next question is, how would you guys suggest using Path for Amazon 

affiliate marketing? 

 

23:02 Brett: So it's something we're definitely looking into. I think one of the beautiful things 

about it is you don't have to come up with a shareable content necessarily, I mean Amazon has so 

many different products, so many different things that you can use. But you do have to make sure 

you follow Amazon's terms of service. So one of their biggest things are you actually can't link 

from the ad directly to Amazon, you have to have it on your own landing page that redirects 'em 

over to Amazon. So just, my main thing on the... Path works beautiful with it, as long as you follow 

Amazon's terms of service, that's really, really important. 

 
23:46 Robert: Ron asks. I'm wondering what does one who has no employees should do to run all 

the engagement activities like live, contests etcetera and not a front of the camera type of person? 

 

24:01 Brett: [24:01]  Hey, I feel you man, I'm not either. And I'm having to sit up on this stage 

right now. Okay. Look, take one problem at a time. Don't try to solve all of them at once. Start with, 

can you get an audience? You get that going, then you have a good problem. Figure out how to 

entertain that audience. But don't try to do all of it at once. Get the audience first. I promise it's a 

good problem. Find good problems. 

 
24:28 Robert: So our next question is, was there a reason that you did not create a group for 

Dynasty, and versus just having a page? 

 

24:36 Brett: It's something we've thought about. It's not out of the equation. A lot of this stuff... To 

the last question, we can only do so much as it's growing. And so we're always trying to catch up to 

the growth and a Dynasty Facebook group is something that we've talked about. We just are 

figuring out, how do we facilitate that and do it at an excellent level? Groups are not easy to 

facilitate and so we just haven't opened up that Pandora's box yet. Different Dynasty team members 

have told me, "Brett, we're not ready for that yet." And I agree with it. It's just one of those things 
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where once you open up that box, you gotta make sure you keep a certain tone in there, level of 

engagement, you have different policies, it's just another thing you have to monitor. So I think it's  

something that will come, but we gotta figure out the "why" behind it, what are we really 

accomplishing in that group, who's it for, how are we serving them, what problem are we solving? 

We don't just wanna open up something to open it up. 

 
25:39 Robert: How do you know if an ad is a winner, and how much approximately do you guys 

pay for each subscriber? 

 

25:47 Brett: The biggest way, again this is where Path's changing in my opinion, and you guys can 

add whatever you feel 'cause I think each answer would be a little different. But I think now the 

way I gauge whether an ad is a winner or not is, in the comments section, how are people being 

affected by your ad? Meaning, are they having a happy experience, are they angry at your ad, are 

they wanting to know more? So now when I'm trying to gauge whether something's being effective 

or not, I realized that the comments typically will reflect the shares, meaning when they're 

experiencing a lot of awesome stuff, they're going to share it more. So I tend to look at the 

comments and try to understand, what are they experiencing as they're going through this? Am I 

actually solving a problem by whatever I'm offering? So my biggest gauge of whether something's 

working or not is the comments. We really have dedicated staff into the comments. I feel like that's 

our best way to talk to someone who wants to talk. The shares, everything else, is a byproduct now 

of the social proof in the comments. Comments are such a strong area of social proof. 

 
27:07 Brett: As far as how much it costs us to get a subscriber, it costs as low as 50 cents all the 

way up to $5. It just depends on what type of person you're trying to get, what season you're trying 

to get them in and basically, what's the going rate for that type of optin. So it's a wide spectrum and 

really you wanna do it so that it fits your business need. I don't think it's one of those ones where it's 

gonna be, "Here's the cookiecutter amount you should pay per subscriber." 

 
27:41 Kyle: Yeah. And just to add to that, I think we've said it multiple times, but don't grow 

emotionally attached to one video that you made. You might think it's the greatest thing ever for the 

audience. 

 

[chuckle] 

 
27:52 Kyle: You might even get a lot of likes, but if you're not getting comments and shares, like 

Brett says, it's really not gonna gain traction if you just have likes, and that's about it. There's no 

shareable content. 

 
28:03 Brett: Yep. 

 
28:05 Tyler: To that end, there's a concept in standup comedy that is, you have to kill your loved 

ones. Which basically, if you're a comic, chances are there's one joke that you love, but that's the 

joke you have to eventually kill because you move on and go do other things. 

 
28:22 Brett: Yeah. 

 
28:22 Tyler: And so it's the exact same thing, that sometimes you gotta kill the loved ones. 
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28:27 Brett: Yeah. You gotta just not take it personal. 

 
28:30 Tyler: Exactly. 

 
28:31 Brett: That's the biggest thing. Don't take your ads personal. 

 
28:34 Robert: And that's learned. 

[laughter] 

28:38 Robert: Is there a significant difference in strategy, with Path, with regards to online 

business versus a more local business such as a restaurant? Shout out to Tyler. Go dogs, seek 'em? 

 

28:54 Tyler: Woof, woof, woof. 

[laughter] 

28:57 Tyler: Go dogs. 

[background conversation] 

29:00 Brett: I think that regional ads function the same and could be more powerful but they're 

limited as well. You'll be limited to the amount of people you can run them to, but use that to your 

advantage. Local ads are some of the more powerful ads because people have local pride. For 

example, like Tyler just did. 

 

29:20 Tyler: Yeah. 

 
29:23 Brett: So if you can play into that, use it to your strength, but you might not get 15 million 

views. You might get 10,000 views, 20 comments. There'll be some limiting forms to it, but use the 

localization to your strength. So when we run our [29:39]  Your Belinda ads for main street 

events, things like that, people take pride that it's a Your Belinda event on Main Street. They're 

excited that something's happening in Your Belinda, so try to play it to your advantage but 

understand your metrics, they're gonna be limited to that region or area. 

 
30:00 Robert: I'm running a Merch ad. I have 20 subscribers. CPC is 41 cents, spent $22.76. The 

ad has two shares, two comments and three reactions. How do we know when to keep running or to 

test another shirt? Also, do you have any tips for someone using Path and starting the first Shopify 

store? 

 

30:28 Tyler: That's like an SAT question. 

[laughter] 
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30:31 Brett: I was tracking on the numbers. The biggest thing that I heard in that, 'cause I like to 

boil it down to some metrics, my concerning metric on that is you're paying about $10 per share. So 

that, if we would have been filming our breakout session, we were talking about regional ads and I 

said that "Look if you're gonna spend $1,000 on Facebook ads, the only way you make that $1,000 

go further is if you get shares." Meaning shares bring down your cost of advertising. If your cost per 

share right now is $10, it's probably not gonna change that much. You might wanna change your 

shirt type. It's gonna be expensive to get that one to get traction, so my vote would be change in 

shirt. 

 
31:28 Robert: I would also, even going back to what Kyle and I went through through the sloth 

experience could be the type of ad that you're running as well and to whether or not it's connecting 

to it. So if you're saying, "Hey, I wanna pull this out a little bit to see if this idea and concept is 

gonna go" and you're married to it, I would suggest then "Okay well what does it look like to do a 

video as opposed to a picture?" or "What does it look like to have someone wear it as opposed to 

just having a picture of someone wearing it or a video of someone wearing it?" But that just 

depends on how far you're wanting to willing to test it. And then if you are just saying, "Hey, I've 

done this." and just taking a look at that data, I would say that there's something that definitely 

needs to be changed. I have a group of 6,000 plus members, how can I monetize this group if there 

has not been any selling on it up 'til now? 

 
32:34 Kyle: Yeah, so that actually... It's Path. So what you're doing is you're now engaging them 

and you're slowly introducing some of your products, so run a giveaway. It's just like, "Hey, I have 

this product and I just wanna run a giveaway." We saw that with Jim and that Go Pack Go group. 

They knew about the products, but there wasn't much of a giveaway of any of his products. So we 

were like, "Hey, we can slowly introduce this into your giveaways." So, that is one method that we 

found is good to use. 

 
33:12 Robert: I would really ask the question, what is your particular involvement and 

engagement? Meaning from the particular Facebook owner or if you have someone who's on your 

behalf, a moderator of some sort, how are they interacting with your group now? Is it something 

that's just more passive? Are you actually posting? Because then you would wanna start actually 

engaging in that process, I would say as part of your first steps because you don't want to come out 

of left field and just be like buy all my things now. But rather an introduction to who you are and 

really going to Brett's point... How are you gonna build trust? How are you gonna build 

dependability on who you are as this mystery person that was once behind the scenes, now you are 

coming out from behind a curtain? 

 
34:01 Robert: So, I would even process how you're gonna introduce yourself? If you already have, 

then going to Kyle's point of what is it that you're gonna be doing as far as engagement? The real 

question that I would have is what are you wanting to give? And that is really going to be what are 

you going to sow into that you would reap? So what are you going to give so that at some point 

down the line they would be willing to give a little back? So it's not... The mentality shouldn't be, 

"Okay, hey how can I just get up front?" But it's like, "Okay, what I am willing to do, to what level 

and degree to grow this out?" Building the audience is really what it is. 

 
34:41 Tyler: Yeah, totally. The good news for you and for all of you out there is this isn't a new 
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problem. This is the same problem that marketers and people trying to sell things have had since the 

beginning of time. And luckily these guys have laid out a great formula from taking a cold lead, a 

group of 6,000 cold people, cold leads, and turning them into warm leads and ultimately leads that 

are gonna get sales. So, yeah you guys nailed it. 

 
35:09 Brett: It's an age old question... 

 
35:11 Tyler: An age old question, yeah exactly. How do you take someone who knows who I am, 

but doesn't wanna buy from me, and take them to someone who wants to buy from me? 

 

35:18 Brett: We just have better tools to do it now. 

 
35:20 Tyler: Totally. And the process these guys have laid out for you is a great one. 

 
35:25 Robert: What other ways can you suggest for engagement for your audience other than 

going live? 

 

35:32 Brett: Retargeting. That's why I spend the time on it. I mean really honestly because that's 

where you... They get to vote whether they wanna engage with you or not. And I like that. Because 

I am like that, I'm like, "I don't wanna engage with you right now." "I do wanna engage with you 

right now." So I definitely suggest retargeting. Retargeting is a great way to potentially invite them 

for some experience, whether it is a fun game on messenger, whether it's about your sale, whether 

it's about a new release that your company is doing, I highly suggest retargeting. 

 
36:09 Kyle: And just, I shared this too, but an experience of, I used to like RC cars, so somehow I 

was flagged for that, so I got a sponsored ad with an RC car. And I was like, "Oh, that's pretty 

cool." I didn't really feel like checking it out. And I would have felt like weird, if I clicked it and 

then they messaged me. But then they kept... It kept coming back on my newsfeed, and I was like, 

"You know what? I think I really want an RC car." [chuckle] There is power in retargeting because 

you constantly water that seed of, "Hey, I saw that. That looks really cool." And you begin to feed 

that and like, "You know what? I think I want that." So retargeting is ultra powerful. 

 
36:50 Robert: How often do you actually send a message saying, "Buy something from Dynasty 

now that Christmas has passed?" 

 

37:00 Brett: Man, we really don't... We learned a lesson on our [37:05]  caps to the flag one. It 

was just one... So the caps to the flag sale, I don't... It's such a blur to me. 'Cause we haven't been 

doing it for 20 years. We went through our first big Christmas season of having a big list, and so I'm 

just sharing with you what we learned. You have to understand... Okay, the birthday party rental 

model is because we're solving a problem. The problem is parents have birthdays coming up, they 

are going to spend money on it and they're trying to solve how they want that, "How can you solve 

my birthday party problem?" So we don't... We're not really interested in sending them a message 

like, "Hey, buy our new product over here." because what problem are we really solving at that 

point? Nothing. We're just trying to entice them again to buy. So my answer is very rarely now do 

we send a message that, "Hey, buy our product." But retargeting we do a lot. To Kyle's point, we 
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remind them that we exist, and like, "Hey, if you want this right now, it's available." 

 
38:15 Brett: So, as far as messages go, we have not sent a "Buy this" message... I'm trying to 

remember. I don't oversee every message that goes out so... I'm going off the top of my head. I do 

not... We ran one... We're actually... What we're doing now is we're testing... I remember what we 

did. We're testing segments so, instead of sending it to all 120,000, we've segmented these 

audiences into A, B, C, D, E and goes like... And they're basically in groups of 100 or 200, and we'll 

test a message that goes out. Let's say if it's a buy message, we'll test it to them, and if they... If it 

was well received, we'll continue to send it out. If it wasn't well received, we stop the message. That 

way we don't kill our whole list. We just vetted it out with a small sample size, and then we iterate 

from there. That's how we test seasonality, where people are at. So I would definitely recommend 

picture. Our list is in the hundreds of thousands, so when we do segments of a 100 that's actually a 

very small percentage of our overall list that we can segment and get feedback from. So the answer 

is, very rarely do we do a buy message. 

 
39:31 Tyler: So I think that from my perspective, it's very similar to the previous answer that was 

given by everyone. It's a relationship, right? You and your audience, you and your potential 

customers is a relationship and a relationship is a series of gives and a series of asks. 

 

39:50 Brett: Yep. Exactly. Sure. 

 
39:51 Tyler: And so you always want to give more than you want to ask. 

 
39:54 Brett: Yep, I totally agree. 

 
39:56 Tyler: So think about if you were to get messaged every other day, or once a week you're 

getting a message from someone asking you to buy but they're not providing you any value. You'd 

probably unsubscribe. Whereas if someone's coming and giving you a ton of value, providing you 

content, what have you, and then once a blue moon says, "Hey, we got this cool new thing that 

we're launching. Hey we've got this deal going on for Black Friday." Then you're gonna be way 

more likely 'cause you have all of that emotional and relationship stock built up. 

 
40:29 Brett: Yeah, that's spot on. I totally agree with that. And I hope everybody approaches it like 

that. And Facebook messenger does not like you doing promos. That is the opposite of their 

purpose of Messenger. So, not only can the customer get mad, Facebook could actually shut you 

down on your Messenger which will be a big bummer. 

 

40:49 Robert: Yeah, so. Looks like we have time for one last question here. And it's, "I ran a 

giveaway last week and got around 150 people. After announcing the winner, I offered a discount to 

my product, but no one purchased. Do you have any advice for what I should do next?" 

 

41:11 Brett: I'll let you guys take a stab then I have an opinion on it. 

 
41:17 Kyle: Well, just after hearing that, I would essentially change the product. They might have 

liked it enough to enter the giveaway but not enough to actually buy it. I don't know if it would be 
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worthwhile creating a promo code or marking down the price for a discount, but I would just 

change the product with a new thing. 

 
41:38 Robert: I would also ask to... So, with the information that's given, we know for a fact that 

we have 150 subscribers, but the question is how many comments, and how many shares, and how 

many likes, and how much engagement really is on the actual ad itself. And then from there you 

could begin to really go through some of that process and say, "Hey, was there actually 

engagement? Was it positive? What does that look like?" And then that might connect the dots a 

little bit more of, "Oh it might have just been an overall, hey this particular ad wasn't getting all of 

that, but people just wanted it for free." So I would take a look at those things as well. 

 
42:21 Brett: Yeah. I think in any scenario like that you have to ask yourself, "Why? Why didn't 

that work?" Number one, don't take it personal. If I took it personal every time something failed I'd 

be a very, very depressed person. 

 

[laughter] 

 
42:33 Kyle: You would be here. 

 
42:35 Brett: That is the majority of my days. But, when I think of that question, what I picture in 

my head is you had some ad that ran and got Optins in. Then you are gonna send them a followup. 

You send them a message broadcast and say, "Here's the winner", but here's my question, and this is 

the only way I'd be able to begin to attempt to answer that question. When you sent the give away 

out or the winner of the giveaway, if you said, "Hey, here's the winner, Susie won." Okay and then 

the followup is, "Hey, so sorry if you didn't win, would you like a promo code to 20% off?" And 

it's a button, and we were talking about this earlier. And if it went to 150 people. First you would 

look at, out of the 150 people how many actually opened your message to begin with? Because 

maybe only 20 did. Typically we see at least a 70% open rate, something around there. So let's 

assume 70, 80 people opened the message out of 150. Out of that, if you had a button on there that 

said, "Would you like a promo code?" How many people clicked that button? 

 
43:55 Brett: Okay, what those things are gonna tell you is why people aren't interested in your 

product... Right? Because you might think it's your product, but it might just be bad timing. It might 

just be your message wasn't received. It might have been people in the giveaway weren't really that 

interested to begin with. Maybe a lot of people didn't open your message. You have to build 

buttons... I call them nets, in your funnel or in your follow up so that you can come to a hypothesis. 

It's not gonna be a blanket answer. So let's run through a scenario, if that... If you did that, you sent 

a follow up, someone pushed the button and 30 people said, "Yes, show me the the promo code." 

The next message says, "Great here's you 30% promo code, shop now, click this button." Out of the 

30 people who said they wanted a promo code, 15 of them, clicked the "shop now" button. You 

know who I would ask, if you built it that way, and I was talking to you guys about this. If 15 

people clicked your "shop now" button, guess what I would do to figure out why they didn't buy? 

 
45:04 Brett: I'd message them personally. "Hey I'm the owner of blah blah blah, I will give you a 

free whatever if you're willing to hop on the phone with me for five minutes, I wanna really 

understand how I can best serve you." You'd be surprised at how many people will respond to that. 
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Those are the people you wanna ask. We can just give you blanket things that we've done, but man 

talk straight to your potential customers and you'll understand what went wrong. You'll understand 

if it was your price, if it was your product, if it just wasn't the right time, maybe they're waiting for 

next month, maybe it's a paycheck issue. You guys will be shocked at how many different answers 

you're gonna get in that. So my recommendation to you is, build the nets, to get those answers back 

out. 'Cause most of the time we're not gonna be able to know it exactly and if these guys were 

coming at me with that exact same question. They would know, I would be like, "Where's the 

funnel so that we can see where the potential problem is?" So that's my recommendation. That's all 

the online ones right? Real quick, I just wanna sure. These guys paid to be here. Is there any other 

questions you guys have while you're here? Let's do it. 

 
46:16 S5: You guys have other people doing Facebook Lives and managing community and stuff 

for Dynasty. Can you talk a little bit about how you compensate them... 

 

[overlapping conversation] 

 
46:25 Brett: Yeah, I'm happy to do it. Again, full disclaimer, "The plane got in the air and then I'm 

like how do we do this." Okay, some of this is like, what I did right and then what I would not 

recommend doing. So, what I did right, I found people who are good on camera. I am not. I am here 

because I can talk about Path and stuff but I am not a person who can carry a game show. I tried one 

time, it went horrible, so the number one thing, is find people who really enjoy being on camera. 

I'm giving you in order what are the hardest things. Not only do they enjoy being on camera, the 

audience votes that they like them. So the way you set up those parameters when you're starting to 

hire them, is you put them on a 30 day trial, almost like a pilot show. And they will be reassessed 

and you pay them per show. I think a fair amount... Well you can come up with your own number 

per show and this is more like, you're gonna have a spectrum of cost. [laughter] You're gonna have 

a spectrum of cost, I'm laughing because they're writing stuff up on our monitor right now. 

 
47:52 Brett: If you're getting someone who has no experience you can pay them less, so something 

like 50 bucks a show is fair. You're paying someone who's an expert at going live, and knows what 

they're doing, you're gonna pay much more. Okay, but they really know what they're doing, and 

they're gonna dial that in very quickly. Like, VidReal is great, but you're gonna pay a little bit more 

because they know exactly what they're doing, and how they're doing it. They've been trained in 

Path. But I think 50 bucks a show for someone else, you put them on a pilot. The bummer on that is 

if it doesn't work, you gotta make sure you get rid of them. So, 30 day trial. That's how I would set 

up the first round of live. You could even set it up like, "Hey, we'll do two shows, but you gotta 

remember, and this is the basis, how you set it up; it's not what you think they're doing, it's not what 

they think they're doing, it's how did the audience respond to you going live. Some of those metrics, 

shares, responses, comments, typical views, so, those are great ways to build baselines, and we have 

baselines now for all of our shows. 

 
48:53 Tyler: We look at average view time as well? 

 
48:55 Brett: Yeah, average view time is great. How many people stayed on. So, it's important to 

know that. When you're first building it, it's gonna be a little choppy, but once you get those 

baselines, everybody else has to meet those. But that's typically how we compensate. I do per 
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show... You mainly asked about live, right? Yeah, per show, after 30 days, if they did a really good 

job, or maybe three shows, something like that, then I would consider taking the next step. The next 

step would be; they still stay as a freelancer. You move them to more like a 60 or 90 day trial, and 

you commit to keeping them on for 60 to 90 days at that same rate. That's the next tier. Again 

setting a time, "Hey we're gonna review after this." After that, you should consider doing everything 

you can to lock them down long term. And that's more of a conversation of their needs versus your 

needs. And where you're at. And the impact that they've had. 

 
49:55 S?: What you did wrong? 

 
49:56 Brett: [chuckle] What I did wrong? Almost everything else. I told you everything... That was 

like, "What to do, " everything else I did wrong. I mean everything from... I didn't have baselines. I 

didn't even know to look for baselines. I set it up originally to where I was reviewing the ideas. That 

was terrible. I tried to insert myself into a show, that was a bad idea. Really, you know, not 

empowering the video creators and the people going live, and letting them manage the community, 

because really it was their voice that people were resonating with. So listening more to them and 

their ideas. And setting the expectations that, "Look, it doesn't matter what you think, it doesn't 

matter what I think, it matters what the audience thinks." And once they understand that, once they 

buy into that, they know their report card. They know that if they don't do that, they will... Their job 

is at risk. And once I got that to swing over, that was a big turning point. Because before it was like, 

"Brett, what do you think? We think this, I think that." That was never a good equation for long 

term success. 

 
51:07 S6: And to expand on his question. Where would you go to start finding these people? Are 

these network... 

 

51:11 Brett: Well, we use VidReal. That's one of our recommendations, VidReal. You know, you 

could run a Facebook ad to find the people. It could just be a simple, "Hey, do you have any... Do 

you like to go... Do you have any acting experience?" You could run a $100 behind ad spend on 

that. You know, a lot of us was through family and friends. But my number one recommendation 

now, at the scale that we're at, is someone like VidReal. I don't know if you guys have looked into 

them yet, at all. They are literally train... It's VidReal. They're now very much a part of our network. 

And they've been trained in Path. That's what makes them special, I guess. They understand exactly 

what we do and why we do it. What we've trying to accomplish. Anything else? Awesome, alright 

guys, I think that is it. Everybody at home, thank you so much for joining us. Feel free to post 

questions in the group. And everybody here, this was a lot of fun. Take care. 

 
[applause] 

 


