
Session 6 In Launch Communication  
 
Part 1 
 
Hey, guys. Hey, Matt. My dog had to poop. Say that he really had to go. So I was down 
here trying to work, he was barking up the storm and there's this time of day. Under the 
circumstances, that means literally only one thing. I've got 5 minutes. Or I'm going to be 
having to clean up later, so. I went with the take him out option. How's everybody 
doing? Good, I'm doing good. Well, let's start with questions. Questions from last time, 
questions from the homework. Questions you're pondering about the meaning of life, 
whatever it might be, far away. I got a question on the prizes for the contest. You 
mentioned cash is obviously the best one. When you see like when you offer something 
like a like a drone or like an iPhone or something like a like a course, do you see like a a 
big difference in just going straight cash all the way down or doing like a a balance of 
courses and tangible stuff and that kind of thing? There's always a cash component. Let 
me, I'll kind of. Sort of look for codify how we do it a little bit more than I did last time. 
So number one on that very low end you know three sales, five sales, something like that 
depends on the price point, might even be 10 sales at the price point slow enough. We 
typically go with something that's what we call in kind. So if you're familiar with in kind 
donations to charity, it's like you know you give a chair you already have, you know that 
kind of thing. Um, there's value to them, but not necessarily to us other than I might, 
you know, it might be course access might be up a physical product that, you know, 
maybe cost us $15 but sells for 100. There is a cost to us in that case, but it's very 
marginal. That's very relevant. We've ever done physical products. We have a client. We 
went there for their affiliates. Their merch was pretty. Sort of like in demand emerges 
pretty in demand. And so because of that they give away merch for like their lives like do 
T-shirts and different merch packages, you know, again. AT shirt that on the high 
employee custom $7.00 to. You know, order and they sell for 35 on their website, so 
there's. 500% increase in value there. And then anytime there is like a prize, prize, 
there's always a cash equivalent. We actually. So we we list the cash equivalent and it's 
so it's $3000 prize, it's four $3000 cash. We typically will have the prize be worth a little 
bit more. Sometimes there's not an exact science that there's not, it's just kind of like 
kind of makes the prize a little bit more attractive or $3000 in cash you know. So yeah, 
but usually the low end is going to be in kind and stuff like we talked about 
masterminds, things like that too, or a good thing. The higher you get, it's typically just 
gonna be cash. When you get up to like $100,000, what do you have that's $100,000 
prize rather than a, you know, a Tesla. I mean like. It's there. There's a certain aspect of 
that that's kinda cool. Like, yeah, I'm just gonna give you $100,000 in cash. I mean, you 
can figure out what you can do with that. Like you don't have to be a rocket scientist to 
know you can buy a Tesla with that, so, right? Yeah. Awesome. The one exception to that 
is if you have something. We did have a guy many, many years ago. Simon, of all people 
here might have seen it 'cause I always been around for awhile. A friend of mine, they 
actually got the actual car they used in the filming of Batman, one of the Batman movies, 
and they gave that away. That's awesome. Wow, that's something where like, what's that 
worth, you know? Like one time when I was in college, we stayed. We had host families 
at our college golf turn this guy down in Baton Rouge, LA, was a. He was, he graduated 
University of Tennessee, so he was our host family and in this guy had like a $45 million 



gun collection. And one of them was the one that Clint Eastwood used in the filming of 
Dirty Harry. And it was kind of cool, like, I'm like I held clear eastwards gun, you know, 
barely. It was like 15 pounds and I was kind of weekly back then. So anyway, yeah, 
hopefully that is your question case. We did awesome. Thanks. Other questions jump in. 
Man, on the this month same report about the learning from teenagers you had it in 
there about keeping up with trends and things and what the you had you said nine 
affiliate marketing and general marketing news categories that you subscribe to. Would 
you mind sharing those or you know exactly what it is who you following those types of 
things? Less than you think. Less than you think. Number one, my my assistant Kevin 
puts together a weekly report for me, so I don't actually follow anyone in the literal sense 
of follow them. He kind of goes out and it took a while. I mean, it took about. We clear 
about 60. It probably took about 20 iterations where I would go through and review all 
the sources and there we have an RSS feed that set up. There's probably on a given day 
there's probably 10 to 25. Articles or posts or podcasts or whatever. And I had to kind of 
just teach him what I'm looking for. So I'm looking for I'm looking for really four things 
affiliate management news and trends. So things like when you know when they 
announced the new iOS was coming out with the the ability to opt out of of tracking you 
know a couple of years ago it was kind of a big deal in the flea market word I need to 
know about that and. Potentially comment on in fact you mentioned aim. I think that 
she, you know. February report will be about the privacy, the new privacy updates. We 
might, we might do it sooner. It's kind of hard 'cause like November kind of has to be 
about holidays, December kind of has to be about 2022 predictions in January kind of 
has to be about, you know, January, January. And so he puts together this report. I don't 
even know. I mean, there's there's probably about 50 different sources. Honestly, I mean 
you could probably do what I did awhile back and and he still does about once every six 
months Google, you know affiliate marketing news and see what pulls up, you know 
things like that. We keep up with general marketing. So I know like marketing land is 
one of them, the HubSpot blog is one of them. I actually I actually can tell you which one 
it is. Google doc. Here, let me see real quick. If I can find it in less than 45 seconds, I'll 
just tell you. It's not there. I know social media examiner this is not the one I was 
looking for. HubSpot. There's some friends in there like Jeff Bullace. Many Porterfield 
people like that. Am navigator friend Gino Prescott. He's an affiliate manager. Duct tape 
marketing. Chris ducker. Examiner who tweet blog marketing land. Nick loper. There's a 
few others I like. I'm I follow 'cause my friends that he put some stuff in every now and 
again, like Mike Kim, Ray Edwards. See, I said a lot of marketing land stuff. Just looking 
through some of the more recent things. Hub spots, another hoot suite. I mean, you get 
the Jonathan Milligan. Maybe that was for we didn't put pathelin. So gives you kind of a 
good starting point. Of of who? You know, it's typically on that report. There's some 
others like Rep revenues.com hasn't been on there quite some time. But yeah, I mean, if 
you look up like, you know, Philly marketing blogs, things like that. I tend to focus more 
on timeless stuff. In principles. You know so for example. You know, yeah, the 
principles, right together, a good bonus package. Here's how to do a review post. Here's, 
you know, things like that in less of like, here's some hot niche from the first quarter of 
2022. There's nothing wrong with that. I think there's a place that's just, that's just not 
my corner of the market from an educational standpoint, but I do like to keep up with 
that stuff. So it's kind of a balance. If you're looking for like the latest news, like literally 
what is the latest news in affiliate marketing, my site is not the place for that. You're not 



gonna really find a whole lot of that. So yeah, those legs, some ideas. But what I would 
do is probably set up a a good old RSS feed. You know, and then something you can just 
go to once a week. And do what? He literally just scrolls through sometimes. Like he can 
tell by the headline. Matt doesn't give a crap about that. But other times he's like, oh 
man might be interested and he'll go and he'll kind of read it and then he'll be like, yeah. 
Probably two times a week it'll be like a 4000 word blog post and he'll just instead of 
putting that on my list of things to review. My list is literally between 4 and 10 things I 
got told me. Like if you have more than 15 things on here doing it wrong, you know? 
Less than three. It's a really slow Newsweek, you know? I don't know what's going on 
there. So kind of give them some parameters every now and again he'll take a really long 
blog post and just. Give me like a two-minute, you know, synopsis of it or they'll be like a 
piece of an article. Maybe it was like, you know, seven trends to look for in 2022 and. He 
knows already know five of them, so he just copies and paste the two of them and says 
you can focus on these two. Right. Thanks. Yeah. Man, I have kind of a random 
question. I was wondering, would you bring on a new client? Do you give them an 
estimate of how big of a leap they're going to take in their business or do you guarantee 
any sort of I'm gonna double your sales this year or anything like that? We kind of let 
our track record speak for itself. You know, here's what we did for others and it's, I think 
there's an, it's implied we do give them projections based on a couple of factors. This is 
again something that you know the first six to 10 integrations of this, I'll do it with you 
and you'll kind of start to pick up, you know, it probably look like I'll do the 1st, I'll 
probably do the first four and show you how the next four will do together. The next four 
you'll do and run by me and then you're on your own. You know. How that works is a 
combination of feedback. Are #1 where are they at? Currently, it's a lot easier to go from 
$200,000 to a million. Than it is $10,000 to $100,000. It sounds kind of 
counterintuitive. In most circumstances, they're definitely exceptions to that rule. So a 
lot of it is just like kind of studying the market. What's the. You know, even just going 
through and like, thinking, OK, they're in art, they're in this niche. How many contacts 
do we have that would fit that? You know, if I run a report of our contacts? Oh, it's kind 
of like the very similar product to self-publishing schools. That means every affiliate for 
self-publishing school, your first 10,000 readers and you know when Jeff Coins. What's 
the number of Affiliates we have in that? I don't know. It's somewhere between 400 and 
1200. You know, that's a pretty proud range. So looking at that, what's the potential of 
those affiliates looking at time, you know, I we gotta perspective client right now. He's a 
pretty well known author in the leadership space. His publisher, they're coming that's 
going to the publisher that's gonna publish our book is publishing his new book. And so 
he wants to work together. And I just told him, I said, you know, I, I throw out numbers 
of what we did for Jeff coins in Lewis House and Brian. Brian Tracy, you have to 
understand we worked them six months in advance. Your launches, you know, the 
second week of July, our second week of January. Sorry. So what you have to 
understand is that is going to dampen the expected results. Can we get you results that 
are three to 10 times greater than what you would get without us? Absolutely. Can we 
get your results that? Are going to be 100% of what they would be if we had six to nine 
months now. You know just know that when we hit January 11th in your book launches, 
the results, whatever results we got get for you are probably going to be somewhere 
between 60 and 75% of what they would have been if you're launching in April. So that 
you know the timeline that we have is a factor. So we just kind of look at the the 



numbers and then honestly it kind of comes down to we have a range and I kind of right 
the low end, high end in the middle, end down on piece of paper, put in a hat and draw 
one. I usually kind of just, I shoot for the middle and I give him a range. It's just I don't. 
I really honestly wish that I could codify it a little bit better 'cause. I could probably 
teach it to you guys and off load that a lot of it is. Just do it if. And Jeff going down there, 
forget the quote, he said. We forget when Mark Seaver, couple on our team that I'm live 
tweeted it. It's hysterical. It always feels like you're pulling stuff out of your but, but 
they're gold Nuggets. So I've always wanted to create a shirt that just says I poop gold 
Nuggets. But nobody really good except for Jeff. So in Mark, Mark, we get it too. But 
yeah, I mean it sometimes it, you know, it comes down to it. You just kind of look at it 
eyeball and go, yeah, I think we're gonna do between 500 and $700,000 lunch and. I've 
only been wrong once where I overestimated. That was Michael Heights, free to focus 
launch. The year that the hurricane absolutely wiped Puerto Rico in Houston, White 
Puerto Rico off the map practically and just and hit Houston really hard. Two of our top 
five affiliates, you know we're in Puerto Rico and two others, two of our top ten were in 
the Houston area and none of the four of those promoted. And so. We lost, you know, 
about 40% of our sales before you think like everything you talk about, why you build an 
army, it was a launch that we took over a couple of months in advance, didn't have time 
to build an army. So we were pretty much relying on like our top 20 and then two of our 
top five and another two of our top ten word, it literally made $0.00. So I think we 
projected 800,000 for that launch and only did about half a million. Pretty pretty big 
miss. We've missed on the low end quite a bit where I've projected a million and we've 
done like 1.6. Drive this past year, I predicted 3.75. We could hold it over 5. So. That was 
just because we had four affiliates who. I'd never promoted Dr before in another like 
three or four who a year before it done like 5 to 10 sales and all eight of them did over 
100 sales. And as good as I think we are training affiliates, motivating them and getting 
them, you know, Jeff, I, I did not have in my projections at Sarah Yahoo go from 9 sales 
285. I had that she would go from 9 to 20. I did not have that Michelle Karawana go 
from never having an affiliate promotion before, you know, doing almost $100,000 like 
I had her. I probably estimated that on a micro level she's going to do. You know, so 
sometimes I'm way off in that way and I've never had a client complain. So one 
exception is we do try to get as accurate as possible when they have physical goods. So 
one of our clients, new clients is will be in the supplement space. They kind of need to 
know do they order 25,000 bars or 100,000 bars. It's a big difference, especially with 
supply chain issues right now like with probably for the next, I don't know, foreseeable 
future the supply chain here at least in the USI don't know how it is over in. You know 
Mary, Old England, but supply chain here is a total. I'll just say the word clusters 
involved. How about that? It's a disaster. And so with physical product stuff, we have to 
be better at forecasting. And so the whole like, oops, that affiliate made 24,000 sales. 
We weren't projecting. Good problem to have, but it's also a massive problem if that 
were to happen. So we have to. There are things we have to be aware of with that 
company in particular. We're we're looking at. You know some some various ways to 
kind of mitigate that risk without like the two bad sides. I know I'm going off in the 
weeds thank you. The order 100,000 bars and end up with another disaster where they 
got 54,000 of them sitting there in a warehouse that they have to pay for it or they sell 
$100,000 order 25. So we're exploring options I've got. Um, we're looking at. You know 
some some real time data mining that's going to give us some pictures to be able to 



project, you know? Seven day growth into what 60 day growth is going to be. You're 
looking at fluctuating price based on demand. Actually lower sales temporarily if need 
be. You know, even running. You know, even shutting down. Sales as bad as that would 
be for affiliates, you know, like. Just. You know, almost like round out to California. It's 
like guys, you know, you gotta turn off your marketing for seven days for this, for really 
sorry. Thankfully, everybody understands. It's just the way things are right now. First 
time I've ever had to deal with that problem. Super fun. By super fun, I mean it's playing 
of my existence. Other questions? Yeah, I have a question about the first assignment on 
the quiz with doing a lunch like that. Is there a right or wrong amount of contests that 
should be, you know, lined out and you know, expected in every launch or does it just 
differ? So you asked that question. In case you wanna go look up that quiz 'cause, I don't 
even know what you're talking about. Let's see, was this quiz number 44, right? Yeah. Is 
it not showing up? You want me to just review the question? Yeah. But now I'm 
wondering why the quiz is not showing up. Oh, I see. It's Kevin. Say, OK, got it. Let me, 
let me do one thing real quick so I don't have to hear clients last launcher 3000 we 
expect to double. How much price budget would you ask for outline what kind? Yeah, go 
ahead, ask your question again now that I know what you're talking about. Yeah, I was 
just wondering is there a right or wrong amount of contest that we should kind of layout 
and expect for and consider when we're asking for? For like a price point of how much 
we should, you know, have ready for these contests, like I only, you know, projected 
contests. I honestly wasn't sure how many different contests I should be laying out. Let 
me ask you. Um. See, everybody responded. Um. I'm trying to find your answer. I wanna 
see your answer actually. Oh, I see that. In Google Sheets. Give me a second, sorry. 
Connect connect this one to a sheet. Know how to do it? Oh, there we go. Boom. 
Previous spreadsheet. Yep. OK, so now we'll go to that and I can just go directly to yours. 
Right. OK. Um. So I'm gonna read your answer out loud to everyone. I would ask. Which 
captain pieces? Test for $35,000, run two contests, OK. So if you remember, I think, I 
don't think you pulled that 35,000 out of a hat. I think that's a pretty good guess. 
Typically with contests, you know, it's we we aim for about 10% of expected budget, our 
expected spent on the high end, OK. Typically it's more like 6 to 8%. Just be clear, not 
68% of 6 to 8%. If you've ever seen Madagascar movie, she'll get that. If you haven't, 
then you don't have kids. So 300,000 that means we're probably gonna do half a 
million, hopefully more, but we're probably going to project based on we said we expect 
to double. I say that so we expect to do 600,000, so you know 6. I can do that quick map 
on that 6% of you know 600,000 is 36,000 so your you know your answers in the realm 
of of correct, right? I see some other answers here, you know? You know that are put it 
at the 10% mark, but drop it down. So I see 50,000 forty 2036 to 48,050 thousand Max. 
42,700. With a $5300 contingency. That's very specific. I appreciate. I don't know who 
that is, but I super appreciate that. Also realized this quiz doesn't have a name field on 
it. Oops. So hopefully you guys put your name in these. But yeah, I mean everybody 
here. Is is pretty in the wheelhouse, right 48,000? Um. Yes, so 48 couple of your little 
high I think so. The correct answer on a $600,000 thing. And then I'm gonna ask you 
one more time to say what the heck your question was case because I forgot it 'cause I 
gotta from this rabbit trail looking at this the correct answer would be in the is the 
person who put. 36 to 48, I mean they nailed it like. Literally what I said was 6 to 8%. 
You know now how you break that down of course is. You know, we could talk about 
that a little bit more. So, OK, remind me when we're talking what the heck, your 



question, I'm sorry, how many contests would you would have been like the correct 
answer to this question when gifting the amount? How many contests would you have 
liked to seen? I didn't give you a lot of the facts about how to determine that, for 
instance. Is it a direct sales product launch? Is there is there a workshop followed by a 
web and are followed by a live stream followed by open cart? Is there a fast action bonus 
where it would make sense to do a first day sales contest like so you you were operating 
without a lot of the fax. Again, it wasn't meant to be like. What's the perfect answer 
with? Are there 7 variables or 10 variables or five variables? Because if I did that, quite 
frankly, it would take me all day to write the question, you know? And I I didn't do that 
when I wrote that for Kevin. So so here's, here's the way I would write that down. It's 
going to depend on the actual launch. So again, let's just say it is a quote UN quote 
traditional launch and let's say That are big factors are there's a workshop. Slash master 
class type thing. So uh three live sessions, you know Type 5 like like try like PLF like a 
lot of others you guys have seen. Let's say there is a webinar. Webinar can virtually we 
want to really want to drive affiliate traffic to Web and R and let's say there's sales. Right 
now in side of sales, let's say that there is a fast action bonus. We really want to drive 
people to that on day one. But we know from past experience. With this client we look at 
the results last year they tried a fast action bonus. They they did a fast action bonus and 
they get it day one promo and it didn't really work. Maybe somehow were able to 
identify that it didn't particularly work. So that factors into our decision making, you 
know. So in that particular case I would probably use that information that it didn't 
work last year. And let's just say that I can't really figure out why. I'm like, that's a really 
good contest. I should have moved the needle. It didn't. So maybe nothing will move the 
needle on that day, you know? And we really need to focus before going to do a Sprint 
contest. Maybe we need to focus it on. The web and are you like a three day webinar, 
contest, and maybe. You know, in the middle of the launch when you have that 
traditional drop and you need a little bit of a boost, maybe if the card open for five days, 
maybe we do a little bump on Wednesday and do a one day sales contest. So then what 
that would look like in this particular case is, you know, we're going to ask for a pipe up 
to ask about $45,000. You know, like nice round numbers, we're going to ask for 
45,000. Will keep 5000 of that in the can for something that we just decided to 
announce later. And we'll plan a. $25,000 I'm making. I'm making these up on the head, 
so if this stuff adds up to $1000 one way or the other, just bear with me. I would 
typically write this out on that spreadsheet that calculates it for me. But I probably do a 
$25,000 overall sales contest, $5000 overall leads contest. I would do a $5000 webinar 
push and. We already said I'm leaving five in the can, so I probably do a 25 Malibu 
$30,000 sales contest. Maybe drop that to like 28,000. Be like a $7500 overall leads 
contest and a $5000 webinar push contest that leaves that $5000 to do whatever the 
heck and just looking at the numbers from last year and this is made-up scenario, but 
looking for the numbers last year, probably client going to spin that on a on a Tuesday 
Wednesday or Wednesday Thursday contest. During open heart because your sales last 
year were abysmal on those days and we need to do something to artificially inflate. So 
that would be my thinking behind that. I'm going to break that down. You know, I said 
what, 28,000 roughly for the sales contest. You know, probably go again, love to see the 
spreadsheet, but probably something like 15,000 for first, 5000 for second and just filter 
it down from there and it might, you know, sometimes like I do that and it adds up to 
26. 1000 Life $2000 left I have one or two choices. I move that somewhere else. Maybe I 



bump up second place to 7500 and then, you know, finagle something else to $500 less 
and end up with, uh, you know, the contest. Sometimes I'll just be like, you know what? 
That looks good. This contest looks good. That just. We're gonna just not spend $2000.  
 
I'm gonna move that $2000 over the web and R contest or move it over to the 
discretionary fund. So let's get the thinking behind that. A lot of it's just like it's looking 
at what's worked in the past. It's pulling from like.  
 
I'll give you a couple of things like early Sprint contest, first day opt in, second day 
options don't work. They just don't word I have. I'm not gonna get into. I have a whole 
theory behind why that doesn't work. I did. They just they're not moving the needle. So 
we don't do those anymore. We can rule that out. We can rule out.  
 
Typically first day sales contest unless there is a reason that gets them to mail extra 
times like a fast action bonus. So if there's no fast action like first day bonus, most 
people are going to send one e-mail. The people who finish in the most first day sales, 
they're gonna send one e-mail. The people have learned twelve place they send one e-
mail. Why is the person in first thing 'cause? I have more options or they just have a 
better audience. It has nothing to do with the fact that they push themselves to to get 
more sales, but if there's a fast action bonus, something that expires at midnight tonight.  
 
Then it gives them an etm, an excuse to mail. 
 
 It kind of creates that sense of urgency, and they might mail two or three times. So 
putting a contest around that makes a little bit more sense, because you might get a 
person. Who would have finished in 3rd place the first day because they mailed three 
Times Now they're in first. We spent $3000 to get an extra 25 sales out of him. That was 
worth it, you know? And that's what we're looking for. We're looking for these things 
that move the needle. So we look at the data and we look at. You know, while the 
webinar converts at 12%, let's let's throw some. With some gasoline on the web and R 
fire and get more people by doing a big weapon art contest. Oh, the live stream on 
Thursday before close works. That's probably going to be, I mentioned earlier, we 
probably like Wednesday, Thursday contest. Now we're going to take that discretionary 
fund. And plan. In advance. Maybe there's no, but there's a live stream we're going to 
do, you know, most registrations for the live stream, $5000, you know, tight contest. 
You know, because we know based on past performance what works to finish this very 
long answer if we don't know what works. They they they did a $250,000 launch last 
year with affiliates and did no contest or they only had a sales contest. They had a 
$25,000 sales contest, 15,000 first, 5000 per second down through 10th, blah, blah, 
whatever. We have no data that shows anything whatsoever. Basically they didn't do a 
webinar last year, but they're doing one this year. So we're basically fine by the seat of 
our pants then we use. Past experience, we kind of use our intuition and and this is 
where again, if you've dealt with one of these early on, you wanna consult with me and 
I'd walk you through it. But under that circumstance, let's just say it is workshop. 
Webinar. Open card. And they're doing a fast action bonus, but they've never done one 
before. So no data to say, oh, last year they really move the needle that, you know, we 
don't know nothing. So in that particular case, we're gonna, you know, we're gonna kind 



of make it up and we're going to do some stuff and see what works and just be honest 
and open with the client that I just want to know we might blow five or $6000 on 
something that doesn't move the needle. And we don't know what's going word. We 
have history that shows us what generally works might not work for you, but we learn 
and we're always thinking ahead. You know, one or two launches. Next time, it'll be 
much more optimized. So best practices dictate that we're probably not going to waste 
$25,000 of your money. I just wanna let you know, we might. We might run a contest. 
It's a total disaster. He got more than you bargained for. Asking that question gave me a 
lot of clarity and I wanted to make sure I put a a decent answer down and I just didn't 
have a lot of direction so that that helps. Thank you. I don't know if you guys have 
noticed that, but a lot of that particular. The the bigness of that question was actually 
not super intentional. Of the questions we asked, they're vague on purpose. Again, I'm 
not looking for the right answer. I'm not even necessarily looking to see how much you 
paid attention. Although sometimes it is, you know. I'm really, really, really just looking 
to see how you think. You know what? What does that thought process I I had a math 
teacher growing up. You know, one of those show your work things. And I wrote out like 
it was we're doing word problems. And I wrote out like this, like things where I like it 
was, it was just math. It was like logic and statistics and stuff like that. And I wrote out 
these long explanations. I'll never forget what she wrote. She goes. That is the most 
logically presented, well articulated, wrong answer I've ever received in my teaching 
career. And and she put she put off to the side 'cause. They were like, there were ten 
questions. They're each worth 10 points. She put off to the side two points. I got like an 
82. I got the other wrong answer, apparently wasn't well articulated, but I got an 82 
instead of an 80 just because I articulated things in a long way and well thought out and 
rational. And it turns out that my the process which I arrived at the intro was completely 
predicated on the wrong numbers. But. So any other questions guys before we jump 
over to talk about in launch communication today? How many of you just got a text 
from me about 20 minutes ago? Alright, cool. I just looked over. I like a bunch of texts. 
One of this for me. It's always exciting when I text myself. Alright, let's jump in in last 
communication. Biggest question we get is how often do we communicate these. Short 
answer is a lot. So this is with affiliate. So just to give you a quick background on this, 
you know we talked about kind of the pre launch you know before the big push begins. 
Then we kind of got into like the the week leading up to it. And then last time we talked 
about some of the stuff you know we talked about contest clearly 'cause we just. You 
know, talk about that, managing your energy, all that stuff, client communication 
Commission. This is like the stuff like once the actual launch begins today, we're 
hopefully going to finish up the in launch. Partly it's sketchy whether or not we'll finish 
it up. The plan just for the record was to start the in launch stuff this time. So we're so 
far ahead, which is really good. But in last communication, biggest mistake I see is just 
not enough communication. I mentioned before that. You know, 50% of what we do, I 
stole from others, 30% or so we innovated. In 20% was me just addressing stuff that 
drove me nuts as an affiliate. I would be 80% of the affiliate manager that I am today. 
Nowhere in the vicinity of where I'm at if I also wasn't an affiliate. And so, so much of 
what we do is like I I just take my pet peeves and I fix them. I guess that's about 1/5 of 
all that we do in our company is that. And one of the pet peeves I have with probably a 
third of the launches that we promoted is just not enough communication, just not 
enough communication. So. I'm left in the dark. About. What's going on with the 



launch? I'm left in the dark about where I stand on the leaderboard. I'm left in the dark 
about tips and strategies and. What's working for others? I'm left in the dark about little 
updates like so and so is going live at 4:00 PM today. We just added that. And then I get 
on Facebook and it's like, you know, someone so was live. And I know about that as an 
affiliate. Well, it was in one e-mail. Why wasn't it in three emails and in the Facebook 
group? And why didn't I get like a text message in a DM on Facebook telling me as well, 
you know, I, I keep going back to this thing like my friend Mars Bergen. Mars, the 
marketer, you know, says affiliates are lazy and his fiance, Michelle, always are. No, 
they're not. They're just busy, you know? And it's true, like they're busy. We have to just. 
Remember that they have a lot going on. You know, think about if I was in the middle of 
promoting something right now, what if we were in the middle of a big affiliate 
promotion? And just looking at my list today, I've got to record a lesson for Affiliate 
Insider Monthly. Spending about two hours with you guys. I've got to kind of map out 
what one of our team training is going to look like for a course we're going to go through 
as a team. And then I've got to do a client coaching call, a mastermind. There's each an 
hour and I've got a sales call. It'll probably take about 45 minutes. I don't know what my 
total time that I just. It's around six hours and 45 minutes. Not to mention, I probably 
should check e-mail. 15 minutes. I need to check base camp for clients. 10 minutes. And 
we have the kids. Soccer. I might like to eat, you know, be handy. I've got stuff to do, 
right? Our dog had to poop, you know, all these things. I'm busy 'cause. I'm a business 
owner. I just have a lot of things. I don't feel overwhelmed, I don't, you know? But I just 
have a lot of things. This affiliate promotion is somewhere on that list, but I'm not like 
hovering over the communication so try to catch me in different means. 
 
Part 2 
 
Methods do I use? Short answer is every buy by every means necessary, you know. It's 
really important to know. What the means of communication, especially with top 
affiliates that they prefer is so. We'll talk a bit more about this in a little bit. I'm just so 
like, e-mail is kind of is the mass communication thing, right? That's what's going out to 
everybody. We're going to use that for, for updates in like technical stuff. Here's the 
things you need. Like for instance, here's your affiliate link for the webinar. I can't send 
1400 people their affiliate link for the webinar through Facebook. That would be copy, 
paste, copy, paste. Copy paste I can't send it to him an e-mail using mail merge and then 
DM like my top 30 and say hey just let you know I just sent you know we just sent out 
the link for the webinar. And let them know that. Um. If you know that an affiliate 
prefers and that's got a few people in mind, I mean, I've got every app known to man. In 
fact, Simon, I think Simon was the one who got me on WhatsApp and now I have two 
affiliates, masters, that really are all about WhatsApp. I personally don't use it. If it 
wasn't for those two people plus Simon, I wouldn't even use WhatsApp. I mean literally 
wouldn't even use it, but I know that that that's there. I've got boxer. I've got, you know, 
Telegram. You got Facebook DM. I literally am on Instagram. I don't think I've ever 
posted anything this year in my entire life. I might have posted like one time, and I think 
I did. I think I posted something like the day I signed up. I was like, here's a quote and 
then never post anything else. But I have it for DMS. Got all those, you know, plus text. 
Plus, you know, like I said, you know, Messenger plus e-mail. If somebody prefers boxer. 
The news boxer. If somebody prefers the audio messages, use the, you know, meaning 



like an audio text and use the audio text. If you know somebody hates those, John 
Corcoran, don't send him an audio text. It drives him insane. Now, when you don't know 
you, you learn. One of the best ways to learn is that months in advance, before the 
launch, we send out an e-mail that just says, hey, you know, here's some stuff about the 
launch block. By the way, if there's an alternative means of communication that you'd 
prefer to use, let me know. And they just hit reply and say, yeah, matter of fact, here's 
my WhatsApp ID. Let me know of anything going on, you know, via WhatsApp. Here's 
my boxer ID, you know? And you know, whatever the case may be, you know, please hit 
me up on Messenger. I had one lady was like, I, I hang out on Instagram DM. I've got my 
Instagram DMS open 'cause. It's part of her business. I've got him open all day. So if 
there's anything important, we just shoot me a DM. And again. We do that because it's 
important. Yeah, I wanna make sure that they get. What they need to know. General 
rule. If you have something to say, say it. Now, that doesn't mean if you have a random 
thought. You know in your pontificating about the meaning of life. That you go into the 
Fillion Facebook group and post that. But here's a really cool testimonial. You know why 
I think affiliates should know that? Don't. Should I? Should I really post? Don't stress 
about it, just post it on Facebook group. The Facebook group. I said this before, but the 
Facebook group is kind of like the what's happening now in the launch group. It's the 
real time updates effectively. Hey guys, we just got swipe copy in. I'll be emailing it 
within the next couple of hours. That tells him to look for their e-mail, right? That's a 
real time update. Oh boy, we have a new leader. I'll be announcing it, you know, soon. 
That's a real time update. Doesn't clog peoples feeds all that much. Kind of gets people 
excited, right? So if you have something to say that's important, say it with e-mail. One 
or two big things for today, I think. I think it was Casey was somebody asked me what 
was that kind of that e-mail template, and I walked you guys through what the general 
template is. Whoever asked me that thank you. Because as I was codifying it more to 
give to you guys soon, I actually decided we're gonna make it pretty and do it as a lead 
magnet because I know we get that question all the time, and yet I've never created a 
lead magnet for that. So I think it's gonna be really cool. Or designers working on it and 
I saw the first draft Super Bowl. But in that e-mail you can link to the Facebook post. 
You know, so you can say something like, I'm gonna give you an example, we talked 
about the kind of that. You know, that could fication. So it's like what's happening? So 
hey guys, it's trying to think of something not like it's webinar day. Registration open for 
the webinar today guys. Super excited about that. We do a little bit of raw like, you 
know, it could be like, wow, you know, we already have 5000 people registered for the 
webinar. This is going to be huge. Launch is going great, we know. Or even if nobody 
registered yet. 'cause you haven't done it, you haven't really roll it out yet guys. We know 
that this webinar converts like crazy last year. 13.7% of people who showed up for the 
webinar converted into a sale, and this is huge for the next 72 hours are going to be epic. 
And I'm telling you right now, I bet that the sales contest winner is going to be the 
person who has the most sales in the webinar. So that's how important next three days 
are. That's you're wrong. He's right. Then we say I've got swipe copy. Below. By the way, 
Matt did a post. In or, you know, or I did I posted in the Facebook or whatever. That 
would be weird for using Matt did 'cause. I probably would be the one who does that. 
But by the way, I posted the top five tips for promoting this webinar in the Facebook 
group. Here's the link. So now we already have a call to action, which is go read this 
post. That's what's that leaves us one more call to action, which is of course promote the 



webinar. You know, so that's our only other call to action. We give them that thing which 
you remember when go read this phone number two. So below I've got swipe copy, yadi, 
yadi, grab your swipe copy, write your own emails. Start promoting the webinar now. PS 
Don't forget to promote on social, you know, sign off and then at the bottom we have the 
swipe copy and all that stuff. We have their link up at the top if it's the first time with the 
link, so. That's kind of that breakdown, right? So any mass communications e-mail we 
use one-on-one as much as possible. You know, this is the reality of running and we're 
talking about. Like? A 10 to 14 day period of time. We're not talking about, you know, 
24/7, 365 in this 10 to 14 day period of time. You're gonna be a constant 
communication. With affiliates one-on-one. Then reaching out to you, you reaching out 
to them, you know we're looking for things like. You know, man, this guy was number 
one on the other bodies down to #4 three days later. That deserves a text. Or Vox, or 
whatever their preferred, you know, communication methods that deserves A1 on one 
message. Not just relying on that mass communication that says Simon slipping down 
the leaderboard. Oh Simon, you know, like he might not even see that. We don't know. 
Like again, he just busy the other stuff going on. So. A one-on-one communication he's 
gotta see. Speaking of Simon questions. Yeah. Are you tracking that on an Excel 
spreadsheets rentals? I can think of 1 like nimble that might be useful. Or is there a 
more 'cause? There's a lot. Sometimes it's simple stuff like the preferred communication 
method, more actually like in a launch. So I get when there's you doing it. Or more into 
agency where it might be we're speaking as Matt, but the fact that some of them dim, 
etc. Do you want that more you planning that more and more insert system or how you 
how do you currently manage that as an agency, right, you'll never do it as I might have. 
You might do you'll do parts as math in the training process, but once you take over, you 
know sign in case you ever like you're running the launch like it's the e-mail is gonna say 
Casey Jensen, affiliate manager for name of client. That's what it's gonna say. It's not 
gonna be like running it in my name you. When we hire people here and you know, 
we're like a month away by the way, you guys do that. Like, not even, but when we hire 
people in roughly a month. I'll have you write an e-mail as me. That is not insert. It's 
actually has left. It's, it's it's more. I will spend more time reviewing and helping you to 
write the e-mail as me that I would have done if I'd just done it myself. But that's not the 
point, like it's to get that experience so there's no having to keep track of like, wait, did 
Casey send a text as Matt, but Matt sent a box as Matt and that's confusing. Now there 
won't be any of that like you'll be doing it all yourself. As far as their preferred 
communication methods, I do keep that it's in that master spreadsheet. And most 
people just like anything you start to remember. You know, Heidi's a texter like ideally 
detector. Sarah is a Facebook I've never texted her damn life Sarah. That Facebook 
message Justin Demers this text Chandler bold. Sorry Justin. Facebook Taylor Bolts text 
Michael Hyatt. You and Chad or text like. I start to remember them. But initially I'm 
like, I want to send someone to message. Spread, you know, spread sheet. Oh, they like 
box. OK, you know. But I mean, overtime you just start to remember what their 
preferred thing is like. I mean, it's almost, it becomes reflexive. Like, I know at this 
point, boom, when I wanna reach out to Jennifer Allwood, I'm clicking box. Like, I 
wouldn't even think. Let me go text and type in Jen like I have her cell phone number. I 
don't think we have a need to have that 'cause. She never texts as far as I know. She only. 
Uses boxer. So you start to just remember, you know, and and do it that way. But 
especially with the new affiliates. Yeah, we we we ask him. When they reply, we haven't. 



You know, the assistant gets all that information, puts it into the spreadsheet for you so 
you can keep track of that. Skype was the other one. I don't have Skype on my phone 
because it sucks on phones, but. I I do even use Skype community. I've got a few people. 
It's always fun 'cause I don't. I only open Skype for like 4 weeks out of the entire year. 
That's when running long. So it's always fun when I log in like 37 message. So Casey 
had. Sorry, let me just get off. My question is when they have these preferred methods of 
communication, do you prefer us to be using our own social medias like if it's 
messenger, is that OK? Is that what be the norm? And with that said, do you have a 
preference on how you want our accounts to look like? You know we definitely want to 
look professional, but like is there anything that you. Oscar, don't ask of your managers 
or employees. That's something that we'll talk about. I can give you kind of a a general 
overview of some of the notes. I mean it's honestly something I haven't spent a ton of 
time Co defying yet. We are not going to have like clear, not gonna like uniforms. You 
know, we'll talk about this, but, you know, like, have good lighting and good sound when 
you're gonna be on camera with a client. I understand. Like, we fit this into your 
schedule right now, and I don't like, I have no qualms with you being in your car case. 
Just like it's not being held against. But when you're in a professional setting, like, I 
don't have the best lighting in here, but you can see me. You know, like if I turned off 
that light right now, I'd look like I'm weird. You know, like I've, I have. I mean I talked 
to client once, we scheduled a call last minute and we need to do it and I said I just want 
to be clear, like I'm leaving, I said the gym, my gym is. 14 steps from where I'm standing 
right now, just for the record, but I'm leaving the gym when we talk. So I'm going to be 
sweaty and gross. Just giving you a heads up, you know, and they don't care in that 
particular case because they scheduled it, you know, like that morning. And they, you 
know, I have a schedule and they understood that, you know, clean, well lit. We're all 
kind of used to it now. They might have a snow day. And you got the kids at home and 
they're making some noise in the background. My dog might be barking, not. It's not 
about those like. You know, do you always schedule a client call when the lawn guy 
comes over next door? Probably not the best idea. Maybe you should soundproof your 
ear, you know, things like that, but as far as like your social media presence? I'll break. 
I'll break this out to you guys. Never said this, but I'll let you know. So we already looked 
at your social media. There are people we decline because of their social media. So I'll 
just leave it to that, you know, like it's not, it's not something I'm worried about. You 
already passed. Like you already passed the test of, like, not having like, weird social 
media accounts, you know? No, this isn't a up a little thing at all, but like if every other 
one of your posts is F the president, whatever his name was at the time, you're probably 
not gonna be working for us. You know, that's just, that's not who we are, right if. You 
know, like word, equal opportunity, employer. Just to be clear, I just don't want people 
who are weird, you know? So we'll leave it at that, you know? Everyone that recorded 
that, you can put that somewhere. But yeah, we, we, we're. We're picky and so do I. Do I 
care if it's if your if your Facebook profile has a picture of you and your kids versus not 
you and your kids now I don't care. Do I want your Facebook profile to be used swinging 
from a chandelier with? You know giant? You know, picture of Margarita in your hand? 
Probably not. We going a little far, so yeah, we'll talk more about that later. Um. Things 
to communicate. We're sort of going over this before I'm gonna give you a list. This is 
very rarely do I need to refer to this list, but we have the list because there are times 
where I'm like it's one of those days it's. The 5th day of launch. There's not a whole lot 



going on. I really feel like I need to communicate something. So what's my list of things I 
could communicate? I I probably don't look at this. I've only I've looked at this in a 
couple of years, but there was a time when I would just be like, he's like, see some 
inspiration so you know what's going on with the promo. Are there any thresholds that 
we hit? You know, threshold is subjective. And Steve McLaren launch, I would not be 
bragging about 5000 options because we hit those in the first three hours of the launch. 
That's a stupid one to brag about. So we talk about 25,000, we talk about 50. Hitting 
$1,000,000 is something you brag about when it happens within, you know, happens on 
the first webinar and you talk about, Oh my gosh, we're already at $1,000,000 but some 
milestones from promotional updates. Promotional updates in terms of any schedule 
changes of course you know any. Anything that changes? Even right down to, you know, 
pricing changes, if that were to happen on the fly, shouldn't. But if it does, is there a 
change to the offer? Is there a bonus added? Is there a payment plan added? You know, 
all of those things like. Even mention those 'cause. You're definitely communicate those. 
But just know that you wanna communicate any of those things, right? Obviously a 
leaderboard. You know any leaderboard changes you wanna communicate? Good news, 
bad news, all news. You know, like I said before, testimonials, cool, cool comments, 
things like that. There's a spider crawling on my camera. I kid you not. Can't make this 
stuff up. May not seeing it, though. You're good. I know. I can see it though. And I hate 
spiders. I have two. I have two irrational fears. Everybody is allowed to irrational fears. 
Minus spiders. I'm not gonna take the other one 'cause it's your rational but. Things like 
where you stand. So reaching out to an individual, you know, especially in the last like 
three days or in the in the midst of a contest, this via quick Facebook message or 
whatever. Again their preferred method is and saying hey, hey Sue, you're in fourth 
place right now in the webinar contest. Just to remind your top we get paid, you're only 
17 registrations behind 3rd, 29 from second and only 104 from first. One more e-mail 
could be worth $5000 to you. Like that's a, you know, that's a type of where you stand 
update encouragement. It kind of falls under the so encouragement is like kind of like 
the where you standing where it's like. So let's say there's three sale price, just the three 
little measly sales that gets you course access or gets you a mastermind invite or gets 
you, you know, shirt, things like that. Guess who's getting an e-mail at noon on the final 
day? Every single affiliate with two sales, usually one sale. You are. You're 1 funnel away. 
No, you're you're one sail away from getting this prize. Go get it. Go claim your prize. If 
there's a 5 cell prize, everybody at three and five. You know, getting that. Like they think 
I got my 3 sale price, but you're only two away from this other. Cool. And 50% of your 
sales should come today, but only a few, you know, do some of the work right prize 
winners, of course. New prizes, new contests, promotional tips and lessons, guys. 
There's this website, calledmix.com, that has a lot of things that you could pull from. No, 
like, seriously, how do you swipe copy? How to promote a webinar? How to promote an 
assessment? How to promote a live stream? Mr spider. Crafting little bunker now I 
gotta. I think he's probably like crawling on the backside of the monitor and sucker. 
There's tons of stuff on there, right? How do, how do, how do you know open card, how 
to really kill it on closed card, how to close more sales, you know all these things, right? I 
mean, it's just how to promote Evergreen offers, like million things that we can pull 
from that I've already talked. I have. Gosh. Couple hundred hours of training on those 
things, how to put together a promotional plan, you know all those things. I've got 
trainings and stuff that we can refer back to a lot of times. What we'll do is we'll do that 



big training. For those of you who promoted one of our affiliate programs, you've seen 
this. You've got the big tree in the front, like, here's everything you know about this 
launch. And then we'll do another one on just on closing sales, but in between and after 
that I'll basically take the concepts from that but give him bite sized Nuggets. So here's 
the two hour training where I give you 30 things and then over the next 30 days I'm 
gonna give you one of them each day. You know so, and it's like, quite frankly, I'm not 
exaggerating when I say this that. That when I post is copying the presenter notes from. 
The slides. And then sometimes I have to fill it in because sometimes my presenter notes 
say like tell story about BYE 2017, you know, and I can't actually have to write that out 
before I have it written out somewhere else and I go cop guys that's that's really the 
education pieces a lot of copy paste there's been, there's nothing that anybody is doing 
in big affiliate launches or promos that we haven't been involved with at least five Times 
Now. The first time we did a summit was six years ago. This was the first time we did a 
summit. We've run half dozen summits since, maybe more 15 summit since then. So the 
first time we were in Summit, I was making off, making most of the stuff up. I only got 
to apply 50% of what I did was, you know, copy paste, but the other 50% to make up. 
Now we have a system for promoting sentence. We'll talk about that in one of the 
trainings coming up. Same with book launches. First book launch we've RAM is 2015. 
We're gonna run about again about our 15th book launch. I now have a system for 
running book launchers and I know the nuances to then I can teach affiliates how to do 
book launches. But at first I kind of had to make it all up and so now we. I mean whether 
it be like pieces of a launch like webinars, assessments, livestreams, mid cart bonuses, 
fast action bonuses, name something a component of a launch. We've been apart of it at 
least five Times Now and so we have a pretty good system for only running it, but 
teaching affiliate how to get the best out of those things. So we've got the education piece 
is pretty down. Um. As far as I think you obviously talk about asking for referrals. And 
then the other one is sending their opt in list. So we've systematized how to send the opt 
in list. We stole this from somebody. I loved it the way they did it, and I can't remember 
how we did it, but we we even took it a step further, as is our MO. What we do is. 
Anybody who wants their opt in list? We send it to him if you request it. We'll send it out 
there if you have two. Then we proactively send it to anybody who has more than X. 
Solve for X. It's like a freaking algebra equation, right? In the tribe launch, it was more 
than 100. In Kim Walsh, Phillips was more than 25. Pedros launch, I think we think we 
did about 50. You know it's kind of, it's, it's roughly to get a manageable number, but I 
mean. Tried we had over 100 affiliates, more than 100 opt in so he got way 
unmanageable, at least on some level. What we then do is make create a Google sheet. 
That has their opt in list, so all it has is a list of their e-mail addresses. We we put that 
Google sheet as a mail merge field, so it's like. Here's your opt in list: the link. So 
anybody who we were sending opt in daily opt in list updates too. So anybody over 100 
we sent daily opt in list updates too. Anybody who requested it? We would also send 
daily. If they requested specifically to get daily updates, we send it to him. If they were 
under 100 and they just requested at one time, we would just send it to him one time. If 
they kept requesting it, we would just add them to the daily list and then. That group, 
basically. One of the VA's will go into the system download the opt in list takes about 3 
minutes to pain in the but this whole system sucks. It's like a two hour process. I'm not 
joking. They'll copy and paste those over to the applicable spreadsheet and then we mail 
merge out and say, hey Casey, you know, here's your updated opt in list and usually put 



some other notes in there. We we then? My times what we'll do is we'll actually send that 
opt in list as a part of the mass e-mail that goes out. And that's why we do in the merge 
field. It doesn't just have the link to their graduation says here's your opt in list: and 
then that, so that if somebody gets this e-mail and doesn't have an opt in list, they have, 
they're just not. That's not something they're getting. It doesn't say here's your opt in 
list: blank space. It's just that whole merge field is blank, so it just looks like there's a 
random bigger space. It's not that big of a deal. Does that make sense? See like a couple 
of blank looks. What that means? One practical added that work that data protection 
these days. Around the lot stuff, yeah. It's a question we struggled with. You wanna get 
very, very technical? If you're in, if you're in the EU, so we have not ever worked with 
client in the EU. If you're in the EU, we can't do it. I probably don't know that I would 
work with client who's in you guys. Thank you by the way for leaving the that made my 
life lot easier. 'cause we do have some British clients, not a political statement, just 
saying make my life easier and isn't that what it's about, right? All government should 
base their policies on what makes mammograms is life easier and so. If we ever do have 
a client in the EU, it's something we can't do. But here's the thing about the privacy side 
we do everything on our end to to educate them and say if they opt in. To try, for 
example, they opt into the tribe workshop and we give you the list. You have to match 
that against your list. You cannot just e-mail all of them through like mail merge. You 
know, you can't just add these people to your list. They have to already be on your list. 
And So what that does mean, it's why we include language in there that says that. And 
they understand that. Number one, if you go into your stats and it says there's 1000 
Hopkins, that's 1000 raw opt in. So they might have opted in for the web and R. For the 
workshop to the wait list. And to the assessment all through your link that shows up 
statistically as four, but it's really one secondly. They might have. They might have opted 
in and unsubscribed so our opted list automatically remove unsubscribe. So typically the 
the closer you get to close cart the the bigger the gap between your actual number of 
optins and your. You know your your opt in's only go up by like one or two a day once 
the card opens and your your stats that is. But your actual optins that we send you might 
go down by 1 to 3% today and so it just. One of the things we educate them on so they 
don't like why is this number not exactly what it says in this adds and then. We tell them 
very explicitly. You have to match this against your list. You cannot add people to your 
list because I might be on your list as my Gmail address. My private Gmail address, but 
then I go opt in. I clicked on your link and when I opted in, I typed in Madden that 
claims.com. Technically, you cannot e-mail me. And we're pretty clear about that. So 
based on my conversations with one of our attorneys who is a, he's a, what do you call 
that? A digital, digital privacy. He's actually an attorney who sued companies over 
digital privacy. And he promised never to sue us. I asked him and he said if you do your 
part and they were going to violate that, they said somebody could sue you, but they're 
gonna lose.'cause you. You covered your butt, so that's how we get around that. All right. 
We talked a lot about contests last time. So I'm not going to cover too much there about 
that. I wanna talk about Leaderboards. In in launch leaderboard here. Ultimately what 
we're talking about with Leaderboards actually start. Any other questions guys? Alright, 
when we do leaderboards. We are. We're doing them for a few reasons. I'm not gonna 
dive too deep into the psychology 'cause. I think it's long, but just I think it's important 
and we're looking to, we're looking for. I did a podcast episode on this and talk about 
how they're aspirational, their inspirational, right so the aspirational side. The 



inspirational side is like. No matter where you're at. You're going to be inspired if you're 
on the leaderboard, right? The aspirational side. So to back up, if you're in first place, 
you want to keep, you know, first place. If you're in 5th place and that's good, you're like, 
Oh my God, someone, 5th place is amazing, but if you're in. 29th place. You know, I can 
do better than that. You're you're aspiring to do better. That's why we do the Liberals, 
and understanding that is is important because. It helps determine like, how many 
places do we do. It helps determine things like, you know. How do we go and do we have 
anything? You know, maybe there's nothing we can do for 10 to tour for 11th to 20th. It's 
going to move the needle, I remember like. Thank you. So do you. Money was just born 
2015. I was still kind of coming up in the world of online marketing. I started to get 
pretty good reputation. We run a few big launches and my platform was kind of growing, 
but not like huge or anything. I was like in 25th place in Danny and he's launched and 
with two days left he announced that 11th through 20th we're also gonna get invited to 
this mastermind for top partners and I'm looking at this list and I'm going. Uh, I want to 
connect with every single one of those people. All I gotta do is get up into 20th place. 
And I'm like, man, some of the people ahead of me are kind of like big names. I don't 
know if I can beat them unless I like bust my. But it's still that 36 hours. I did exactly 
that. We sent like 4 extra emails. I rolled out a new bonus package because to me, the 
value of being in that room, I got to spend three days in Atlanta. With some of the top 
online marketers you know around that time, some of whom have become some of my 
best friends. That inspired me, and it was an aspirational thing for me to be able to move 
up to that level. And so I I know that when he did that, you know, we talked about this at 
the event that he said, you know, I'm literally 'cause. Like, all I got was an invite, I think 
because I moved to the most spots on the last day, that I think they also paid for my 
hotel. You know, so save just like 1000 bucks or something, but. I just want to cover my 
expenses to get there. They paid for the food for all the attendees, but still, I mean, I 
need to cover all my expenses, but I wanted to be in that room so bad that I probably 
made him an extra $15,000 and you know, he spent. $2000 on hotel and food for me. 
Pretty good return on his investment. So we're looking to inspire and get them to be 
aspirational as well. Good question on Jim asked me privately about the recording. 
Nope, I haven't stopped it. So Kevin, good luck editing this. Sorry, it's like this point. I've 
already screwed up. I'll just keep it going. You know people love the sight of their name. 
That's why we recommend going deep on Leaderboards, right? If you remember how to 
win friends and influence people, there's no more lovely sight in the world Dale Carnegie 
wrote than the sight of her name word. You know, it encourages that competition. It 
occurred like the competitions important most of these people, even even in Google 
World, which is really hard to say 10 times faster. Woo world is like we're dealing with 
what they refer to themselves, like heart centric entrepreneurs. Like we're gonna talk 
about business and sit around and in a you know Lotus position with scented candles 
and. I'm all for that. Like, I'm the actress, you know? I just wanna get into that. But even 
the world people are competitive. There's one in particular thinking of he's one most 
competitive people I know like he will. I mean, I seriously at one point thought he was 
going to show up and slit my throat if I beat him an affiliate competition and he's like all 
about, you know? Karma and you know, like I said, scented candles and row building 
businesses to change the world and you know, and then he's like, I'm gonna murder you. 
So it worked. Leaderboards work. That's why we have we talked about this with contest. 
Will number one have a lot of leaderboards? Right? As many as practical. You have a 



$25,000 prize budget. It's hard to have more than two clear ports. Maybe a third one. 
We want to have a lot of them, so whether it be, you know, typically like as far as like 
options you got your overall leaderboard. So overall, opt in leaderboard? Yeah, your 
overall sales. Little word. Those are probably the two that we've almost are always gonna 
run right. But you could have a Sprint contest. Sprint opt in contests, print sales contest. 
Talked about this before. You know the weekend stuff, right? Weekend registration, 
weekend sales. Monday, Tuesday, Tuesday, Wednesday you can have your highest 
conversions in your board. So it's like. We did this for years ago. I didn't notice that it 
move the needle and I think we did it for like $1000. It wasn't a huge name, was kind of 
like a fun thing. It was like minimum five sales. Whoever has the highest conversions 
you know leads to opt in's and like 1000 bucks there's a leaderboard for that. And we 
have people kind of like at the end we're like, man, you know, like if I get two more sales, 
it's not really gonna move me up the overall sales leaderboard, but I could win the, you 
know, the conversion sales contest. 'cause, I only have 57 Hopkins, I have seven sales. If 
I have two more, I'm at whatever the percentages, you know, 19% that will win this 
thing. So the creative, you know, I would love. If in every launch you're thinking of you 
know what's a new type of leader? What's a new type of contest we could run? It's 
something that's just fun. Typically if it's new, a little weird and really intended to be 
fun, it's probably gonna be under $2000. You know? It's going to be something that's 
we're testing out and we're not gonna blow the budget on. It's gonna come out of that 
discretionary. But think about those things. We typically in the past we innovated back 
in 2015, started doing live leaderboards. To explain how I live leaderboard works a it is 
not technically live in the sense that it is up-to-the-minute. Right. It is up to the hour or 
two, but when you compare that to 24 hours, 36 hours, 48 hours between Leaderboards, 
it's live. And So what we do? Typically have a page in the affiliate portal or some sort of a 
page they can access. VA's between the hours of whenever they work and whenever they 
stop working, and we for us right now, we've got them during launches, we have these 
working from 6:00 AM to 1:00 AM Eastern Time. Because some of them are overseas 
and we have them overseas in both directions, we got one that's 6-7 hours ahead of us. 
One is in the Pacific Time zone, two in Asia. I mean like literally we have almost 24/7 
coverage, but because they try to work a good chunk of their work day that overlaps with 
ours. That's why they're not literally working, you know, 24/7. But basically this keeps 
them from flying blind. Hang on one second guys. Thank you. Alright, so we're going to 
keep them from flying blind, right? So it's very simple process. Just to be clear, the live 
leaderboard is updated by the VA's again every hour to two hours. Held in that way, we 
don't pretend that it's up-to-the-minute like we tell put on the page like this. This 
leaderboard is updated every effectively, we say like every three hours. You know. Early 
in the launch. Then more frequently on the last day, you know we open. We updated 
every hour or so on the last day. Very simple process, like you don't even have to train. I 
mean you have to train a new one on it, but the process is no different than pulling a 
leaderboard at any time. You pulled the leaderboard from the stats. And then you put it 
in a live leaderboard format. Super easy with the live leaderboard we tip we don't 
typically do the fancy graphics 'cause those are pain in the bud. I've seen the fancy 
graphics when we put their, you know, their headshot and their name and up and down 
arrows can take 20 or 30 minutes put together. We're not doing that, you know, 8 to 12 
times a day. So it's just a list, you know, it is literally just a list that takes about a minute 



to pull. We have a spreadsheet from having take that copy paste into word press based 
on about being done. 
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For the on car close day, we might do like or any other kind of deadline type thing. We 
might do three or four five. When we're posting those not on the live leaderboard, but in 
Facebook or in e-mail. We don't just post the standings, right? We post some 
commentary, so we personalize in a little bit. We find things like, you know, if I know 
their plan. I know the like, you know, somebody was in 8th place to start today. They're 
up to six. I'm like, you know, oh, you know, Joe's got a big plan. You know, we we, I 
talked to you earlier and he's moving up. You know, he could be top five by the end of 
the day. You know, something like. If you saw something they did like, dude, I saw your 
Facebook live earlier. It was amazing. I saw your e-mail this morning. That was 
phenomenal. You know, like I see why you moved out the leaderboard. Your e-mail 
today was amazing, commenting on how far they are from the next position or how far 
ahead they are, the position behind them if it's close. So in a in a leaderboard, where? 
Say, just give some perspective. The top affiliate has 102nd, place has 92. Third place is 
at 60 and 4th place is at 58. For 4th place I'm going to put your only two sales from 
third. Third place, I ain't mentioning anything about how far they are from second. You 
know, hey, you only need to double your sales to have any chance whatsoever of maybe 
not still finishing in second place, not to mention anything about that. I'll comment how 
far they are from the next position. Sometimes it's like, you know, you're an eighth and 
it's like, wow, you're only nine sales for 3rd. You know, you could be in 3rd place, just 
offering encouragement. You know, just just, you know. They've dropped down to spots 
and it's like, dude, you got this, man, you know, something like that? You know. Finding 
Italian? Like Matthew Lewis, his favorite team is Kansas City Chiefs. So. You know. I 
don't know. Let's just say that, you know, if I'm like, I'm really starting to come out, I'm 
gonna look up Kansas City Chiefs, find out that maybe they're running back last week, 
ran for 312 yards and be like, dude, you're running all over this leaderboard like the 
Chiefs are on the Broncos or something like that. You know the other way around, like, 
man, you're, you know, you were dropping faster than. You know, I don't know. 
Dropping faster than a Patriots wide receivers. I don't even know if the analogy would 
be, but I'll come up with something, right? One just one note. Mental break from journal 
this stuff. When it comes to like, the positive commentary or the encouraging words. Or 
sarcastic biting commentary. One of the things that I shared privately with there's only 
about eight people on Earth, so I'm going to double that number now that know this. 
Every leaderboard we've ever done that goes down to at least 20th place. There's there's 
a name on there and the guys name is Eugene Pilcher. Eugene Pilcher was a chef at my 
dad's golf course when I was growing up, and it's just a funny aside. We inject a little bit 
of a sense of humor. Every one of our clients knows about this, too. Those are the people 
who know about it. It's more like 15 people, I shouldn't say. Every one of our clients, 
every one of our clients in the past couple of years knows about it. People, I had dinner 
with the PLF about four years ago and John and Jeff Walker know about it, so Eugene 



Pilcher was up as a chef. If you if you've ever, you may not know this, but in when 
somebody makes a hole in one in golf. One times it'll get printed in the local newspaper 
and it's like buried on the Backpage, like under the standings for like, high school 
lacrosse. And it's like, you know, Joe Smith made a hole in one on #11 Legends Club 
South. He was using an 8 iron. It was witnessed by, you know, Fred Smith and Jim 
Haskins. Well, anytime there wasn't four players. Got the club, the pro shop at Leisure 
Club or my dad. My dad ran. It would put the name Eugene Pilcher. So that was at 
Eugene. Pilcher had witnessed like 42 holes in one in one year and the newspaper never 
caught it. Well, Eugene only worked there for like 3 months. That was like, he was kind 
of like a whole long story, but he I'm not joking. He drove a windowless white band to 
work and so we're pretty sure that he also camped out. In your elementary schools 
anyway. So he's kind of weird. And so we did that. So I started putting about 6-7 or eight 
years ago. I started putting in 17th place on every leaderboard throughout the entire 
launch. Eugene pilcher. The funny thing is, Eugene Pilcher changes every time. 
Sometimes he's a slightly obese Hispanic man. And then. The following launch will be a 
really skinny Asian guy, and then he's a white guy and so on and so forth. And it got to 
be this thing and nobody ever caught on to it. And I would put commentary on there. 
'cause again, he's in 17th place the entire lunch. I would put commentary on there. Like, 
come on, Eugene, you can do it. Let's see you move up today. Or sometimes, Eugene, it 
just honestly feels like you're not even trying. And so when I told people about this, they 
would go back. He went back and found like, Mike Kim went back and found like 50 of 
these emails where I had the leaderboard update. She's like, Oh my gosh, it's so funny. 
So just as a side note, if you ever see a leaderboard when I share this stuff and you see 
Eugene culture on there, and especially if you notice that he looks a little different from 
time to time. That's the story of Eugene Filter. It's somewhat legendary in the company 
we we reference it frequently. So anytime there's like something or another one like you 
pull the Eugene Pilcher, you know it just means like. It means different things. It kind of 
like Eugene changes. So anyway, just a fun little fact there, right? Alright, I'll make your 
leaderboards fun. I'm gonna just show you guys real quick here. These are in my notes 
so share screen. You guys are probably seeing some of these if you followed me for a 
while, but. You know right here. You see this leaderboard? We kind of gamified this. 
Had the up and down arrows and also reminding them of what they get. I am sharing 
their correct screen right? You guys see this clear board? OK cool. Um, you know, things 
like that. Like, what do they actually get from that leaderboard? Hey, I can read what's 
on my screen. As you can tell, we combine the elements. I'm just kidding. Like, it's 
personalization, right? The picture gamified. eye-catching, right? We reminded them of 
what's at stake, so when every leaderboard they're getting reminded, like what they're 
getting. By winning this, this is another one. We talked about how the leaderboard was 
updating so frequently that it was like a nature sketch and I was like, oh, you know, be 
cool doing Etch-a-sketch leaderboard. I've done this two whole times at almost 60 
launches that we run. We run 61 in January #60. Only uses leaderboard two times. Try 
was this one Michael had done that would've been Ray Edwards, 2000. 15. You had your 
banker, Derek Waller 2015, so that was that was 2015. I pull it out again this year. We 
have a couple of other versions something like this one is is kind of our standard 
although we've we've made that go to 20. These are super easy to do. We have a VA do 
them each time. If I needed updated like on the last day of the launch, and it's kind of 
after hours and we don't have a VA handy, although we usually do, I'll do it myself. It 



only takes about 1520 minutes, you know? Once once it's done, like putting it together, 
ever designed it from scratch? Would take about 3540 minutes in Canva, but our 
designer does that. And then you just drag the images so it's like, oh, here's Don dragged 
him, boom, boom, boom, done. Most people are going to stay in their spot. There's 
usually not a leaderboard update. We're like nine of the ten positions change. This all 
stays the same. You move the arrows around, but pretty easy to do. We've done. I've 
done top 20 images, but then I'll list others in writing. I've done for our lunch couple 
years ago. It was. We did it during March, so I did a Sweet 16. You know, instead of 
doing a top 20, we did a Sweet 16. It's a top 16 arbitrary number, but it had connection 
to what was going on. And, you know, in March Madness, that was in 2019, 2018. So we 
did our Sweet 16. We did. Trying to think of what others have done. Um. The top 21 for 
2021 with Pedros launch, I think this year we've done some others, but typically it's in 
that range, you know 16 to 20 ish. You know, I mentioned before, list as many people as 
you possibly can. Like, go as deep as you possibly can. Most people go top ten and then 
like here's another five people who are in the running. May 14 sales. I think 23rd place. 
You should probably still list my name. It's gonna motivate me. Maybe I'm doing better 
than I thought. Well, maybe outside the 15 top 15. Maybe on 17th place would be a 
handy thing to know if I'm in 43rd, like, I don't know, like 43rd or 17th. That's a little bit 
of a big gap there. A little bit of a big gap, whatever, but like the idea is that's how we use 
data works. Any questions on on leaderboards? Like it's pretty smart, but any questions 
on that? Alright. In lunch, we have time to talk about that. I'm gonna send you guys. 
Post here. I think this will be the best. Should we do that? Yeah, I'm gonna send you 
guys a couple of posts here. Post it in the chat. And then. I'm not going to cover. I cover a 
couple things on this. We're gonna make this super fast for you and then hopefully I'll 
remember to put those in. Teachable. It's about activating affiliates if you want to pull 
up the first one. Let me see where I put those in. Actually, I say first one. Yeah, if you 
wanna pull up in the first one. Now kind of go through it, let me just, I'll share my screen 
that way. Stacy knows back I'm talking about she's watching the replay. So I talk about 
you know why you need to enact, you know, activate affiliates again. As I said before, 
people are busy. You know, that's that's the big thing. People are busy. We need to 
identify who is inactive. Just to explain 'cause I don't know if text. Sometimes I explain 
this as well as I really want to. We we will run an activation report or an active affiliates 
report typically sometime after the second big thing. So if you've got like in this 
particular case, maybe even use a different example, you got like day one, day two, day 
three of the workshop, which is over the course of five days. Got to webinar, you got card 
open, you gotta live stream, stuff like that. Well, typically measure after the second day 
of the the workshop and then we'll do it again, probably like the day before the webinar. 
So after webinar promotions already started, we'll do it again, right? Like usually the day 
after cart open. Ish. We wanna give them time just 'cause they didn't. Promote after the 
very first thing, maybe they were waiting till the second thing. We wanna give them a 
little time. There are times where people tell us in advance, hey man, I'm not pulling 
into the webinar. My audience loves webinars. They hate these workshops. I'm not 
promoting until five days before the webinar. Boom, OK, I take them off the people I'm 
going to bug on day four or five of the launch list. It don't sound like a turd when I'm 
reaching out. Like why haven't you promoted? I told you I wasn't going to. So we use 
three hits in one opt in. As it says here, they could have an opt in. And not really be 
active that that one option is just in testing. It's them testing out their link. So we just go 



with one opt in. Three hits. Three hits, again, probably that they were testing it. Once 
one person usually will reach out to maybe 300 people who aren't active. You know, 
have one person like, but I do have an opt in. I'm actually active. My friend signed up, 
and I'm like, cool. I must have missed that. Awesome. Keep it up. But I miss out you 
know for that one person if I didn't if I limit it to people add zero inside missing on the 
175 who tested their Lincoln never promoted. So that's why we do that. So it's really it's I 
wish there was a system that we use typically work with clients on Infusionsoft or you 
know on sport or similar system. I really wish there was a button that we could say show 
me my inactive affiliates. It would just give me the button. In fact, the system that we're 
creating there will be such a button, and then you will literally be able to click a button 
that says e-mail them. And then you'll be with mass e-mail all of them. Or individual e-
mail all of them. We will send them an e-mail. We've got the templates in that. The 
template file that I showed you guys before, they basically just says, you know, hey, I 
wanted to reach out you, you committed to promoting such and such, you know, 
product launch is going great. Why? Why didn't you? Why haven't you promoted? You 
know what's going on? Is there anything I can help with? I walk you through that e-mail, 
I think actually, yeah, down here. You know everything OK? You know, I walk you 
through exactly why this e-mail works, so you get it. You know, an idea of that. But yeah, 
take a look at those that way. I mean, I could teach that to you guys, or I could say, hey, 
go read that post. It pretty much covers, you know activating inactive inflates. That is a 
big part of what we do. We talk about building this affiliate on, we talk with our clients 
about how not to have just 50 or 60 affiliates that are having sales out of 500, but how 
do we get out of 502 hundred, 300 of them to actually make sales. How do we get, you 
know, a very diversified? You know, group of affiliates. This is one of the ways that we 
shine, I would say, in any given promotion. As high as 25% of the total sales will come 
from people who otherwise would have been active. And when we report that to clients, 
I'll tell you right now with tribe it was actually low. It was only about 740,000 out of 
5,000,000. Then you go it is kind of low, it's only about 15%. It's $740,000. I did the 
math. I know what the average employee at his company makes. It paid for a lot of 
them. It's a substantial even with you take out affiliate commissions, it paid for about 
five team members on his team. It's a lot of money that it may just from activating 
inactive affiliates, so we're able to go to the client and say. You know page 5. Here with a 
number of Affiliates that were inactive. Here's the here's what they produced in sales 
going forward. You know, we had 184 affiliates inactive. We got 52 of them active. 
Within 48 hours they produced. $63,000 in sales game eight, we, you know we had 100 
and whatever the math is 110 inactive and we got 27 of them active. They produced 
$14,000 in sales, you know and so on and so forth. Total activation, you know price of 
activation or revenue from activated, you know affiliates $107,000. And they're looking 
at this going. Paid like you guys paid for yourself just in that. This is something I'm not 
joking. There's less than one. Less than 1/10 of 1% of affiliates even bothered to do this, 
or affiliate programs bother to do this. I just don't see it done. I've. I can't tell you how 
many affiliate programs I've signed up for because I I watched this stuff. I only promote. 
10 or 11 of them a year. So I'm inactive in 90 affiliate programs here. 0. Zero them ever 
reached out to me. I'll take it back, one or two have in their message sucked. It was like. 
You weren't promoting? When are you going to promote? Send me the dates you plan on 
promoting. I'm like. Not going to you really did nothing to incentivize like you did 
nothing to make me want to. What's your problem? You know, like why you being a 



jerk? I got one the other day. Oh my gosh. If it wasn't. If it wasn't so bad that it actually 
made me angry and kind of disappointed that I work in this industry for a moment, I 
would have laughed out loud. I'm gonna see if I could find it, but. This is a, it's a, it's an 
affiliate promotion. That. We are, we're promoting. It's the summit. I'm speaking at the 
summit. My e-mail goes out Friday. I already told them that I'm not promoting until 
Friday. And I'm not joking. According to my records, you were promoting on August 1st, 
2nd, 3rd, 4th, 5th and 6th. Nobody is doing that first of all, anyway, please reply back 
with the dates you plan to promote if I have no dates listed for you above. What you just 
said I you know and it's like she she, you know, it goes on just yeah, it's so bad. It's so, so 
bad that I. Oh, and then this is my favorite 'cause. This is even. Then we go down. 
Because at the beginning it talks about you. You know, you don't. We don't have any 
record of clips from you. We have no record of promotion from you. And then she says 
you're promoting on these dates. And then please reply back on the date you play. And 
then here's our here's the top of our leaderboard so far. #1 Steve Rosenbaum, #2 Matt 
McWilliams. I'm second on the leaderboard, you twit. How is it that I haven't heard? 
Like what is going on? And so, yeah, don't be that person. So check out the stuff about 
activating because it's so funny. I'm like, and then they gonna cover that, I'm just going 
to send you to a link and you guys can go read it. Oh, and also it's probably one of the 
most important things we do. It's it's not in terms of I said, you know, 25%. So clearly 
there's the other 75 percent, 25% on the high end. Typically it is more like 15 to 18% 
range, but it's something that we can actually point to as. There's there's no possible way 
that a client could come back to us and say, oh, you got that anyway. You know, like I 
admit that 80% of the revenue it's it's arguable even though we bring on affiliates for 
them, they could make the argument we may have done that anyway, you know. So we 
want to be to give them tangible proven looking and go here like we recovered your 
inactive affiliates, you made $184,000 and you didn't even pay us that much. You know, 
like, right there profited. Now we see anything today, Philly commissions, but whatever. 
Let's not get picky. And so like you, you make money and he and and like we busted our 
butts 'cause. It is hard work in activating affiliates or activating inactive affiliates. Just 
hard work and nobody does it. Is something that allows us to stand out in the 
marketplace. So that's one of the reasons we do it. Of course, we also do it 'cause. It 
makes a lot of money. So as we wrap up. Um. There's kind of $1,000,000 question. 
What do you want to know that you don't know at this point? So what's something that 
you think you should have learned about affiliate management?'cause really we're kind 
of through the in launch or through the during the lunch time. So we've gone through all 
the way like everything in the beginning too and we're, you know, end of launch. We'll 
talk about post launch. We'll talk specifically about some different types, like we'll talk 
about book launches and summits. I'll probably just take like all the. Nuanced stuff. 
Summits, book launches, things like that. Just jump into one lesson. So next time we'll 
talk about post launch. I think we'll have time next time to talk, kind of wrap up client 
communications. We talked a lot about that before. I didn't plan on it, but we did. And 
then we'll talk about some of some book launches and all that, and we're done like I 
think next Wednesday. That's my best guess. Next Wednesday, we might have. So we've 
done two, possibly three sessions, got hard to tell. So we pretty much talked about, we 
talked about the before the during recover post like I said, So what do you want to know 
that you don't know? To this one, what do you feel is missing? Where you guys confused 
at all? OK, so one of the things we saw the leaderboard, I saw that a lot of the people on 



the leader boards were actually people well known for their products. So are there 
actually affiliates or just professional affiliates who don't have or just promoting 
products and don't have their own product that out or what is the make up of the? Top 
and it powerfully it's like. Usually the people that you see. Not a whole lot of. Important 
quote Like full time. All they do is affiliate stuff. We get some. Occasionally. But it's. I'd 
say it's less than, less than 1%. You know the reality, reality, we don't work a lot in like 
retail world and you know we don't do a lot with like. You know, super nitchie. Markets 
were getting a bit more into it. You know, one of our new coaching clients is a 
supplement company, one of our new done for you clients will be in the health and 
fitness industry will experience a little bit more of that. But yeah, I mean it's it's kind of, 
it's more of a reflection of who our clients are than anything philosophical like I have 
anything against them. For my best friends, that's all they do is build affiliate sites. The 
one thing about full time there's not always true. I'm saying this is the 99 one rule. 99% 
of them are like this. They tend to be more of a what's the word? Mile widening, Steven 
Mile Wide, then a mile deep, and then inch wide. So you know. Jeff Walker promotes six 
things in a year and do you know between 1/4 and a half, $1,000,000 at, you know, per 
promotion, the full-time affiliate? Will have the, you know, he'll do like a niche site, he'll 
get some stuff and he'll he kind of like finishes a 17th place, but he'll do that in 30, you 
know, 30 of these things. Um. I mean that's like I I can think of a couple people that I 
know that have promoted in multiple products of ours. None of them have ever cracked 
the top ten, and they've also never been outside of the Top 40. You know, they're always 
right there around 20 and 30th place, making 15 to $40,000, you know, per promotion. 
I notice matters. You've picked good clients, right? So sort of the elephant in the room. 
Yeah, I really get that, right. Obviously when we're talking about smaller clients, like, I 
guess what's the stuff that most makes it not work? Like, you know, everybody like I'm 
on to get the Lippman to bit. They've got 50 affiliates go recruit and then they don't like, 
I appreciate annexation, we handle it, but what's the stuff that can cause it to not? Like, 
you know, there isn't that excitement, just like, yeah, we. Yeah. You know, once there is 
that buzz, then there's mental. But I can see that the challenge of there isn't great proof. 
Isn't that buzz? Then? It's like, actually, yeah, OK, like that's why we'll probably 
experiment with some other threshold for bringing on clients. They they need to be 
seen. As an industry leader now you can be seen as an as an industry leader be running a 
half million dollar business. I mean I was. I was really people were kind of surprised 
when I share with them like how much money I company didn't bring in in 2000, like 
1516. I mean, we we did. I I wasn't personally making six figures in 2015. Maybe, maybe 
really, I was right around there. I did. I wasn't. It wasn't like I was like, you know, super 
successful financially as a company. When I was considered an issue leader, I was 
known as like the guy, you know the go to guy in mine it right. So that's kind of rule 
number one. Like they need to be known. To be seen as that, they've gotta have those 
successful clients, those successful students, you know, we need to be right. I told you 
before I asked for ice for three students. I just wanna talk to three of your students, 
three of your clients, and see what kind of results they're getting you get to pick on. 
That's the thing. Like, we let the client pick up. So clearly, you know, I'm gonna go 
through and be like, I'm gonna pick the three clients that bought the most stuff from me 
and like me the Yeah, I bought match product. Sucked. Just never asked for a refund. 
'cause this customer service sucks, you know? Like, I'm not gonna pick up person, gonna 
pick three people, but I still wanna talk to her. Those things right there rule out almost 



everybody. Definitely personality. You know, do do I get along with him? Even though 
I'm not gonna be running the account like that's. I'm a pretty good judge of character 
and a pretty good judge of just, you know, that personality I mentioned, you know, the 
perspective client we have. You guys have heard of them? I won't get into it is right now 
until we get to that point. But when they, when they came to me, when I went to them, 
was like, hey, I'm here ready to work with you. Like, I'm, you know, effectively like, hey, 
I'm ready for you guys to start paying us money and us to make you money. They're like, 
you know, our conversions have gone down over the summer and we're not ready for 
you yet. I'm like you were going to be the best client doing the best lines we've ever had. 
It's a character thing. Like, they were like, no, you told us we need to get this offer 
converting at 2.25% and it's only at 1.75, and we're just not ready to bring on affiliates 
just yet. We gotta get this offer down, and I'm like, you're gonna be the best. I'm gonna 
love working with you guys. You know, things like that again, do they have enough of a 
team in place that we're not going to get left, you know? Having to figure out a freaking 
tech issue the night before card open, because if we don't. You know, this is one of those 
things. Can you do it? Probably. Can I can I come in and do it? Yeah. Is it worth it if God 
forbid, I had to, to get their click funnel page working? Because I know if I don't, it's 
gonna cost a company $35,000. Yeah, it's worth it. Do I want to be in that position? No. 
And so, like understanding that they have other, like, tell us about your team. Well, it's 
me in a part time. VA awesome. Let's talk in a year. You're not. You're just not going to 
be a good client. So again, going through that whole weed out process, same same kind 
of thing. Like we do the same stuff like, I mean I I kinda sounds creepy, but like. Do they 
stay on brand with their messaging? Like we go look at their social media and it's like. 
You are a leading expert in the yoga and mindfulness. Can you come to us saying you 
want you to run our you know, build our affiliates and I go to your Facebook page and 
half of your posts are about crappy customer service and you whining about like that is 
not on brand for you. You can't even stay on brand on your Facebook page. How am I 
gonna? Um. You know, like it's different if they have like one post, I have 100. That's like 
that. I'm an idiot. Sometimes I post stuff on Facebook, like, why did I do that? You 
know, but like most of my stuff is on brand, it's got a point. So we're looking at those 
those factors and. Yeah, we're reading through BBB Better Business Bureau and saying, 
OK, I kind of want you to have at least one complaint means you did something. But I 
don't want you to have 50 complaints like saying that you're cheating people and things 
like that. We we haven't done this in the past. We will now. I wanna talk to one of their 
other vendors. I just need 3 minutes. Who do you work with? I mean, I give your 
podcast dinner. I don't care who's one of the others. Do they pay on time? Yep. Are they 
good to work with? Yep. You know anything I need to know? Yeah, they're very 
demanding crowd. Whatever, you know, like that's all. I wanted to talk to him for three 
minutes. One of your vendors and I'm gonna tell, I'll tell the perspective client. I guess 
it's not something we've heard in the past because of who we've been dealing with and 
I've typically had a pre-existing relationship where they've been referral so. With this 
though, we will definitely talk to one of their vendors and I'm gonna ask again, do they 
pay on time? Have you had any issues? You know, specifically anything I need to know 
about working with them? I think if we do all of that, all of our quote UN quote due 
diligence You know one of our core values we don't work with jerks. So. You know. Man, 
he stood me up for a sales call. Didn't even say sorry. It's a little bit I I've been stood up 
for calls and people were like, on their knees begging for forgiveness. And I'm like, yeah, 



you're fine, you know, at least text me and say, I'm so sorry, you know, like have a good 
excuse. Somebody ended up in the hospital. I'm, I'm good. Like, I'm not hurt my 
feelings, you know, I don't have an ego like that where it's like, no, you're never getting a 
second chance. But. You stand me up for a call and like nothing. And then when I talk to 
you, first word Gmail, alright, so you guys charged. You nothing 'cause this conversation 
is done, you know? Long answer, but just trust that I I'm I'm pretty confident that we 
end up with 99% good client rate. Who that 1% is gonna be, that's gonna be fun to find 
out but what I've seen with your process Matt is very like better system and I get the two 
bits or if the affiliate recruitment doesn't happen as planned like message 10,000 people 
they all go no bugger off that's a problem and. You know you're gonna corrode. They 
don't promote the conversion bit. Isn't really our problem if you're doing that. Fingers 
crossed it actually, it's just doing it. Like you said, I've. I'm like you. I've never had 
anybody saying, hey, you haven't provided anything to help, you never get it. And it's an 
obvious thing no one does. So I can get it like it's just good. That's why we come at it 
from the perspective of something must be wrong. How can I how can I serve you, you 
know or you know, it's not too late, like I just wanna you know, hey, you know, it's not 
like I know it's day 5 / 10 day launch, but you know, you can still jump in not what are 
your dates. Please respond and inform me of when you were mailing. Never. Yeah. As 
far as the client, I, I also say like I've, I've never had to fire client. I almost wanted to 
watch. It wasn't because he was a bad person or there he just was really needy and I had 
to learn how to deal with that. And this is seven years, seven years ago, and I learned 
that, you know what? I have to proactively be a psychotherapist during launches. We 
have to proactively inform the client. That it's like first day? Yeah, we already beat last 
year sales and you guys are the best. 3:00 PM day two. Why aren't there any? Why are 
there no affiliate sales? Say, why are affiliate sales so low? I'm freaking out of theirs. Is 
tracking working? System working? Is everything working? Are you guys there? Are you 
doing anything today? What are you doing today? Do I need to go live on the Facebook 
group and get Philly? It's excited. It's because it's Day 2, Jeff.'cause it's like 2. Sales 
always do this. Namaste. I promise it's gonna be OK. Just leave me alone. What I 
learned is that I have to proactively tell them midway through day one, hey, just heads 
up. And I told her whole team this, hey, team. For those who have never been through a 
big launch before like this, I know that, like, we're riding a wave of excitement right now 
and I'm not trying to be down. I just wanna let you know in advance, tomorrow is going 
to suck. Capital S, capital U. Capital C, Capital K It's going to suck. And you're going to 
wonder why you're gonna think this stuff broken No wonder why stuff not working. 
Please don't, it's totally normal. You know, we're gonna go down tomorrow, we gonna be 
down the next day. Things will start rising up on the 4th day. Really, we're gonna get 
crazy on the 5th day. So if you're not getting any live chat support tickets tomorrow on 
the sales page, you don't see many sales rolling in. It's not 'cause anybody doing 
anything wrong? It's totally normal. And since we started posting that, we've had no 
issues with clients and I haven't had the psychotherapist and talking about the ledge. 
Like I did the first few times, but that said, if a clients you know, just rude. They're not 
doing their part. We usually find out in the first month or two of working together and 
by by you know. I'll handle that when it happens, you know? So I will let you go. If 
you're running something and you're, you know, I'm not involved and you have an issue, 
that's that is the time to bring me in. You know, let's talk about it first. Let's find a 
solution. It might be that you're communicating poorly. I don't know, you know, might 



just be that they're in a hole and we need to fire them as a client. So. It's not about that. 
Any other questions? Now you talked a lot about our communication timeline with the 
Affiliates and what we're doing with affiliates when we're not having an active launch 
going on. Do you have something similar for clients and and when you talk to them and 
what type of Commission communications you're doing when you know it's the three, 
four month period of the year where we're not talking about the launch? Yeah, good 
question. There's really never a time when that's not happening with clients. Months 
after the launch, you know we'll do we do an AR and after action review where we go. 
Usually we try to do those about 10 to 14 days after there's enough space where we. We 
also get deep breath. We kind of had time to analyze individually and we're not like, you 
know, how'd it go? It went great. Yeah, alright, well talk about don't really know when 
we're wrong. Nothing. Everything was perfect, you know or I'm just tired, I wanna go 
back to bed, you know? So we do about 1010 days to 14 days after we do an after action 
review, then we do another follow up. So basically if it's 30 day refund. For example, just 
using an example. After that we'll do another follow up. We'll just give them an update 
on how things are going and then we'll do a next, next lunch meeting plan usually about 
10 and a half 1110 months out we're planning. Then we'll go through kind of like about a 
four month period where you know especially on there and like we've planned the 
launch, it's going to look a lot like the last launch there's there's not. There's not a whole 
lot to do, you know, we're doing our thing and stuff like that, so we're just keeping him 
updated in Basecamp, slack, whatever we're using the communicate with them. We will 
do it as needed meetings, but not any regular meeting rhythm. And then about six 
months before we start the monthly meetings. And then usually the second go round, we 
don't need to meet us frequently. We don't need to be frequently as soon because there's 
not a whole lot of like, let me learn about this or either like, we know the systems and 
stuff, so we might not even start meeting twice a month until about two months out and 
then be like, you know till about two weeks out, you know, twice a week or something. 
So it it does, it changes in a little bit, just feel. But like I said, every now and again, you 
know, we're eight months out and they've got a big perspective affiliate that they're 
working on and you know, instead of going back and forth and base camp, you know, 
with 46 messages will just be like, hey, let's hop on zoom tomorrow at 3:00 PM and will 
talk to him. So, but yeah, it's just keeping, it's kind of the same stuff I talked about 
before, right. Less frequent when you're nine months out and we've already worked 
them, right. So when we pick up a client six months to launch and we're, you know, 
we're 5 1/2 months out like in, that's like part of the communication wire 
communicating 2 three times a week is we're just showing that we're doing stuff. Like, 
immediately. That's the number one reason. Like, hey had a great cut. Like, sometimes 
it's had a great conversation with the Philly today. Where did you get him? But I had a 
great conversation with him. You know? They're not gonna say that, but it's like we're 
just doing that to have something to communicate, to show momentum. We've already, 
so then we do the first launch and let's say that we projected it would be half a million, 
we did 654,000. So we've already proven that we're kicking but. And we're nine months 
from launch. Do we really need to be updating every times a week? Do we wanna go two 
weeks without communicating at all? Also now, so there's that balance where it's like, 
hey, let's let's shoot him a quick message once a week. Just keep him updated, you 
know, there's less stuff that we can update on because. You know. There's not as much 
to do, so we just kind of keep in touch with him, but same kind of process. We set 



reminders, we put it, you know, we remind ourselves to. You know, message him once a 
week. Things like that, just keep in touch with them. Cool. Thanks. Last question if 
anybody has one. Really have a question, Matt. I never been absent from the video, but 
paying attention the entire time, I get a little nervous about learning all these stuff with 
opt in list and leaderboards and everything that you've talked about. And I do have to 
say you're doing a good job getting the hype up there. I'm learning a lot and kind of 
hoping excited to get the opportunity to see what some of that's really like 'cause I. I've 
never participated in a launch. I've kind of been following some of it. It's it's. You're 
ramping it up pretty good. Cool. Getting like, Simon, you've made a sale you've got from 
Dollar Commission coming to you. You're like, cool, right? It's, you know, it's not going 
to work or even e-mail. You get that first e-mail, it's it is. And there's a match like 
Andrew. Andrew Norris, she went from not being involved like doing $100,000 in 
Commission in two months and you're like, Angie, let's talk it is you get. Aspirational, 
like, well, I could have done that if I'd done more of that. Yeah, we we talked about, we 
call it the launch vortex is if, you know, you know how Tornado operates. No, tornado 
sets things up into it, and we're trying to suck people who rationally wouldn't send seven 
emails in a day to send seven emails where we're trying to get them. Make irrational 
decisions based on emotion and competitiveness and in money, quite frankly, in many 
cases. So we call it the vortex like we're trying to. We're constantly looking for ways how 
can we suck people into this vortex, whether it be with. You know, like I'm I'm 
sometimes I'm even looking like when I know for a fact. I'll give you one example, then 
I'll go. I knew for a fact that John Lee Dumas had just, man, he's about 100 optins 
behind Pat Flynn. And I knew he'd mailed about 20 minutes ago. So I I logged in, I 
looked and he was now like only like 64 options. And I messaged who's I think it was, 
she was on the team, that I'm one of our VA and I said, I need you to, here's the link. I 
need you just to refresh this every minute. Take a screenshot as soon as they're tide. I 
knew for a fact jail he was going to blow about 300 by PAT within. Hours within three 
hours. But for some moment in time roughly in the 15 to 35 minute range they were 
going to be tide exactly where one was going to separate them you know depending how 
he caught it and Shahid actually he was like updating me and you know inside he's like 
OK twelve behind I'm like OK just keep refreshing until they're tight and take a 
screenshot of it as soon as you possibly as soon as you're they're tide. Took that top, you 
know, just 'cause. It was like the whole page cut just those two out. Texted them both. 
You know, it was like, OMG, it's like the first time I've ever seen this. You guys are 
literally tide. Here's a screenshot from the system and Pat privately texted me like 15 
minutes later. Goes not for long. I just sent another e-mail. That's the vortex he pat is it 
mean if you know pattern or you know he's a family man. He is not the type of person 
this was like you know 8:59 o'clock Eastern Time so six o'clock Pacific. He's not the type 
of person who typically works at 6:00 o'clock at night. Used to not but not by this point 
that I'm talking about it used to be a late night guy. He's with his kids and. He stopped 
spending time with his kids for 15 minutes or 20 minutes. Wanted to do. It's getting 
them to do something that you want them to do because they want to. I think that's the 
quote. It's pretty rough. It might be something completely different, but that's that. It 
might even in a completely different person. Ever said. That's what we're trying to do. 
They wanna make more money, they want to serve their audience better, they want to be 
higher on the leaderboard. It's just they don't really really, really, really want it bad 
enough until you do something That makes them want to do it even more. So I feel like 



that's a good place to end. Talk about push line stuff next time, guys. I'll see you Friday. 
Oh quiz, there will be a quiz. I just don't know what it is yet. I mean, I know what it is. I 
just don't have the link, bill. So I guys, yeah. 
 


