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STEPHEN: I’m Stephen Pierce, the Optimizer. One thing we want to 
look at today is optimizing your personal performance. Now, why is that 
important? 
 
We deal with corporations, and corporations will come in and they’ll want 
to do team building. You may even hear, “There’s no ‘I’ in team” and 
then, somebody else will say, “Well, here’s an “M” and an “E” for me.  
 
The personal level is critical to the success of any business or any 
company, because if you think about it on a cellular level of a company, 
what do we have? 
 
We have people, and isn’t it true that if the people of a company are 
dysfunctional or don’t have alignment, the company is going to end up 
being dysfunctional and it’s not going to have alignment because of the 
cellular level of where the people are located? 
 
So, understanding personal performance will impact everything that’s in 
your environment. It will impact the people that you're working with, 
partners that you're working with, the company that it is you're looking to 
grow, whether you're a small home-based business, a corporation, or an 
executive in a corporation, whatever the case may be. 
 
Today we have Jerry Clark on the show and for many of you that name 
should sound familiar. He has a program called “Standing on the Shoulder 
of Giants.” And I’ll talk to him about that in a bit. 
 
He has interviewed over 100 people. Now trust me, when you interview 
over 100 of the leading business people from around the world, you learn 
a lot. 
 
Jerry Clark didn’t just learn from those interviews, but he also learned 
from his personal hands- on, in the trenches, belly-to-the-bar, and do-it-
yourself experience. 
 
What I mean is, when Jerry was 19 years old he started his own home- 
based business, and when he was 26, less than 10 years later, he had made 
his first $1,000,000. He started taking vacations and breaks every once in 
a while, and now Jerry is one of the most admired men when it comes to 
personal development and helping home-based entrepreneurs.  
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If you're running a home-based business or you're planning to begin a 
home-based business, this is a show that you want to pay special attention 
to. I want to talk to Jerry Clark today about how you can optimize your 
personal performance. 
 
Jerry, welcome to today's Optimization Series Radio Show. 
 
JERRY: Stephen, it’s definitely my pleasure to be here. Thanks for 
having me on. 
 
STEPHEN: So, Jerry, now one of the things I mentioned is that you did 
your “Standing on the Shoulder of Giants” program, where you 
interviewed over 100 people. Who were some of the people that you had 
the privilege of interviewing? 
 
JERRY: I interviewed people from all walks of life. I have different 
themes for my volumes. For example, Volume 2 is, “Motivation & Wealth 
Giants” with Denis Waitley, Les Brown, Marc Victor Hansen of “Chicken 
Soup for the Soul,” Charlie “Tremendous” Jones, Cynthia Kersey, and so 
forth.  
 
Another one of my volumes is, “Sales & Marketing Giants.” For this 
volume I interviewed Tom Hopkins, Jay Conrad Levinson, Ted Nicholas, 
and some other people who are very powerful within the sales and 
marketing arena. 
 
Yet another one of my volumes is called, “The Spiritual Enlightenment 
Giants.” That’s Volume 6.  This one has people like Dan Millman, who 
wrote “Way of The Peaceful Warrior”; Iyanla Vanzant , who wrote a book 
called “In The Meantime.” She’s a good friend of Oprah; Shakti Gawain, 
who wrote a book called “Creative Visualization”, which sold over 6 
million copies; Oriah Mountain Dreamer…I can go on and on.  
 
So, I’ve even interviewed a lot of very powerful people, which would even 
include Patch Adams. Some may have seen the movie “Patch Adams.” 
There’s also a movie called “Rudy,” I interviewed Rudy as well.  
 
I can go on and on with the people that I’ve interviewed, Susan Jeffers, 
Michael Gelb… 
 
What I’ve found by interviewing so many is that it has really allowed me 
to figure out what they have used to optimize their personal performance, 
which is why I think it’s awesome that we're going to talk about it today. 
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edge when it comes to understanding performance from different levels, 
and from different people of all walks of life that have accomplished so 
many things in their own life, not to mention the accomplishments of your 
own. 
 
Let’s talk about that for a while to lay more of a foundation. I gave a very 
short intro, but tell people a little bit more about who Jerry Clark is.  
 
JERRY: I’m one of those people who have just a regular ‘from 
tragedy to triumph’ type stories that you hear with all the other giants out 
there.  
 
With a lot of the people that I’ve interviewed, for example, there’s one 
common trend that I’ve noticed, and that is that they’ve all been through 
some kind of tragedy in their life.  
 
I even interviewed you when you had tragedy in your life. I’m sure all the 
listeners already know about the tragedy and the different things that 
you’ve had in your life. 
 
And when I mean tragedy, I’m just talking about just some basic 
challenges that had to be overcome in order to really get to a position 
where you could optimize your personal performance or optimize 
whatever you're doing with your business, and so forth. 
 
So, with me, I was born in a garage in 1968. 
 
STEPHEN: That’s an interesting place. 
 
JERRY: Yeah that is an interesting place to be born, in a garage. My 
mother and father never got married. I moved to Jackson, Mississippi with 
my mother and 12 other people in my grandmother’s house, and I lived 
there for seven years without having a bed to sleep on. As a matter of fact, 
I had to sleep underneath a baby’s crib. That’s where I slept for the first 
seven years of my life. 
 
Then we moved to California, my mother and I, and I had a little sister at 
the time. We moved to California and didn’t move into a really great area. 
We thought the San Francisco Bay area would be wonderful but we 
moved to a city called Pittsburgh, California, and we moved into an 
environment, a neighborhood that was the ghetto basically. I don’t think 
they call it the ghetto anymore. I think the call it the urban disadvantaged 
location area.  
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STEPHEN: That’s the ghetto. 
 
JERRY: Right, that’s the ghetto. So, that’s where I grew up. There 
was one specific thing that happened for me which really made a 
difference in starting a shift in the way things were for me. One day I was 
driving down the freeway with my mother, and a beautiful car passed by. I 
remember looking at my mom saying “Mom, what kind of car is that?” 
She said, “That’s a Mercedes Benz.” 
 
I had never seen a Mercedes before. I was about 11 years old at the time, 
and I said, “A Mercedes Benz. Wow, that’s a beautiful looking car.” The 
guy in that car was looking very comfortable, like he was at peace with 
himself, and I said to myself, “How in the world do I go about getting 
that?”  
 
STEPHEN: Wow. 
 
JERRY: This was the point that really altered my whole life, in 
regards to beginning to think about something much more powerful than I 
had ever thought about, as far as having a dream. Everything that I did, all 
of my thoughts were going towards “How do I make this dream a reality?”  
 
Of course, as I went on and developed and grew I started to understand, 
“Wow, there are other things that I can accomplish too. There are other 
dreams out there.” 
 
This is what really got me to start thinking just a little different, which 
allowed me to actually set myself up to be a very curious person and start 
interviewing successful people.  
 
Way back then, when I was 11 or 12 years old, I would interview people 
that seemed to have had the lifestyle that I wanted to have. They weren’t 
very well known, I just wanted to interview and find out information, and 
this is how I found out some of the things that they did to start really 
optimizing their personal performance levels.  
 
All of this contributes to the information I have now and what I teach 
around the world. 
 
STEPHEN: Now, through all of your personal experience and having 
interviewed over 100 people that you have documented on audio, and 
some of it on video, you had to learn a lot about how people can optimize 
their personal performance.  
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Today we're going to talk about three of those. I know that we have to 
synthesize these down to like, what you considered the top three to be 
from your experience, after that we’ll talk about how people can get to 
know more about you. In fact, if you want to know more about Jerry Clark 
you can click HERE!

So, let’s talk about three ways people can optimize their personal 
performance. What would number one be, from your perspective and 
experience? 
 
JERRY: From my perspective and experience and from interviewing 
all different kinds of people, the one thing I found which stood out, pretty 
much above everything else is that, in order to optimize your personal 
performance levels, it’s very critical to be clear about your outcome. 
 
In other words, you must have Clarity of Outcome. I’ve noticed that there 
are a lot of people who are not specific and clear about what they desire to 
accomplish before they even start something. They simply have a vague 
idea, and the vagueness will not allow you to optimize.  

“The best 
way to 
determine 
your future 
is to invent 
it!” 

 
So, it’s important to be clear. And it’s important to be specific. A lot of 
people have heard that. They’ve heard, “you’ve got to have clear goals” 
and all those kind of things. What I’ve found out, though, is that there is a 
deeper reason for clarity. 
 
STEPHEN: What’s the reason? 
 
JERRY: Well, the clarity has power. There’s something like magic 
in it, as well. It can get pretty deep. 
 
What happens, I’ve found out through my research and studies and my 
own personal experience, is that the more clear and specific you are about 
the outcome that you desire to accomplish, what you're doing is you're 
setting a motion which will allow cert ain things to become attracted to 
you that will allow you to start moving towards that outcome. 
 
To give you an example, as far as the power of clarity, one of the things 
that I’ve learned about this particular principal here, I actually remember 
hearing an executive of Atari say this; he said, “The best way to determine 
your future is to invent it.” 
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A lot of people don’t realize that the best way to determine your future is 
to invent it. They don’t deliberately get clear and specific about what 
future they will invent. When I say future, I’m talking about whatever 
they're engaging in, whether or not they're starting a new business. They 
are never really clear and specific about what the business is going to be or 
what the business is going to look like, before they consider it successful 
in the first place. 
 
So, if they're not clear and specific about what it is, then they're just 
wondering around hoping something works. If they are very clear and 
specific, what’s happening is they're giving themselves the power to have 
that clarity attract to them what’s required for them to manifest it.  
 
STEPHEN: Okay, let’s go a little bit further and define clarity. What 
about the person that says, “I’m clear Jerry. Now I want more money.” 
 
JERRY: Well, that’s great. If you want more money, and you make a 
penny more this year than you did last year, then you have more money. 
 
STEPHEN: So, what’s the difference? How can a person, who says they 
want more money, get clear and have it defined so that their outcome is 
very specific? 
 
JERRY: Okay. Let’s say a person generated $108,245.03. They 
generated that one year. Now, the next year, they have a particular 
objective. They're very clear and specific that they desire to create 
$285,645.32.  
 
STEPHEN: You're doing it to the penny, aren’t you? 
 
JERRY: So, you can get very specific. You can get to the penny. 
You should be very, very clear, as much as possible.  
 
What I’m saying is, number one, you're very clear on the amount, because 
now you’ve got this particular amount set up, not just more money, 
because anything could be more money. 
 
A person who says they want more money next year, they end up earning a 
penny more, they earned more money. Then they're upset about not 
reaching their goals and objectives, when they did. Their goal was to reach 
to get more money.  
 
So, now that you're getting clear and specific, not only do you have certain 
game plans that can be crystallized more carefully into your 
consciousness, in regards to what is it going to require in order to generate 
this $285,000 or whatever the case might be as far as the numbers. It could 
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be $285,000,000. It just depends on the particular individual and where 
they are. 
 
STEPHEN: Right. 
 
JERRY: What happens is that there’s such a powerful concept that’s 
taking place, because now their brain is very clear and specific about what 
exactly is supposed to be generated. They can get even deeper by figuring 
out what is the total amount going to be used for. What is the reason for 
the $285,000 or 2.85 million? Now they can get clear and specific about 
what that reason is, and they will begin to get emotional about that reason.  
 
That reason should be something that you truly desire so that way you will 
get pumped up and excited about it. That’s going to assist you even more, 
because then it will spill over to the second concept that we’ll talk about it 
in a little bit. It will allow you to actually become more powerful within 
the second concept; which I’ve noticed so many successful people I’ve 
come into contact with, have used to really optimized their personal 
performance. 
 
So, clear and specific is critical, Stephen. I go into great depth at some of 
my training’s and seminars and some of my audio programs about this 
particular concept here. One of the things I want everyone to understand is 
that the whole concept of determining your future is, if you think about the 
future, there’s really nothing in the future, but being as there’s nothing in 
the future, anything can be in the future.  
 
What that really means is, the future is nothing but possibilities. That’s all 
the future is, possibilities.  
 
Most people, when they are in the present, set an objective on what they 
desire to create. The bad thing for most people, though, is that they 
typically set the objective of the future, which the future is possibility, 
they set in the future based on what has happened in the past.  
 
So, if a person has earned an extra 5% more than what they’ve earned in 
the past. Going from $108,000 to $285,000 doesn’t seem like something 
that’s going to be able to happen. So, instead they’ll set their goals at 
$117,000. 
 
What they’ve done is limited themselves on what they really could create, 
because they are setting their goals based on what has already happened.  
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power that I was telling you about, that magical thing that takes place, the 
future desires, actually pulls you towards it. But when you put the past in 
your future, your future is pulling you more towards your past.  
 
Now you're getting pulled back towards the same things you’ve always 
gotten. This is why most people keep getting the same results that they 
have always gotten, because you really don’t set clear and specific 
objectives or possibilities for your future. 
 
Instead, you might set a lot of vague notions of predictability, which 
means this is what has happened in the past and this is what you set into 
place. You will keep getting exactly what you set into place. So many 
people don’t even realize that.  
 
It is so important to be clear and specific, but it’s also important to 
understand a little more about the concept of what the future does. What 
power does the future have? 
 
The power that it has can allow you to completely optimize your personal 
performance if you use it from the standpoint of possibility instead of 
predictability. 
 
STEPHEN: So, it seems like a couple of things that you want to stress 
is that, one, many people are looking into the future based on past results 
and not looking into the future based on what’s possible and designing 
their lives that way. 
 
Another point you made, I want to make sure that people are picking up 
on I that you want to get clarity, not just on what you want, but also on 
why you want it. This way, you can accelerate your progress towards your 
outcome. 
 
Now Jerry, let me ask you a question about clarity. What about the person 
who may be somewhat clear on what they want, or even really clear on 
what it is they want, but they're mainly focused on the clarity of what it is 
they absolutely do not want.  
 
JERRY: That’s what happens to a lot of people. They're so clear and 
focused on what they don’t want, but what that does is, whatever you're 
focused on is what you pull more towards your life.  
 
If you're clear, specific, and focused on what you don’t want, so, you're 
being pulled towards what you don’t want because that’s where you have 
all your clarity and the focus. 
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I’m not saying that you don’t at all spend any time knowing what you 
don’t want. Of course, sometimes people can get clear about what they 
want by knowing what they don’t want. That could be a start, but what I’m 
saying is, that’s their only focus. That’s where they're putting all their 
energy. 
 
So, whatever you put in the future, whether or not it’s disempowering or 
empowering, the future doesn’t care what you put in it. Remember, the 
future is nothing but possibilities and the future is not going to make any 
judgments on whatever you put in it.  
 
The future’s job is to pull you from the present towards it, whatever it may 
be. That’s why it’s so critical for people to really keep a lot of energy and 
focus on manifesting that which they desire instead of putting a lot of 
focus and energy on what they don’t desire.  
Commercial Break 
 
STEPHEN: You're listening to Stephen Pierce. I’m talking to Jerry 
Clark. This is the Optimization Series Radio Show.  
 
When we come back we're going to talk to Jerry and we're going to look at 
what number two is.  
 

Commercial Break 
See Stephen live. Don’t miss Stephen live. Go to www.stephenlive.com to 
check for when Stephen will be doing a seminar near you. Don’t miss his 
next amazing, spellbinding, live event. Go to www.stephenlive.com and see 
Stephen live.  
 
Want more ideas on how to optimize your business? For maximum results, 
visit www.optimizationseries.com for more tips, interviews, videos, helpful 
worksheets and more. That’s www.optimizationseries.com. Do you know 
what time it is? It’s time to optimize it. Go to www.optimizationseries.com 
now.  
 
You're tuned into the Optimization Series Radio. The number one for 
helping you get the most out of what you put in your business, 
broadcasting live from Ann Arbor, Michigan. 
 
STEPHEN: We have been talking to Jerry Clark on three ways you can 
optimize your personal performance. If you want to know more about 
Jerry Clark click HERE!
 
Okay so, Jerry, what is the second way that people can optimize their 
personal performance? 
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JERRY: A second way to optimize performance that I’ve noticed 
over all these years; and I actually picked this up back when I was 13 
years old, when I first got started in martial arts. I was one of those people 
that are pretty dedicated and committed to martial arts, and one of the 
things that I learned back then from my sensei, instructor, once we learned 
how to break bricks with our hands, is how important it is to be able to 
consolidate your power. It’s called Consolidation of Power. 
 
The first step that we were talking about was called Clarity of Outcome 
and how important it is to be clear.  
 
The second step is how important it is to Consolidate Your Power. Now 
I’m going to explain what this means.  
 
My sensei was talking from a martial arts standpoint. When we were 
breaking bricks, he said, “I want you all to take a look at this brick because 
it’s very fascinating. The brick will break if you go through. But if you 
simply go to the brick, then your fist will break. So, either your fist is 
going to break through or the brick is going to break your fist.” 
 
STEPHEN: Interesting. 
 
JERRY: That was a very important distinction. He was saying how 
important it is to really focus all our energy, harness of all our energy, all 
our internal resources and our focus in on this particular brick, and the 
important thing was to go through the brick, not just go to it. A lot of 
people go to it and kind of tap on it. They’ll end up breaking their fist. 
You’ve got to go through it.  
 
Now, how does this relate to optimizing your personal performance? I 
believe no matter what industry or what business a person is in, Stephen, I 
believe that there are a few critical factors for people to focus in and hone 
in on that’s going to produce the majority of the results.  
 
Now, we’ve all heard of the 80/20 principle, or the Pareto Principle, and 
that's basically what it says. The Pareto Principle basically says that 80% 
of your results are going to come from 20% of your actions. 
 
80% of the profit is going to come from 20% of the products in your line, 
or 20% of whatever. 
 
I know we’ve all heard of that concept. It’s pretty much talking about that. 
Now, whether it’s really 10/90 or something else, it doesn’t matter. 
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The point is, there are a few key points absolutely essential for you to 
focus on in your business, and the key word is focus. That’s what 
Consolidation of Power is all about, focus.  
 
Unfortunately for most people, number one, they don’t identify what their 
key points are. Number two, if they do identify them, they just kind of 
play around with them. They don’t really fully engage themselves in and 
execute those particular areas..  
 
For example, my specialization has been direct sales, network marketing 
and home based business entrepreneurs in regards to the direct sales 
network marketing industry. That’s been my focus and specialization.  
 
In our industry there are a few critical points that will produce multiple 
results for you.  Here are the five points in that particular industry, and 
then anyone can identify what those points are in their own industry and 
with what they are doing. 
 
So, number one, to use and share your product. This is one of the high 
payoff activities, it is important for a business to believe in their own 
product, really believe it can get results for other people, that it adds value 
in other's lives, and so forth. 
 
Obviously, you're only going to get compensated if you produce results. 
When you're not sharing a product or, letting other people know about it, 
you're not going to produce any results.  
 
This is why it’s such a high payoff activity. That’s the 20% that is going to 
produce 80% of the results. So that’s number one. Just make sure to use 
and share a product. 
 
The second thing we teach is for people to show the opportunities. This is 
a home-based business driven opportunity. It’s important for you to let 
other people know that this opportunity exists.  
 
It could be something for you that may assist in being able to manifest 
your dreams. It’s important to show the opportunity, though, because if 
you don’t show anyone, then no one will know about it. No one’s going to 
know that it exists.  
 
Now, we already see correlations to what I’m doing, specifically with a 
direct sales individual. With anyone business, those are the first two points 
that I talked about.  
 
No matter what business you have or what service you're offering, if 
you're not letting people know about it, then the probability of someone 
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just stumbling across you and pulling out their credit card and giving you 
money is going to be very low. 
 
The goal is to figure out “How do I learn how to generate leads and how 
do I learn how to convert these leads?”  
 
It is important to know how to talk to people and get your message out 
there in the marketplace, so it’s a very similar correlation. 
 
The third part, in regards to direct sales individuals, is to attend and 
promote the event. Now, in our business, it is important to understand that 
we don’t get paid to trade time for dollars.  
 
Instead, what we do is get paid to trade results for dollars. So, that’s 
important. The only way you are ever going to produce results is to 
understand that you have to go out into the marketplace and it’s not going 
to be based on time. You have got to go out into marketplace, let them 
know about what you have, as well as the value proposition.  
 
And let them know that, hey, the value you're asking in return, 
perceptually to them, is lower than the value they're going to receive, and 
if you learn how to do that, wonderful. 
 
One of the things that we do is teach people how to set themselves up and 
go to these events so they can learn all of this information. Whether the 
event is going to be live, in person, or on the phone; whether the event is 
listening to the Optimization Series Radio show and learning the 
information that you have to teach, with all the different giants that you 
work with; then wonderful. 
 
You want to learn that information and you want to utilize that 
information. That’s really critical. 
 
Now, in regards to the 20% that’s going to produce the 80% of results, the 
fourth one is to engage in personal development. This is what we teach 
people: to engage themselves in personal development, because what I’ve 
found out is that a persons’ level of income is really going to rise above 
their level of personal development. So, that’s the important thing for you 
to understand.  
 
We teach people to engage themselves in development and we teach them 
that personal development is the critical factor. Personal development is 
going to assist you in a major, major way, because the more you can 
increase your consciousness, the more you're going to increase cash flow.  
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Now, the fifth part, in regards to the direct sales industry, is how to make 
sure that you learn and teach the system. So, whatever the formula or 
system is that other successful people have already developed and passed 
down to you, you will want to learn that and begin to teach it as well.  
 
These are the five simple points. And if you begin to focus in on what 
those critical factors are in your business, I know the success is going to 
have something to do with the main, overall theme of what I just 
discussed, which was talking to people. 
 
Overall it doesn’t matter what business you're in, if you're not talking with 
people, the only one’s that can exchange money for your products and 
services, then you're not going to end up making anything. It’s not going 
to end up happening. 
 
Ultimately, it involves that. So, whatever company you're with or industry 
you're in; anyone who’s listening right now, it’s important for you to plug 
in and figure out what your points are.  
 
Focus in on your points and make those a really key consolidated effort 
that you're going to put most of your effort and energy into, those 
particular factors there. That is going to get you in optimizing your 
personal performance in a major way.  
 
STEPHEN: You're listening to Stephen Pierce here on the Optimization 
Series Radio Show. I’m talking to Jerry Clark of Clubrhino Today we're 
talking about three ways to optimize your personal performance. 
 
So far, we’ve talked about Clarity of Outcome and Consolidation of 
Power. 
 

Commercial Break 
You're listening to the optimization series radio show with your host 
Stephen Pierce. Number one for helping you get the most out of what you 
put in your business. Keep listening for your chance to win two free tickets 
to Stephen’s next live optimization seminar.  
 
Do you know what time it is? It’s time to optimize it. Keep listening for 
your chance to win and you can optimize it live with Stephen Pierce. Your 
chance to win is just moments away. Only here on the Optimization Series 
Radio Show. 
  
For more ideas on how to optimize your business, for maximum results, 
visit www.optimizationseries.com for more tips, interviews, videos, helpful 
worksheets and more. That’s www.optimizationseries.com. 
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Do you know what time it is? It’s time to optimize it. Go to 
www.optimizationseries.com now.  
 
STEPHEN: This is Stephen Pierce. You're listening to the Optimization 
Series Radio Show. That’s right. We're number one for helping you get 
the most out of what you put into your business. 
 
Today, I’m talking to Jerry Clark and right now we’re talking about three 
ways that you can optimize your personal performance. We have already 
covered Clarity of Outcome and Consolidation of Power. 
 
Okay, Jerry, so what is number three? 
 
JERRY: So, the third one, Stephen, this is a very important one here. 
I learned this concept almost 20 years ago from Jim Rohn. And many 
people have heard of Jim Rohn, one of the world’s foremost business 
philosophers.  
 
And one of the things he said, back then, he said, “It’s really important to 
understand that in order to really create the results you're seeking in life 
and create it at an optimal level is you want to learn how to Commit to 
Discipline.” So, you want to commit to certain discipline. So, it’s called a 
Commitment to Discipline.  
 
And here’s a fascinating part on how these all tie together, because a lot 
of people could be thinking “Commitment to what discipline? What are 
you talking about here?” 
 
Well, commitment to the discipline that we just discussed in the 
consolidation of power part of this whole concept that we're talking about. 
 
STEPHEN: Right. 
 
JERRY: Because those key factors, those critical factors that we're 
talking about, those are the factors that you really want to commit yourself 
to.  
 
And here’s the fascinating thing about this whole concept, about 
committing to discipline, is that every day, in every way you're either 
going to perform a simple discipline, or you're going to perform a simple 
error in judgment.  
 
And what happens to a lot of people is, number one, they don’t fully 
understand the distinction, and number two, once they understand the 
distinction, they don’t properly utilize it. So, let me explain it real quickly.  
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Simple discipline is doing something that’s going to move you towards 
your desired reality. It’s going to move you towards the experience that 
you desire and it will begin to manifest. That’s the simple discipline. 
 
You should be focused on letting people know about your opportunity, 
about your products and services; getting the message out, finding 
strategies on how you can utilize, lead generation strategies and how to 
convert and do all the different tactical things that are important; people 
like you, Stephen, you really teach people how to do this in a major way.  
 
There are so many who know that this is important and critical for them to 
learn; but they choose not to. They choose not to learn and they choose not 
to implement. They choose not to do. Well, that’s called an error in 
judgment. If you do, however, choose to implement these principles, it’s 
simply called discipline.  
 
Now, the key distinction here is that having discipline and having an error 
in judgment are closely tied together. In other words, you can go out and 
start telling people about your products, your opportunity, services, what 
you have to offer and the value that you have to add. You can even inform 
them in a variety of ways, whether it’s online, offline, or using different 
types of marketing strategies.  
 
The key is that you do it one day. This doesn’t mean all of a sudden you're 
going to be massively successful. It doesn’t mean all kinds of people are 
going to give in and say, “Yes, let me send you my money.” It doesn’t 
even mean that this is going to happen quickly. 
 
So, we do it again. We go ahead and we utilize our strategies and do it all 
over again the next day. Well, the same thing could take place. A week, a 
month, a year can go by and it could seem like you're not getting results. 
  
This is the trick with simple disciplines and errors in judgment. People 
begin to think, “Wait a minute; I’ve been doing this for X amount of time. 
I’m not really seeing any results. I think I’d be better hanging out with the 
guys. I think I’d be better off going to the game. I think I’d be better off 
just fishing.” or whatever the case is. 
 
So, what begins to happen every single day, instead of moving towards the 
initial reality, you start doing something that’s not going to move you 
towards that reality that you had desired to create. 
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person who’s doing the discipline and the person who’s doing the simple 
errors in judgment; it wouldn’t seem like there’s a big difference. 
 
In other words, neither one of them really is experiencing much greatness 
in their lives for a certain period of time, except the person doing the 
simple errors in judgment. Maybe they're having more fun. Maybe it’s just 
more fun to sit down and veg out in front of the TV.  
 
Whereas the disciplined ones, they're out there working hard. They're out 
there just going for it, letting all these people know about their product or 
service. The problem is that no-one is going for their product and they 
begin to get disappointed every day. They begin to think, “Why am I 
doing all of this? I’d rather stay home and watch TV.” 
 
So, for a period of time it doesn’t look like there’s a change. Well, what 
happens is, there’s something called the compounded effect that 
eventually will kick in. A compounded effect is that moment in time when 
it seems like something magical happens. 
 
It seems like, all of a sudden, boom, the business explodes. People know 
about you. People are buying your products and services. They are saying, 
“Please, I want this.” All of a sudden it seems like overnight you become a 
millionaire. It seems like it just happens overnight. 
 
You begin making all this cash, all this money, and everything is going 
great, and it seems like you just got lucky.  
 
This is where you begin to notice successful people. You see those who 
have become successful and were able to create results. They’re always 
seen during the time when the compound effect has already kicked in.  
 
Successes don’t usually realize that there were a lot of simple disciplines, 
which took place for a period of time that allowed the compound effect to 
eventually kick in. This is important for us all to understand, because the 
opposite will also apply.  
 
In other words, if you're just sitting there watching TV, doing simple 
errors in judgment every single day for a period of time it seems like 
everything is great. You’re having fun, you're going bowling every other 
night, it seems life is great. You’ve got your job. Everything is wonderful. 
 
Eventually what happens is the compounded effect will kick in.  And 
boom, all of a sudden you get laid off, downsized, right sized, outsized, 
fired or whatever the case is.  
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And then now there’s no money to take care of your living expenses. 
There is stress going on with the family. There’s a lot of friction 
happening and then depression may start to kick in. And, boom, all of a 
sudden those simple errors in judgment have really kicked in the 
compounded effect, down and out what was once comfortable; because 
people doing simple errors in judgment are pretty comfortable doing it.  
 
They become used to watching TV. They're used to just going out doing 
regular things, not really moving towards any particular objectives in life. 
They become pretty comfortable. Then what happens, when a compound 
effect kicks in is, those simple errors in judgment become uncomfortable 
now.  
 

Well, the same thing happens on the opposite direction. There are simple 
disciplines which initially may be uncomfortable. You think, “Hey, I’ve 

got to learn all these new lead generation strategies. I have to learn how to 
convert these leads. I’ve got to learn how to track and measure. I’ve got to 

learn how to see if this...” you know, all these other things. 
 
When I sat down and talked to you, Stephen, and found out all this other 
information, I’m thinking, “Oh, my goodness, that’s a lot of extra things 
to learn.” But you know what? Stephen is really optimizing his life. He’s 
optimizing his business; he’s optimizing other people's businesses. I 
should really learn some more information about this, pay close attention 
and really do my best to gather learn and understand. 
 
See, it really takes an effort for someone to say, “I’m going to completely 
learn a whole new set of knowledge, that’s going to allow me to 
eventually be able to have these simple disciplines.” 
 
It may be somewhat uncomfortable at first adhering to disciplines, but 
eventually, when the compounded effect kicks in, boom, what was once 
uncomfortable becomes comfortable. And it becomes even more 
comfortable when you have millions of dollars coming in from the 
revenues that you produced, while utilizing these strategies over a period 
of time.  
 
You become more relaxed when you're able to do things for your family 
and with your friends. It’s more comfortable when you have the time to be 
able to make choices based on what you want to do instead of what you 
have to do. 
 
You’re more comfortable when you have the money do the things that you 
want, based on the fact that you just want to do them, not based on how 
much money you’ve got in your bank account. 
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This is an important aspect to understand when you commit yourself to 
discipline. When you do these three things, Clarity of Outcome, be very 
clear and specific about the outcome no matter what you’re doing. Okay? 
Very important. 
 
Consolidate your power, and then commit to discipline. All these three 
things are going to tie together and will allow you to optimize your 
personal performance. So when you optimize your personal performance, 
you're going to monetize the results you get in your life.  
 
After you monetize the results in your life, you will begin to see much 
more joy and freedom with success. Overall, you’ll have a wonderful 
situation.  
 
STEPHEN: You're listening to the Optimization Series Radio Show. 
Number one for helping you get the most out of what you put in your 
business. 
 
Joining me today was Jerry Clark with the three ways that you can 
optimize your personal performance: Clarity of Outcome, Consolidation 
of Power, and Commitment to Discipline.  
 
Take it from somebody that, as a multimillionaire himself went from born 
in a garage to “Standing on the Shoulder of Giants.” 
 
If you want to know more about Jerry Clark go to ClubRhino  
 
I want to thank you for joining us today on the Optimization Series Radio 
Show. 
 
Thank you for listening to the Optimization Series Radio Show with your 
host Stephen Pierce. We’ll be back next week with more great tips to help 
you get the most out of what you put in your business. 
 
For additional information visit www.optimizationseries.com  

 
 

Visit Jerry Clark by clicking the image below! 
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STEPHEN: You’re listening to the Optimization Series Radio Show 
www.opradio.com. On today’s show we are going to talk about 
something that is of interest to pretty much everybody that’s in the 
market right now, marketing anything to anybody. 
 
We will be talking about treating “buzz.” When it comes to marketing 
products and services, buzz seems to be at the apex of the marketplace. 
This means that you are pushing all your products and your services out 
there and you’re using paid advertising, and what you ultimately want is 
the marketplace to actually become the fuel that pushes your products 
and services further, and even deeper into the markets that you’re looking 
to penetrate. 
 
Our guest on today’s show is one person that is familiar, and intimately 
close with the idea of creating buzz. His website, 
http://theinterviewwithgod.com/ has had over 15 million visitors and he 
has not paid a single dime in advertising, he has no affiliates for the site 
whatsoever, and his visitors were brought to the site through viral 
marketing and ultimately hitting the apex of buzz marketing. 
 
A lot of people are thinking that buzz is a great idea, but they don’t feel 
as if it’s something that can occur by design. They feel as if buzz is 
something that happens by accident.  
 
So we will be asking that question today and finding out the answer from 
Morgan Westerman; who is the one that designed the buzz experience 
created on the http://theinterviewwithgod.com/ website.  You should 
actually go check that out if you haven’t seen it yet. 
 
What we’re going to talk about today is not the website per se, but the 
mindset and the strategies that have gone on behind creating the buzz for 
this particular website and how you can begin to design and manufacture 
a buzz experience for your products and services. 
 
So, Morgan, I want to welcome you to today’s Results Optimization 
Series Radio Show. Thank you for joining us. 
 
MORGAN: Thank you for having me. 
 
STEPHEN: For those that don’t really know who you are, let’s just go 
ahead and give them a quick backdrop on who Morgan Westerman is and 
what you’re all about. 
 
MORGAN: My website which you’ve already mentioned, 
www.TheInterviewWithGod.com, is the site I’m most known for. I’ve 
been marketing online for about 10 years. I started out building websites 
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and generating leads for marketers, and in the process I learned what it 
takes for someone to land on a site and stay there; for a person to spend 
more than just a couple of minutes on a site. 
 
So, in the process of figuring out some of those tricks and turn that 
visitor into someone who falls in love with the message, I have 
developed some of my own sites that have had phenomenal results. It’s 
all about creating buzz, about getting people to have enough of an 
experience that they want to talk about you to others. 
 
Over the last four and a half or five years, these sites have been doing 
really well for me. We’ve even built a publishing company that’s valued 
in the millions of dollars. We’re generating sales from all over the world.  
We have Customers from 150 plus countries and transactions in the 
millions. It’s all been directly as a result of knowing how to create an 
experience on a simple website that turns a visitor into an evangelist. 
 
STEPHEN: You have such a valuable business, and you create 
millions in revenue, so, what is your advertising cost to get it all done? 
 
MORGAN: It’s actually nothing. We do have a few ad-words that 
remind people where they’ve been, when they go to a search engine and 
just type in the phrase “Interview with God” or something along those 
lines, we have a few ad-words that will get them to find us more easily 
than the natural response or results.  
 
But that’s all we’ve ever done as far as any kind of advertising at all.  
 
STEPHEN: Would you compare this business to hitting the lottery? Is 
this something that can be created by design, as opposed to it happening 
on accident? 
 
MORGAN: Great question. I get it a lot, and here’s my quick answer 
and then I’ll elaborate if you want me to.  I say absolutely, yes. I think 
this kind of marketing is predictable and also created by design. It can be 
orchestrated, deliberately and intentionally manufactured. This kind of 
response in advertising is at least as effective as the traditional branding 
type of advertising. 
 
To elaborate on that just a bit, what I often tell people is the experience 
of “The Interview with God” really was a phenomenal message, at the 
right time. It was all in the timing.  After 9-11 is when that site really 
began to grow in momentum and the products became available and so 
much success began to follow. 
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Everything happened perfectly all at the right time. That convergence 
doesn’t come along often. I knew, as a marketer, how to put it into place, 
which was important.  All the pieces of the puzzle fit into place, which 
made the traffic continue and has maintained the sites success for over 
four and a half years. 
 
So, yes, it absolutely can be deliberate and intentional. It’s not just an 
accident or a fluke. 
 
STEPHEN: It seems like there was a trigger event that was involved 
and you had great timing in putting it together but, in addition to that, the 
experience had to be right. It’s, as you were saying, the convergence.  It 
was everything coming together at the right time. 
 
There are certain things that are under your control and others that are 
out of your control. Creating the right experience is under your control. 
Now, different trigger events may be out of your control, such as 9-11.  
That wasn’t something that you or I had any control over.  
 
However, this doesn’t have to be a huge event that, because you have all 
the micro-events, that take place in different sectors of the world and 
different markets that people can pay attention to and use those events to 
tie into whatever experience they’re ultimately looking to create. Do you 
agree? 
 
MORGAN: Absolutely. 
 
STEPHEN: So, as far as the elements that are under their control and 
those that are out of their control, how do we bring both of them 
together? How can someone do an environmental scan, and keep an eye 
on some of the things that are out of their control that can become a 
trigger event and help to fuel the buzz that they’re looking to create? 
 
I understand that your website is incredibly inspirational, for those that 
go to the site today and refer other people to the site. What about the 
person that feels there’s nothing really inspiring about it.  They may feel 
that it’s just a ‘how to’ resource, like sewing or whatever the case may 
be, teaching your dog tricks or teaching your dog to talk. 
 
Now, if you can teach your dog to talk, then you got buzz! (Laughs) 
 
MORGAN: You’ve got some serious buzz! (Laughs) 
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create buzz around a retail product to the point where it screams, “Buy 
me!” 
 
MORGAN: You stated a couple of interesting points. I absolutely 
think that it is within the marketer’s control to know exactly who your 
target audience is. I often speak with folks that don’t even have a website 
yet. So, they’re not even marketing a product yet. They need to know 
who they want to reach first. 
 
If an individual does not have a website but they do have products and 
they know who their target audience is, they know who they are most 
likely reaching; that’s totally in your control as a marketer. Create your 
product and the experience on the website with that target audience in 
mind. 
 
You can be in control of that 100%. The experience that the website 
visitor has when they land on that website is completely within your 
control.  That’s what you’re alluding to. 
 
I also want to stress the point that even though the internet has evolved to 
where so many people now have high-speed internet access as compared 
to before, the experience people have on a computer screen is much like 
the experience people have watching TV.  
 
Before we had streaming video and streaming audio I was trying to find 
way to make that stuff work on a website. We found ways to do that with 
real audio and with animated GIF’s even before websites had any flash 
presentations. 
 
 
The experience that a visitor has, visually and auditory, is so important. 
If the visitor to the website can hear, see, and feel a certain way when 
they land on your site, they’re going to want to spend more time there. 
This was as effective a decade ago, as it is today. Even more so today, 
actually I should say. 
 
So, when someone comes to a website, take mine for example, and feel 
it’s inspirational; that creates a strong emotion because that’s the 
experience I want my target audience to reach. But, if you’re selling any 
product or service, how to teach your dog to talk is a good one, your aim 
is to create an experience that causes a strong enough emotion in which 
people will want to talk about it. And that’s the simplest way to put it. 
 
You can take a look at what’s going on in the marketplace or in the news 
even, and find a way to tie in your product or service with the news and 
make it timely and make it somehow fresh or novel, unique; regarding 
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what’s happening today and how that might be a perfect fit for your 
target audience, and what market or product or service you have. 
 
STEPHEN: Are there any specific emotions that are the ideal 
emotions to tap into, if done properly, that could help create buzz for a 
product or a service? 
 
MORGAN: Well, clearly inspirational works very well. Another very 
popular kind of website on the internet is all the joke and funny sites that 
get passed on. If you have a knack for that kind of thing, find a campaign 
that could use humor to your advantage.  
 
Emotions work very well in marketing and always have, even in print 
long before the internet came along, ideas such as controversy, surprise, 
or shock. Any strong enough emotion that’s going to raise an eyebrow or 
make someone smile or laugh or even question, will lead to people 
wanting to pass it on to someone else. 
 
STEPHEN: Similar to green ketchup. People were so used to ketchup 
being red, when Heinz unveiled green ketchup it was such a shock to 
everyone. It was like, is it ketchup or relish?  
 
So, how does a person take a commercial, business to business, or 
business to consumer retail product, and create an emotion attached to it 
so that they are able to get an experience similar to what you are talking 
about? 
 
MORGAN: Simple. You ask yourself, “Who is it exactly am I trying 
to reach?” To use my website for an example 
www.TheInterviewWithGod.com, I know so many of our visitors are 
moms; they may be soccer-mom types, they go to church on 
Sunday…so, knowing that customer, that website visitor, well enough to 
have an idea in my mind for who they are, what they look like, what their 
interests are, and what their pains and hurts and needs are; I can design a 
product-line around them, I can design an online experience around 
them.  
 
This remains true whether you’re selling dog food or water faucets. It 
really doesn’t matter. If I start with that and I know who that customer is, 
and then I can find out what is the feeling/emotion that my product or 
service is a solution for; or, what is the need, rather, that my product is 
the solution for; what is the feeling around that need? 
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home or you’re remodeling, it’s the woman that will ultimately decide 
where the faucets go or what they look like, and so on. 
 
So, now I know my target audience. Now I know enough about her to 
want her to reach certain emotions. So whatever that feeling is, you can 
ask yourself, “What emotion is this person going for?” I’m going to try to 
evoke an emotion with my marketing message that’s going to reach that 
target audience. It’s as simple as that. 
 
STEPHEN: I know that there are, from previous conversations with 
you, three elements that must be on your site and then, there is a specific 
type of site that you like to use to create buzz. So when we come back I 
want you to share those elements with all those listening. 
 

Commercial Break 
You’re listening to the Optimization Series Radio Show. We’re talking 
to Morgan Westerman of the www.TheInterviewWithGod.com. We’re 
talking about how to get your marketing at that apex, and at that apex, 

we spoke on buzz marketing. 
 
When we come back we’re going to have Morgan open up his bag and 
show us a little bit more in detail on how you can go about creating buzz 
on your site. 
 
 
STEPHEN: On today’s show we have no other than Morgan 
Westerman. He is one guy that has accomplished what many people in 
the business would love to accomplish; Morgan Westerman has built a 
multi-million dollar empire without having a high acquisition cost of 
customers or leads. Now we’re talking about being able to generate tons 
of traffic and visibility without having the associated costs that many of 
us think has to be a part of the marketing process. 
 
Traditional thinking says that’s something that we have to do. But 
Morgan has cracked open the secret of how to position yourself and 
posture yourself in your products, in your market, and have the market 
itself be the primary fuel of getting your brand circulated, and bringing 
other people to your sites; making other people aware of your products 
and services. 
 
We consider that to be the absolute apex of marketing. It’s called buzz 
marketing, and Morgan Westerman has mastered it. He’s talking to us 
today to give you some tips and some insights on how you can start 
reaching the apex of buzz marketing. 
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So, Morgan, before we left we were talking about three things that are 
absolutely essential and must be in place on your site if you want to see 
buzz materialize. There’s also a certain kind of site that you, personally, 
like to use, there’s a new site; because most people only know about 
niche sites, mini-sites, and etc. 
 
So, tell us about the kind of site that you like to use and what those three 
elements are. 
 
MORGAN: We’ve come up with a powerful name to describe the site; 
it is called a multi-site. A multi-site is a name for a multiplier site. What 
happens on a multiplier site is simply designed to multiply traffic. So, we 
have a front end multiplier, a backend multiplier, a number of these front 
end and backend multipliers that lead to and from this multiplier site that 
creates the kind of exponential growth that can happen when buzz ignites 
on a website. 
 
STEPHEN: That’s interesting. So, for most people that are familiar 
with how websites usually work, this is probably a new term for them. So 
what you’re saying is that this site, the multi-site, is specifically designed 
for one purpose; to multiply traffic? 
 
MORGAN: That’s it. That’s all it does. 
 
STEPHEN: I know you were just talking about front end multipliers 
and backend multipliers and how there are different elements to along 
with them, but there’s some on-the-page descriptions, three things 
exactly that have to be in place. I want you to talk to us about what those 
are as well. What are some of the elements that are a part of the website 
to make that happen? 
 
MORGAN: There are three things going on within this website. The 
website needs to be able to get your visitor to know what’s going on, 
why they should share it, and how to share it. The multi-site answers 
those three things, the what, why, and how. 
 
When a visitor enters a website, the first thing they’re going to ask 
themselves is, “What is this? What is going on here?” So you add to that; 
you feed into that curiosity by making them even more curious or by 
finding an emotion that gets them involved which in turn, creates an 
experience on the website. Whether it’s a hilariously funny video, or an 
inspirational site, or whatever is going on, you need to first address the 
emotion. 
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likely to hang around long enough to even see what your marketing 
message is, much less pass it on to someone else. 
 
The next thing they’ll want to know is, “Why should I share it?” It’s 
important that you give them a reason.  
 
You have to be the one, as the marketer, to create a message strong 
enough and compelling enough that they will want to pass it on. The 
visitor will want to pass it on even without any financial incentive to do 
so. When you tap into someone’s emotions strong enough, they will have 
a strong desire to share your message; simply because there’s something 
in it for them. There is a psychological payoff. They finally have the 
chance to be the one who’s in the “know.” It can be anything from a 
restaurant, to a pod cast. If they’re the one who has all the information on 
a subject, it will make them seem like the “guy to know”, and that’ll 
make anyone feel good. That’s a good enough reason for a visitor to pass 
on a message. 
 
If they begin to have a desire to pass the message on, then it is also your 
job, as a marketer, to make it really easy for them. If they have to stop 
long enough to ask the question, “How do I share this with somebody?” 
you’ve probably missed a chance.  You need to give them multiple ways 
that they can pass on the message, which is overall the purpose of a 
multi-site. It makes it easy for a visitor to pass on your marketing 
message for you. 
 
STEPHEN: So, combining what’s going on, why it is important, and 
how to pass on a message through the multi-site; those become the core 
drivers of helping you to get your product or, service to the apex of buzz? 
 
MORGAN: Correct. 
 
STEPHEN: How difficult is it to actually execute and develop a very 
powerful one multi-site? 
 
Now, the multi-site answers the question of ‘how’ with the front end 
multipliers you mentioned and the backend multipliers it facilitates. So, 
how easy is it for a person to actually use the strategies that you’re 
talking about and the tactical use of the multi-site, to come up with 
something extremely powerful, which answers the ‘what’ and the ‘why’? 
 
MORGAN: Very easy. We’ve come up with a system, a formula step 
by step, that’s very easy to follow. As far as implementing it, we’ve 
created some software that manages everything starting with a simple 
“Tell a Friend,” or “Refer a Friend,” kind of form on your website.  
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Combine that with creating a more complete, whole, online experience 
than simply asking someone to pass a message on to a friend. If you 
answer the question, “What’s going on here?” well enough, then they’ll 
want to pass it on to their friends. We’ve already have the software that 
enables you to do that, you can run contests, surveys, questionnaires…all 
kinds of things with a simple piece of software that’s easy to install; 
that’s one of the key components of a multi-site. 
 
STEPHEN: So many business owners have tried to create buzz for 
their products or services and have not been able to, despite how many 
seminars they’ve gone to and how many books they’ve read, and how 
many different tricks they’ve done with promos, on radio, television, in 
print ads, using grassroots marketing, and different ideas on the internet. 
 
Let’s just focus on two main point’s real quick: what are the barriers to 
buzz? How can those barriers be broken? Let’s concentrate on those two 
main points right now. And even though our listeners have not had the 
chance to look inside your personal buzz lab; to use the specific 
strategies and tactics that you use or have used; they should still get some 
insight from the answers to these questions. 
 
Start off first with what you, personally, see as barriers to buzz. Actually, 
you might see a lot of them, but only talk about two or three of the most 
important barriers that you see people having, when they try to get a buzz 
experience. 
 
MORGAN: The biggest barrier to buzz is no, ‘‘wow’’; the ‘no-’wow’ 
effect.’ If someone lands on your website, for example, and there is not 
one, specific thing, to make them stop long enough to say, “‘wow’!” then 
there’s nothing for them to talk about, no reason for them to stay, they’re 
not going to pass it on. 
 
The ‘‘wow’’ effect can be accomplished in a number of ways. It can be 
the look and feel of the website. It can be the experience that’s created 
with audio or video. It can be the message itself or, an image that’s 
hilarious or shocking or whatever it is. Your marketing message must 
have a powerful enough call-to-action, or a guarantee, or some other 
reason that makes somebody stop and say, “‘wow’!”  
 
If your offer is absolutely irresistible; your product, absolutely novel; If 
the look and the feel of your website is absolutely outstanding; it’s got to 
have some ‘‘wow’’. When most people fall short, they’re simply missing 
that one component. The component which would make someone stick 
around long enough to want to see what’s going on, they’ll want to find 
out how they can pass the message on to someone else. 
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STEPHEN: How can they put together a ‘wow’ test?  As you know, 
some people are extremely biased of their own products. They may get 
really excited about it; for them it may be a ‘wow!’ but for someone else 
it may not mean anything. 
 
So can a business person develop their own ‘wow’ test? 
 
MORGAN: I actually have a ‘wow’ test.   
When I come up with a new product for our customers we expose it first 
to our previous customers and we see what their response is. Simply by 
putting a form on a website and sending an email out to a portion of that 
list and asking them to check out our product and to give us some 
feedback. 
 
But it’s even easier than that if you’ve got a website or a product; some 
of my products are hard products like books and reading cards and 
journals and so on. When I hand my product to somebody and have them 
take a look, I honestly am waiting to hear that one word come out of their 
mouth. 
 
If the first thing they say is, “wow!” then I know I’ve succeeded. 
 
If I don’t get that then I have failed, seriously. In fact, Stephen, I 
remember when I showed you my products the first time and that was 
one of the first words that came out of your mouth. 
 
STEPHEN: You’re right. I remember that. Actually, you sent me a 
whole package. 
 
MORGAN: So there you go. It’s as easy as getting feedback from the 
people around you. If you are too personally attached to your own brand, 
your own marketing campaign, website or products, then ask those 
around you… 
 
STEPHEN: Now who should those people be, because sometimes you 
may ask people that are too close to you and they may say “wow!” but 
inside they may be saying, “It’s all right.” 
 
MORGAN: If you already have traffic online it’s easy. You know who 
your target audience is and you’re already reaching them. You can ask 
them online either through an email a form on your website. If you want 
to ask the people around you…you can ask clients or people that attend 
an event you’re speaking at or however you are able to come into contact 
with them. If you’re in the retail world, it’s easy, just ask the foot traffic 
in your store. 
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So its important to get an objective opinion. You can even ask good 
friends; but let them know how important it is for them to be honest with 
you.  Asking questions makes them feel like they’re doing you a favor by 
giving you suggestions. They’ll probably more likely give you some 
honest feedback. 
 
STEPHEN: If you’re the only one saying, “Wow!” then your next 
word should be, “Uh-oh!” 
 
Now, what if the person has a product or service, they release it, and 
nobody else is saying, “wow!” Is there ever a time where you have to 
stretch and test it anyway to see if a broader segment actually says, 
“wow!” or if you get, “wow!” later, or should you really use that front 
end ‘wow’ test to determine if you should invest additional resources and 
testing it in a broader market? 
 
MORGAN: Absolutely. You have to determine if you have the ‘wow’ 
factor before you spend any more money on it. I’ve developed a good 
sense of my own target audience so I’m in tune with what they want and 
what I think it takes to make them say, “‘wow’!” but I still ask them what 
they want next.  
 
Every product idea we’ve developed has come from our own customers. 
In fact, I do a lot of the design myself but we’re always making things 
better on the recommendations of our website visitors and customers.  
 
We’ve actually held off on going to print with a product because we 
didn’t have the ‘wow’ factor in place yet.  
 
STEPHEN: So, what else comes to mind as a barrier to creating buzz? 
 
MORGAN: The biggest thing is something we alluded to, and there’s 
some crossover here; I would say it’s emotionless. If you’re marketing 
message and the website itself is emotionless, then you’re missing 
another opportunity to produce major buzz.  
 
You have to realize how powerful of an effect emotion is on your 
website visitor. You have to know that everything we do as human 
beings is based on an emotion. If you’re not causing them to feel a 
certain way; evoking an emotion; causing that feeling to be more intense; 
even more strongly associated to your brand, then they will not even wait 
around long enough to pass on your message. 
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and then finding out what the feeling is that they need to feel in order to 
get them to take the desired action. 
 
STEPHEN: Someone’s probably listening and they’re thinking, “I get 
that, but how do I create emotion for something as simple as a cup 
holder?” As a matter of fact, that brings up another question. Are there 
some things that just aren’t buzz-worthy? 
 
MORGAN: (laughs) yes… 
 
There are things that people just will not buzz about. But let me ask you 
this question. What about a piece of rubber or silicone as a wristband? By 
itself that’s not buzz-worthy. But when you attach that to a color that’s 
very visible and a message that’s very profound, you have something like 
the Lance Armstrong “Live Strong” campaign. It’s very emotional. 
 
STEPHEN: You bring up a really good point. He attached it not only 
to a color, but also to a cause that people are very emotional about. 
 
MORGAN: When I speak on this subject at seminars I emphasize the 
fact that cancer and cancer research has been discussed to the point 
where we’re so aware of the need for more cancer research and funding; 
when the Lance Armstrong Foundation and his team got together, they 
literally wanted to come up with a campaign that would raise awareness 
among even more demographics.  
 
Possibly even influence a younger generation that’s not struggling so 
much with cancer themselves, but they have loved ones who are; to raise 
awareness caused; The Lance Armstrong teams intention was that it 
would cause a newer generation to feel empowered, and committed to 
finding another solution to such a huge problem. 
 
Their original goal financially was to raise $5 million selling wristbands; 
the Lance Armstrong yellow wristband that’s everyone’s aware of now, 
for $1.00 a piece. Well they exceeded that goal, many times over. The 
last count was over 150 million of those little yellow wristbands.  
 
STEPHEN: wow! There’s a ‘wow’ for you. 
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STEPHEN: Excellent. You did a great job explaining how emotions 
affect your marketing message. I have a question for you about that once 
we come back.  
 
 

Commercial Break 
You’re listening to Stephen Pierce on the Optimization Series Radio 
Show. Number one for helping you get the most out of what you put into 
your business, and we’ll be right back with Morgan Westerman right 
after this. 
 
 
STEPHEN: When people think of emotions or, passion, they tend to 
think more on the positive side; and not engage in the full spectrum of 
emotions.  
 
We all posses the emotions of anger, joy, sorrow, reverence, hate, love, 
and disappointment…inspiration…., just think of Mothers Against Drunk 
Drivers (MADD). They are inspired but they’re inspired in a different 
way; they may have emotions of anger towards drunk drivers.  
 
It would appear that, while people were inspired by Lance Armstrong, 
there was another emotion involved; an emotion that urged people to say, 
“What can I do to help?”  
 
There’s more than just one emotion involved. Morgan, I’d like you to 
talk about understanding the full spectrum of emotions and not just trying 
to limit yourself simply “inspiring” but also “understanding” that people 
have all kinds of emotions. 
 
MORGAN: That’s such a powerful issue. When you realize that the 
entire spectrum of human emotions is what makes up life; as a marketer, 
having that revelation will allow us to capitalize and encourage people to 
take action on what you have to offer, as the marketer. 
 
For example: Hurricane Katrina. There were so many people that were 
enraged by what happened, and not just the disaster but how those in 
power handled the disaster.  
 
This eventually led to more people wanting to correct, what they felt, had 
been wronged. There’s a fine line to walk in, capitalizing on a natural 
disaster, and turning it into a marketing message. That’s not what I’m 
saying.  
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What I am saying is: in our every day life, within the news and the 
media, there are events that take place which will become a part of who 
we are, which in turn will connect a strong feeling in what may, in some 
instances, be the opposite of an upbeat or positive way. 
 
You mentioned Mothers Against Drunk Driving; there’s a very strong 
cause behind something inspirational, such as this. It’s something that 
motivates them to unite and carry forward a message and that’s how that 
message spreads.  
 
They have a marketing campaign which is fueled by a very strong 
emotion that, by itself, is contagious. That makes people want to talk 
about it, seek it out, and spread the word. 
 
STEPHEN: Earlier we were playing a message talking about the face 
of buzz marketing changing forever this summer! Mr. Westerman, what 
is that all about? 
 
MORGAN: It’s a campaign to create a curiosity in a fun, tongue-in-
cheek kind of way, about a product we’re launching, The Traffic 
Multiplier System. It’s going to be available soon. 
 
That is going to be at www.magicofbuzz.com where folks can go and see 
what this site is all about.  When you land on the site there’s really not 
much information revealing what the product is, or what it is going to be. 
It’s deliberately just a teaser. We’re using some of that fun, theatrical, 
suspense kind of emotion just to get people to feel curious enough to take 
action. 
 
As a marketer it’s important to know exactly what action you want your 
visitor to take when they land on your website. So, knowing the answer 
to that question allows us to decide where we can go from there. When a 
visitor approaches our site, they are encouraged to fill out an order form 
and may become eligible to receive a free 45 minute DVD with a lot of 
powerful information on buzz marketing. 
 
So the visitor just becomes more and more curious about the website, and 
I believe it’s working from the feedback we’ve gotten; literally from 
thousands of visitors to that site. We’re creating enough curiosity to 
make people opt in, but we’re doing it in a fun way that’s novel and a 
little bit unique for an online website like this. So, the voiceover, the 
theatrical voice in the musical background, is just our fun way of doing 
something different and creating a smile, and enough curiosity to get 
people to do what we want. 
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STEPHEN: So it’s www.magicofbuzz.com. If you want to see a buzz 
campaign in action, I encourage you to check out that website and spy on 
what Morgan Westerman is doing with his preparation to release The 
Traffic Multiplier System. 
 
Now, we talked about barriers to buzz. Before we go, I want you to give 
at least two, maybe three things that people can do to break through to 
buzz. Now an obvious response would almost be to do the opposite of the 
barriers. But let’s not make it that easy for you. Why don’t’ you give 
three specific things people can do to break through to buzz without it 
being the opposite of the barriers to buzz. 
 
MORGAN: The best thing you can do to ignite a buzz is to target the 
individual that’s more likely to help that buzz go forward. You do this 
once you know your target audience, and you know what your website 
visitor needs to do when they land on your page; once you fully 
understand your call-to-action. 
 
Everyone has their own circle of influence. In the center of influence is 
you; outside, at the edges, are people within your reach that you have 
some influence over. If you were to make a recommendation to a hot new 
restaurant, then these particular people will be the ones to listen to you. I 
don’t know how many times Stephen and I have been traveling 
somewhere internationally and visited a really nice restaurant, and we 
start bragging about it to our friends, telling them, “You’ve got to get the 
chili crabs when you’re in Singapore.” It’s hilarious. 
 
Knowing that you have a circle of influence, of course, means that so 
many others also have a circle of influence. How do you reach their 
circle of influence? You target that person who has the strongest 
influence with the strong group of people you want to reach. 
 
So, target the influencers. 
 
Instead of trying to reach the masses by yourself, coming up with a huge 
budget to get a marketing message out to the world, what if you just sent 
your marketing message to one person who could carry that forward?  
 
One example is my own site, www.TheInterviewWithGod.com. When I 
first began the website, what ignited was something that happened so 
naturally, but it could have very well been orchestrated. In fact, it is a 
campaign that has been duplicated many times over in that same niche, in 
that same exact target audience. 
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exist, it was an unfinished website. I believe that may have contributed to 
the curiosity when people started landing there and they didn’t know 
what the idea was of the site was. 
 
We started receiving e-mails from people wanting to find out if there 
were products…but before all that traffic even began, the only people I 
ever told about the site were two people very close to me; one I was 
working with, another was a very good friend. I told both of them, 
“Don’t tell anybody yet, we’re not ready for this.” 
 
And, of course, they both went and told everybody they knew. 
 
So, if you want the word to get out, for one, tell everyone it’s a secret and 
they’ll probably pass it on. The point is, one of my friends told a minister 
of his church about the site. That minister was a key influencer in his 
circle of influence, and he shared the entire presentation with his entire 
congregation. 
 
From there it, literally, spread from church to church in Southern Florida 
and grew all over the country and internationally just within a couple of 
weeks. 
 
STEPHEN: That’s awesome. You can actually trace back the origin of 
the original buzz triggers for your website… 
 
MORGAN: Exactly, and before I knew I had any traffic at all we were 
getting calls from radio stations wanting to interview us. It all began 
locally in Florida, and just spread out. 
 
How can you use that as an example to get the same kind of buzz 
happening to your campaign? If you look at the examples, like The 
Passion of the Christ, and how they deliberately set out to reach the same 
demographic, same target audience by only releasing previews of the 
movie to certain churches and congregations of people they personally 
invited.  
 
It was that closed door, behind the scenes look, that ignited such a buzz 
that it fueled a record-breaking movie launch, bigger than any movie in 
history, I believe, with somewhere around 550 million in box office sales 
the first nine weeks after it was introduced. 
 
How can you do that? Find out who the key influencers are in your target 
audience and go after them two or, even, ten at a time, instead of trying 
to reach millions by yourself. 
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STEPHEN: Great! So, what are some different techniques business 
owners would be able to use, in order to locate those primary influencers 
for their own, specific, targeted market? For something inspirational 
similar to, “The Interview With God,” it would seem that you’re right in 
targeting pastors and evangelists and others who hold such powerful, and 
in some cases public, positions. 
 
For commercial products, retail, customers or products for businesses, 
what are a couple of techniques that people can use, in an effort to find 
those primary influencers. 
 
MORGAN: I have a resource that is a list of thousands of associations 
and foundations in the U.S. in North America; I’m sure that these 
organizations exist internationally all over the world. 
 
To find these sources, you can go to any search engine. Initially, I did a 
search on foundations and dug around on the internet finding all the 
different foundations, which led me to associations that would be 
interested in fund-raisers, for example, with my target audience and the 
products that my website offers. 
 
I knew that if I could reach a strong audience who would be interested in 
using these kinds of products for their own fund-raisers, then it would 
profit me greatly. That led me from one foundation to another until we 
eventually came up with a huge list. 
 
Instead of me attempting to reach members within foundations and 
associations, and trying to find the campaign to even make that possible, 
I found the key person at that foundation or association. There are lists 
available for all kinds of things…you just have to search them out.  
 
Whatever niche you’re in, take a look at what your competitors are 
doing. Subscribe to their newsletters. Find out who they’re trying to 
reach; who the influencers are in their target audience. 
 
You can search online for (not necessarily for churches or foundations or 
associations) whatever else would be appealing to your demographic or 
your target audience. 
 
STEPHEN: They could begin their search with looking for leaders of 
social communities and social groups and others. Places where people 
are getting together with group leaders and such.  
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STEPHEN: Awesome.  
 
We wish you the best with your release of The Traffic Multiplier System. 
For those who want to see a buzz campaign in action you can go to 
http://www.magicofbuzz.com
 
Morgan, we appreciate you being on today’s Optimization Series Radio 
Show.  
 
This is Stephen Pierce. Number one for helping you get the most of what 
you put into your business. Until next time, always, always, always get 
the most out of what you put into your business! 
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STEPHEN: That’s right, this is Stephen Pierce and you're listening to 
the Optimization Series Radio Show, #1 for helping you get the most out 
of what you put into your business. 
 
Here’s an interesting fact: your brain is one of the most important things 
that goes into your business; actually, I believe it may even be one of the 
most important facts that’s overlooked. Without the function of your 
brain, nothing profitable will go into your business.  
 
How you go about using your brain has a significant impact on the 
results that are going to be seen in your business.  I believe one of the 
most important things is not just picking up a book and reading how you 
can get some kind of result in your business using this kind of strategy. 
That’s not what it is I’m talking about. 
 
I’m talking about the essence of how you go about using your brain. I 
believe throughout life itself, not to mention a business, we often think 
about what we think.  We all have our own opinions so, we know what 
we think. 
 
But we don’t really take the time to sit and look at how we think, right? 
So, you have this opinion, but have you ever stopped to figure out why 
you think what you're thinking and how you actually think the way that 
you do? 
 
I believe that’s one of the most significant things that we need to go back 
and actually discover. Because when we go back and we look at that and 
we look at how we could use our brain in our business we’ll be able to 
produce much more significant results. 
 
On today's show I have two guests with me. I have John Assaraf and 
Murray Smith, and let me tell you something, when it comes to the 
science of the brain and when it comes to how to optimize your brain so 
that you can perform better, not just in business, but in life, these are 
guys that know how to get it done. 
 
So, out of all the shows you’ve listened to here on The Optimization 
Series Radio Show, this is going to be one of the most significant shows 
that you need to listen to, not just once but again and again and again.  
When we're finished you are really going to have your brain optimized 
for better performance in everything that it is you do. 
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So, listen, I don’t want to hold back anymore. I want to go ahead and 
bring John and Murray onto the show.  
 
Guys, I appreciate you joining us on today's optimization series radio 
show. 
 
JOHN: Hey, Stephen, thanks for having us on. 
 
MURRAY: Likewise. 
 

STEPHEN: All right, so, John, let’s start with you real quick. Can 
you give everybody a brief bio on who you are and why they should be 
listening to you when it comes to you sharing with them how to 
optimize their brain for better performance? 
JOHN: Thanks Stephen.  I want them to listen to me because I 
think I can help them.  
 
For the last 25 years I’ve really just built companies.  What’s always 
fascinated me was that some people in my organizations that had a 
great education and did very, very well in school, wouldn’t do well in a 
business environment.  
 
I got fascinated with why information on its own has no value and why 
some people actually apply information, while others just don’t. And 
so, in building, between myself and my business partner, Murray 
Smith, 17 companies between us we had some time to really research 
why this happens. 
 
There are a few key ingredients to why that happens, when you look 
into the brain and how the brain works. And that’s really been my 
fascination for 25 years.  
 
So, I think we could have a little bit of fun with that today. 
 
STEPHEN: Awesome. Okay, Murray, how about you go ahead and 
give us a quick background on you. 
 
MURRAY: Sure, I’m going to be brief because John’s really the 
focus of this. And the content that he’s got is really going to impress 
the listeners that are out there, the things that they're going to be able to 
take and apply in their businesses immediately. 
  
My background is that I’m all left brain. I’ve spent the better part of 30 
years building more than a dozen companies. Most of them from 
scratch, one of them I was successful enough and fortunate enough to 
build it form zero to $75,000,000 in sales in one year.  
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Some of the listeners may be familiar with that company. It was called 
Indian Motorcycle. And the reason why I was so successful at that 
company and others is because I integrated the concepts that you're going 
to hear from John today, with respect to the brain, and balancing those 
with basic business principles.  
 
So, that’s the benefit of what most people are going to learn. But one 
thing I would like to say before we move onto John is that neither John 
nor I were born with silver spoons. 
 
Our stories are probably much like a lot of other people out there. In fact, 
a little bit more hard luck. You don’t have to be a rocket scientist to be 
successful at building a business. You just need to know the right 
ingredients. And if you listen to what we have to say and specifically, 
John, you're going to hear some of those things today. 
 
STEPHEN:  No silver spoons, no silver forks, no silver butter knives. 
None of that, right?  
 
MURRAY:  None of that stuff. 
 
STEPHEN: So, You didn’t have any advantages, and basically what 
we're talking about are some of the core principles that you guys use to 
go from no silver spoons to silver spoons. 
 
MURRAY: That’s correct and, in fact, John and I, although we're very 
loved by our families and have great families, were less fortunate than 
most in terms of any economics. Nobody gave us millions of dollars to 
start up any of these companies. We are doing the same thing with the 
company that we’ve come together to create. I’ll get a little bit more into 
that after John gets going, but I think that’s where we're at. 
 
STEPHEN: Okay, so, there are three things that I know we're going to 
be talking about today. And they're three ways that you can use your 
brain to build your business. And I want to go ahead and jump right into 
them, so what would be those three ways, and then let’s take them one at 
a time.  
 
JOHN: Let’s think about the brain for a moment and understand 
what it is. It’s really a piece of tissue that makes sense of all the 
information that comes to our senses, whether it’s through sight or sound, 
and it deciphers that information.  
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that we have just recently found out about in the last 6 or 7 years that we 
didn’t know about before. 
 
And those are the three things we will talk about today, really 
understanding why we have this tennis match that goes on in our brains 
between what we want to do and the negative self-talk, or what we call 
the ANT, the Automatic Negative Thoughts that consistently pop up in 
entrepreneur’s minds. Things like I’m not good enough, I’m not smart 
enough, I don’t have enough money, the market’s too small, I’m white, 
I’m black, whatever the case may be of what the negative self talk is, is 
absolutely critical for us to understand. 
 
I heard somebody say a while ago, Stephen, that if our friends talk to us 
the same way we talk to ourselves in our own head, we would get rid of 
those friends because of so much negative self-talk that happens inside 
your brain.  
 
I’ve been fascinated with those brains as to why that happens. How did 
we end up with negative self-talk when we weren’t born that way?  
 
Self-talk is something that’s absolutely critical for an entrepreneur, to 
consistently talk positively to themselves, to talk opportunistically to 
themselves, and to create the belief systems in the brain that will be more 
conducive for achieving success than the sabotaging self talk that 
happens in our own mind. 
 
That’s number one, two and three with getting a little bit more detail into 
self-talk. 
 
STEPHEN: Okay, let’s get a little bit more into self-talk, because 
some people may say, “you know what, it’s harmless,” they say some 
things to themselves, that they may not like. It may be uncomfortable but 
come on; I mean what’s the harm? What’s the damage? Are you trying to 
tell me that what I say to myself is going to completely impact my 
destination, my destiny in life? And that I’m holding myself back 
because of what it is I’m saying and I’m communicating to myself? 
 
So, my question for you is, for all these business people that are out there 
feeling as if they're not getting results because it’s the software or it’s the 
product or it’s the market and all these other things, explain to us how 
self-talk limits the impact on our business growth and our business 
success. 
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talked about was that every single thought that you and I have, emits a 
frequency.  It emits a frequency into what we call the quantum field.  
 
This, in and of itself, may not mean much until you understand that 
whatever frequency you send out is what you will attract. So, when we're 
thinking negative thoughts, thoughts about our inability’s, thoughts about 
our insecurities, thoughts about anything that we perceive as a lack in our 
life, we're actually attracting that to our life by it’s very nature.  That’s 
number one. 
 
There are two main things to remember concerning self-talk. One is that 
you're listening to yourself as you talk. And the more that that dialog 
goes on the more you reinforce any of the negative patterns in the brain.  
 
The way the brain works is that any time there’s a negative pattern in the 
brain it will actually search out for a match of that pattern in our physical 
world. So, even though we may want to be positive, if we are having 
negative self-talk or negative images we will actually attract that and see 
only that, because the brain can only focus on one thing at a time 
consciously. 
 
We’ve got to understand that we have to stand guard at the gate of our 
mind and speak to ourselves in a way that’s more conducive with 
achieving outstanding success than just talking negatively or believing 
that we can’t achieve things. 
 
Part of it is conscious in nature. The other part, which is much more 
dangerous, is the unconscious negative self-talk.  That’s when the 
negative self-talk begins on it’s own without you even wanting it to.  
That happens through repetition of self-talk. It happens through 
conditioning by our parents, our teachers and our experiences. 
 
The more we are negatively programmed neurologically, the harder it is 
for us to achieve success. 
 
STEPHEN: Okay now, I know there’s somebody listening or a lot of 
people listening saying, “Come on now, you're kidding me because I 
think about money all the time.” So, they're talking about they think 
about money all the time but they don’t have any.  What’s going on 
there? 
 
JOHN:  I would suggest that maybe people wish they had money 
but they're actually not thinking of how to make money. 
 
STEPHEN: Okay. 
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JOHN: There’s a big difference between that. Most people wish 
that they made $100,000 or $200,000 or $500,000 or a million, but they 
aren’t thinking that they are capable of actually achieving it. These 
people are not thinking about the processes and the systems and the 
strategies and the tactics that’ll help make that happen.  
 
One of the things that we do know, Stephen, is that 96% to 98% of our 
perceptions, our behavior, and our thoughts are non-conscious in nature.  
So, we are thinking that we're thinking but we're actually dealing with 
memory most of the time. 
 
We are constantly replaying tapes in our heads of lack and limitation as 
opposed to prosperity and abundance. 
 
MURRAY: John, I’d like to add to that for a moment. It’s also about 
the balance of using your brain and using your business strategies and 
skills. It’s the combination of the two. You could wish all day long for all 
the money in the world and unless you align those two things together 
you're less likely to achieve it.  
 
If you try it just with business strategies and skills you're less likely to 
achieve it. If you just try it one without the other it’s the balance of both 
that makes it the key to success.  
 
STEPHEN: When we come back I want to ask you guys what are 
some of the ways that people can go about changing their self talk so 
they can go ahead and create success.  
 
You're listening to The Optimization Radio Series, number one for 
helping you get the most out of what you put into your business. 
 
 

Commercial Break 
See Stephen live. Don’t miss Stephen live. Go to www.stephenlive.com, to 
check for when Stephen will be doing a seminar near you. Don’t miss his 
next, amazing, spell bounding, live event. Go to www.stephenlive.com 
and see Stephen live.  
 
Want more ideas on how to optimize your business? For maximum 
results, visit www.optimizationseries.com. For more tips, interviews, 
videos, helpful worksheets and more. That’s 
www.optimizationseries.com. Do you know what time it is? It’s time to 
optimize it. Go to www.optimizationseries.com now. 
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You're tuned into the Optimization Series Radio. The number one for 
helping you get the most out of what you put in your business, 
broadcasting live from Ann Arbor, Michigan. 
 
STEPHEN: All right, this is Stephen Pierce, and I am back and I’m 
talking to John Assaraf and Murray Smith, founders of One Coach. You 
can go to www.onecoach.com, to learn more about John and Murray and 
what it is they have going on. 
 
We were talking about self-talk and how self-talk can limit your success 
in business.  
 
So, what I want to talk about now guys is what can we do?  People are 
listening and thinking, “Okay, you know what, I’m hard on myself. I say 
some pretty negative things to myself. I may say them out load verbally 
or I may say them internally. So, what can I do to kind of turn this around 
and start saying the kind of things to myself so I can produce success?” 
 
JOHN: Well, let’s discuss self-talk, where it comes from.  Most of 
the self-talk we were born with, number one. And so, we learned it 
through either our parents, or what’s available to us as far as resources, 
money and intellectual property.  
 
When we have all these experiences to draw from, depending upon 
whether they’ve been positive or negative, that will determine how much 
negative or positive self-talk there is.  
 
I highly recommend that people start to talk to themselves in ways of 
what we call positive affirmations. And that’s a very minor thing to do, 
where you can start off every morning.  For example, in my home on the 
bathroom mirror, I have a little affirmation poster that says “I’m a 
brilliant and savvy businessperson. I have everything it takes to build my 
company to $100,000,000 right now.”  That is one of my mantras.  
 
Another one is, “I am a genius and I use my wisdom daily.”   It’s 
important to reinforce a positive belief, even though it may or may not be 
true right now, everything that the brain learns is learned through 
repetition and through emotion and experience. 
 
When you get emotionally involved with believing those two statements, 
if you started with positive self-talk about your abilities, about the 
market, about your ability to learn, your ability to earn money, your 
ability to grow your company, your ability to really do whatever it takes 
and that it is also attracted to you, money will flow to you in abundance 
easily and consistently. 
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When we start to have these positive self talks even when a negative self 
talk comes about, what we can do is side bar it. Say, “Oh great, that’s my 
old conditioning.”  You can actually choose to instill a new pattern of 
thought in the brain. 
 
We do this through a variety of means. One of the best ways is positive 
self talk affirmation. And any time that there’s a negative thought that 
comes in your mind, don’t get mad at it. Just let it go. Be aware of it and 
just reinforce it with a brand new positive affirmation that you want to 
create as your mantra for yourself. 
 
STEPHEN: Okay, well let me ask you this. What about the person 
who’s like, “You know what, I’m thinking positive. I’m feeling positive. 
I’m reading positive. I’ve got positive stuff flashing on my computer and 
I’ve got positive stuff on my CDs and I’m looking at positive DVDs.”  
They have all of these things that they're dumping into their brain 
because they're trying to become more positive, but they feel as if it’s not 
working. 
 
What’s going on there? 
 
JOHN: Well it can’t, just, not work. So, there may be a challenge 
with the way they're doing it, with the words that they're using, with the 
techniques that they're using, or the frequency in which they're using it 
as.  
 
The brain basically has four gears. And the best way to impregnate the 
information that we want, the new belief, the new self-talk is actually in 
what we call gear two or, the alpha state.  
 
Right now, for example, we're in a beta state. So, our brainwaves are 
moving at a certain frequency. They're emitting and accepting certain 
frequencies.  
 
When we get into a relaxed state, almost like a relaxed, focused state 
where we’ve got a calm breathing going on, we don’t allow all the 
thoughts to penetrate our mind or let our brain go wild. We get into a 
relaxed state just before sleep. That is an alpha state and your brain 
cycles at a totally different rate than when you're going all day long 
thinking and doing.  
 
What we want to do, to impregnate the brain with the right self talk and 
the right pattern is to actually do it when we're in a very calm focused, 
relaxed state.  
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Most people do it when they're in a highly awake, emotional, hyper state. 
And the only thing that is does is release certain chemicals in the brain 
that get you excited for a short period of time but they're very short lived. 
They're actually programming the part of the brain that’s short term 
memory as opposed to what we want to do which is to get in under that 
level, under that radar into a longer term memory, and explicit memory 
versus implicit memory. 
 
This is done in a very calm, relaxed state. 
 
STEPHEN: Okay so, it’s not just what they're doing but it’s how 
they're going about doing it.  
 
JOHN: Absolutely. 
 
STEPHEN: So, if they're running around talking about the positive, 
but they're in this awakened highly beta state it’s not going to be as 
effective as getting into that very relaxed alpha state that you're talking 
about, right? 
 
JOHN: You’ve got it. There are four different brain waves.  
Imagine if I gave you a Lamborghini, a Ferrari or any 4-speed car. 
 
STEPHEN: I’ll take it. 
 
JOHN: Yeah, what most people are doing is they're putting the 
pedal to the medal on gear one, and they're bypassing gear two and three, 
which is actually our much more advanced human state, we're finding 
out now.  Then they go into a gear four, which is delta, and they go to 
sleep. 
 
So, they're stressed out on gear one, they bypass gear two and three and 
go right back to gear four. So, they're hovering between one and four and 
leaving out the most important and useful part of our brain for learning 
and application of information, which is really what we want, application 
strategies and tactics.  
 
What we have found when we’ve worked with our clients, when we used 
to just give them strategies and tactics and here’s how you do it, here’s 
how you build you companies; They wouldn’t apply it.  
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Murray and I have had a lot of time on our hands in the last ten years; 
we’ve been retired quite a bit after a few of our ventures.  We just did 
some research to say, why is it that people would come and get 
consulting from us?  Why would they come into our organization and 
then not apply the information. And that’s the answer; the information is 
gathered in one place and applied from a different place than the brain 
totally. 
 
STEPHEN: Okay so, the two gears that you're talking about are alpha 
and beta right? 
 
JOHN: There’s beta, then there’s alpha and there’s pheta and then 
there’s delta.  
 
STEPHEN: So, those are the two gears in between.  Give us a quick 
way for a person that’s like, “Okay John, interesting. But how in the 
world do I get into an alpha state?”  
 
How does a person quickly get themselves into an alpha state and then 
how do they incorporate using their positive self-talk in that particular 
state to produce the results that you're talking about? 
 
JOHN: Okay. Murray, do you want to cover it or do you want me 
to? 
 
MURRAY:  I think you’d be better into that John. I just wanted to set 
the stage for making sure that everyone understands we're not talking 
about a motivational, personal development type of thing here. 
 
We’re talking about scientific, a blueprint to upgrade the software in your 
brain to make you a more capable and competent entrepreneur. This is all 
about science and taking advantage of that.  
 
JOHN: I totally agree. As a matter of fact, let me give people 
some simple ways to do it. There are about seven different ways but one 
of the simplest ways is to have some classical music, either at your office 
or at home. And just close your eyes and do two to three minutes of just 
deep calm breathing exercises.  
 
It’s like changing the channel on a radio station, going from 101.1 to 
93.1. At 93.1 the frequency is different and it’s easier for us to embed 
any of the positive affirmations that we want. 
 
A quick two to three minutes of listening to classical music, you can 
listen to the ocean if you like. Or you can just do it by calming down and 
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just breathing. Most people don’t understand the value of a breath other 
than keeping them alive. But it oxygenates the brain. It changes you from 
beta gear to alpha gear. And then you can do your affirmations or your 
visualizations if you choose about a new affirmation that you want 
embedded into the unconscious mind.  
 
STEPHEN: And is there a certain time in the day that’s probably best 
to do that or any time in the day? What would you recommend? 
 
JOHN: Well, there are two times of day that we know for sure it’s 
really good because we're already moving from one brainwave to 
another. That’s when you're first waking up and you're just a little bit 
groggy. You're going from delta to pheta to alpha to beta. And so that’s a 
really good time. I do my meditations, for example, first thing in the 
morning.  So, that’s one.  
 
Just before you go to bed when you are very tired and your eyes are just a 
little sleepy and your head is swaying, that’s another great time. This 
way, if you want to do it during the day all you have to do is just sit in a 
quite space without any noise around you, if you can avoid that. And 
music helps a lot as well, that’s why I recommend music for that 
particular one is you can get right into the groove of the music and to the 
vibration of the music.  
 
So, in the morning when you wake up and before you go to bed at night 
are two great times; I know Stephen you participate in that. 
 
STEPHEN: Right. 
 
JOHN: That is a great way to get what you want inside the brain, 
the patterns in the brain, the software in the brain is what we're talking 
about.  
 
STEPHEN: Now how long does this take, because in the day of high 
speed internet, microwaves, instant downloads and all these other things, 
people are kind of like “Okay, how long is this going to take? How long 
would you say it normally takes before a person starts to see some kind 
of tangible and measurable results from doing this?” 
 
JOHN: All of the latest scientific research shows that the to see 
the beginnings of moderate change, we're looking about 30 to 60 days 
depending on the individual, the emotion behind it and the intensity. 
 
STEPHEN: Right, okay. 
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JOHN: So, 30 to 60 days. When we work with our clients we let 
them know that we are hoping to have faster results.  However, from a 
scientific perspective we know that through research it takes about 30 to 
60 days. 
 
Just hope that it works faster and that you are able to retrain the brain 
faster, but don’t expect it. From the perspective of don’t be disappointed 
and don’t think that it’s not working. 
 
The absence of evidence is not the absence of fact.  
 
STEPHEN: Interesting. 
 
JOHN: Actually it is changing but you can’t see the implicit 
evidence. It’s just like when water turns to steam, there’s a certain 
temperature that just goes right to steam, it all changes. That’s what 
happens with the brain. 
 
At a certain point it changes and everything just locks into place and 
there’s a brand new brain physiology that helps you see different things 
and helps you behave differently. 
 
MURRAY: The really exciting thing too, Stephen, is the clarity that 
you get in that state. 
 
You can see things in such a way that you would never have been able to 
have that clarity in your regular day to day business. You can make 
decisions while you're in that meditative state that when you come out of 
it you can apply it in your business and you can see the dramatic changes 
happening very fast.  
 
STEPHEN: Wow, all right so, that’s the way to tackle number one.  
 
This is Stephen Pierce. You're listening to the Optimization Series Radio 
Show, number one for helping you get the most out of what you put in 
your business.  
 
Right now we're looking at three simple ways to optimize your brain to 
build your business. And when we come back from this quick 
identification we're going to look at way number two for you to optimize 
your brain so you can build a very successful business. 
 

Commercial Break 
You're listening to The Optimization Series Radio Show. Number one for 
helping you get the most out of what you put in your business.  
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Do you know what time it is? It’s time to optimize it live with Stephen 
Pierce. Your chance to win is just moments away. Only here on The 
Optimization Series Radio Show. 
 
 
STEPHEN: All right, this is Stephen Pierce. You're listening to The 
Optimization Series Radio Show. I’m talking to John Assaraf and 
Murray Smith of One Coach. That’s 
http://www.stephenlive.com/onecoach.html if you want to know more 
about John and Murray and what it is they do over at One Coach. 
 
So, earlier on you talked about conditioning versus heredity. And I 
assume here, you're inferring that you can actually overcome what may 
appear to be a lost cause. And there are many people that feel as if they're 
a lost cause. 
 
Although it seems like what you're saying is that you can overcome a lost 
cause in building a successful business even if no one in your family has 
ever done it before. 
 
JOHN: What’s interesting, Stephen, is my father was a cab driver, 
my mother worked at a local department store and neither one of them 
had an education. They were very, very young and just starting the 
workforce in their early teens. 
 
Wanting to build a business, which is really what our company is all 
about, teaches you how to do that. What I looked at for myself was how 
to overcome some of the negative hereditary traits that my father was 
displaying for not understanding how to deal with money, not 
understanding anything about sales, not understanding anything about 
management or marketing. 
 
So, what I focused on was the importance of hereditary versus 
conditioning after we're born.  We know 50%, give or take 5%, of our 
behaviors and propensities; what we're thinking and how we behave, 
hereditary is responsible for.  
 
I’m sure that everyone listening is able to see traits in yourself that’s 
either your mother or your father or your grandparents or even aunts and 
uncles.  So, you can see that 50% of your behaviors and your 
propensities are hereditary. Now what the latest research has shown is 
that we can even bypass or override our genetic code by the right 
conditioning of self-talk and environment that we put ourselves in.  
 
So, even if I’ve got a propensity to do things negatively or to behave in 
certain ways that aren’t conducive for my business growth I can override 
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that when I understand how to condition or recondition my brain for the 
success that I want to achieve. 
 
This is one of the main things that we’ve found out. When we work with 
business owners on helping them identify their personality traits, skill-
sets, strategies and tactics, we also work with them on changing their 
psychological thinking that they had and their genetic makeup. We were 
able to help them grow exponentially by doing this.  
 
That was really the epiphysis of One Coach; working on the person, the 
individual and their business at the same time. That’s what we found was 
one of the missing links with a lot of companies today.  
 
They were either into personal development with no strategies and tactics 
or all strategy and tactics without working on the individual.  
 
We decided if that’s what we did in order to build our company, we 
worked on ourselves and our business, then why not expose that to other 
people, where we teach them how to retrain, and then to recondition their 
brain. And so, we’ve really done a pretty good job, I believe, in 
understanding for ourselves and then teaching this understanding to other 
individuals. 
 
Hereditary is not a thing you can look at and say, “Well, my father was 
like that or my mother was like that therefore there’s no hope for me.” 
We’ve seen it over and over again in our clients and in so many of our 
friends that are using the same techniques. 
 
STEPHEN: So, regardless of an individual’s background, they don’t 
need to feel as if they’re doomed, damned, and destined to be a failure 
because they haven’t seen a significant success in their family history 
and they're not experiencing it right now. So, it all goes back to 
conditioning.  
 
What are the “take away” messages that our listeners can get to help 
them with their own conditioning to ensure their success? 
 
JOHN: I’ll answer that in one second, before I do think about this: 
Why are welfare recipients most 6th, 7th or 8th generation recipients? 
 
STEPHEN: Why are they, I don’t know, they like it? 
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in that same environment and they start to believe that this is their 
destiny and that’s what they should be expecting. 
 
And as soon as you take that individual out of that environment and give 
them the right conditioning and the right mindset and the right tools, 
meaning skills and strategies, their entire life will change. Despite the 
fact that there were “destined” to fail.  
 
Murray, do you want to talk more about that? 
 
MURRAY: Yes. This is no different, Stephen, than someone who 
wins the lottery. And within 5 years 98% of them are back broke again or 
worse off than what they were before they originally won. 
 
People are wired a certain way. We have the tools to rewire people. Most 
entrepreneurs are not wired for success. 
 
STEPHEN: Let me ask you a quick question John, because that, in and 
of itself, is pretty amazing. Is there a way for a person to know in 
advance that if they come into money via the lottery that they're going to 
end up blowing it all? 
 
JOHN: Most people don’t think that they're going to be broke but 
neither do football players.  The statistics, Stephen, of football players 
who are broke after they leave the NFL…are you ready for this? 
 
STEPHEN: Yes. 
 
JOHN: Eighty three percent. 
 
STEPHEN: Are you serious? 
 
JOHN: Eighty-three percent are broke after they leave the NFL 
within five years. 
 
STEPHEN: Wow. 
 
MURRAY: It’s also a significant reason why 95% of all businesses 
don’t succeed for five years. The entrepreneur is not wired to succeed. 
They need a new set of programs put into their brain so they can figure 
out how to deal with the complex business world out there.  
 
And with One Coach, we’ve set up, to be able to help entrepreneurs 
upgrade their brain so that they can build better businesses. 
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STEPHEN: Okay so, Murray, John had mentioned that the third way 
to use your brain to build your business is to learn the right skills. Now, 
many people feel as if they're learning the right skills because they're 
going to seminars, they're listening to all kinds of information and they're 
reading books, but can you expand on that just a little bit? What do you 
mean by learning the right skills? 
 
MURRAY: Well, as John said in the first part of the interview, it’s 
about a balance. It’s about the right brain tools and resources and about 
the right skills, and we’ve identified the skills that are required to build 
the successful businesses in today's marketplace, irrespective of industry, 
irrespective of business. It doesn’t matter what the state of development 
is, whether you're stuck, in trouble, start up; there are certain tools that 
you have to follow in a particular order, and they’re not that complex. 
For this reason, it’s a combination of those skills with the right brain that 
better assist entrepreneurs with being able to develop their businesses, 
whether it’s figuring out a unique selling proposition, determining and 
mapping out the clients’ decision-making process, or figuring the buying 
criteria. 
 
Some of these things are very basic in the relationship between you and 
the customer. And if you can map out the most basic skills that are 
required and the strategies and build it together with a better brain then 
you're more likely to be successful. 
 
We’ve had thousands of clients go through our programs and 
demonstrate through hundreds of unsolicited testimonials from people 
that can’t believe what they’ve done, in some cases effortlessly. In other 
cases it’s taken a little bit of time depending upon how big ones goals 
are. 
 
STEPHEN: So, one of the things that’s kind of different and unique 
about the message you have on business success is that you're not just 
looking at the tactics and the strategies within the business; how to get 
more customers and all that kind of stuff, which is important, but you're 
looking at the people that are actually building the business.  What it is 
they're saying to themselves in terms of their success, their self talking 
and how they're conditioning themselves and the actual skills that their 
developing. 
 
So, at least from the One Coach perspective, that the combination of 
these three is the key. Is that true? 
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in our own personal lives as well as how we’ve managed to help 
thousands of other entrepreneurs in theirs. 
 
One of the stories that John talks about in dealing with the brain is that 
you have to create the right mindset and the right mental attitude towards 
achieving a certain objective.  John, perhaps you can jump in and be 
more specific with what it is I am trying to say.  
 
One of the examples that he gives is an entrepreneur showing up into a 
room of crowded people and from across the room, hearing at a non-
conscious level, someone talking about a goal or an objective that they 
had just set in their brain and the non-conscious function picks on that 
almost like a radar. John, could you explain that a little bit more? 
 
JOHN: I can. I believe we spoke earlier about the skills that you 
need. There are a couple of different types of skills. Obviously there’s the 
business building skills in sales, marketing, management, finance, and 
etc.  
 
Those are very left brain organized thoughts of here’s what you need to 
do, step one, step two, step three. The question that I will ask everybody 
who is listening would be: are you already aware of strategies and tactics 
you could be implementing right now but that you’re not? 
 
Have you read a book or listened to a seminar or bought CDs that you 
have not applied? That happens to every single one of us. The skill that 
we're talking about is learning how to take information and have it placed 
in the right part of the brain so that the body goes into action. 
 
Except there’s something else that we didn’t talk about that I’ll touch on 
briefly. What we have recently found out about the brain is that, it’s your 
brain that sees. It’s not your eyes. Your brain only sees what you are 
programmed to see. You are only programmed to do what you are 
conditioned to do, not what you should do, not what you want to do or 
not what you can do. 
 
So, this is why we touched on, in point number two, conditioning and 
hereditary. If you are not conditioned to take action consistently, seek out 
solutions and only focus on problems. If you are not conditioned to make 
$500,000 or $300,000 or $1,000,000 your brain will in no way move to 
that level of performance unless you learn these new skills and learn 
what we have about the brain and how it works. Those different 
components to the brain are critical to everyone’s success.  
 
STEPHEN: Is this the essence of what One Coach is all about? 
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JOHN: One Coach has really three things that we focus on. 
Number one is skills. 
 
STEPHEN: Okay. 
 
JOHN: I mean skills as it relates to what you do day to day, make 
sure that you work on the high impact or income producing activities. So, 
we work on the individual skills that you need to upgrade as a 
businessperson. 
 
Then we add strategies and tactics to that. It’s a combination almost like 
baking a cake. Then we provide the support and get people to create the 
environment within their own homes and businesses and use our support 
systems to help them build their business. 
 
So, we’ve taken a triad, three components. Skills, strategies, tactics and 
support that people need to really grow and build their companies.  
 
STEPHEN: What is the main concept behind One Coach? Because I 
know talking to the two of you just gave me three of the foundational 
things. 
 
So, what is the definition of One Coach, for those that would like to 
understand what that means?  
 
JOHN: Murray? 
 
MURRAY: Well when we're dealing with skills it’s blending the 
combination of brain skills, quantum physics and the skills that you need 
in every day business. 
 
We’ve got a host of different ways in which we interact with our clients 
to provide them access to upgrading their skills. 
 
Whether it’s events, workshops, or conference calls; there are all sorts of 
communications back and forth, which take into consideration the 
uniqueness and the difference of each of our clients in their particular 
business. 
 
Likewise, with the strategies we’ve got diagnostic resources and we're 
developing an ongoing basis to be able to specifically identify what 
strategies people need that will actually increase their revenue. Not just 
something to talk about but things that will actually take into 
consideration the uniqueness, so that they could end up achieving the 
financial results that they're looking for. 
 

©2006 Impulsive Profits                                                 http://www.opradio.com 60

“Skills, 
strategies, 
tactics and 
support” 

http://www.stephenlive.com/onecoach.html
http://www.stephenlive.com/onecoach.html
http://www.stephenlive.com/onecoach.html
http://www.opradio.com


   

The biggest factor is the support factor. We recognize that everyone is 
unique. If you don’t provide the support then success is not sustainable. 
 
STEPHEN: Right. 
 
MURRAY: Simply put, that’s what One Coach is. 
 
STEPHEN: One Coach. Does this mean that people are able to get a 
variety of information through one coaching service? Is that what One 
Coach means?  
 
MURRAY: Well, One Coach is the company. It’s what we do. And 
entrepreneurs will get all that they need in order to build their businesses 
through the company. Through a combination of our business advisors, 
people that work directly with individual companies, versus information 
products, which is what I mentioned in terms of events or self-study 
programs and things of that nature. 
 
STEPHEN: Okay. All right, you're listening to Stephen Pierce, The 
Optimization Series Radio Show. You have just been a witness to the 
brilliance of John Assaraf and Murray Smith. 
 
We’ve been talking about three ways that you can optimize your brain to 
build your business. We discussed self-talk, conditioning and developing 
the right skills. 
 
If you want to learn more about John and Murray you can click HERE!
 
I want to thank John, I want to thank Murray for being with us today on 
the show providing this incredible value to you guys. Now you guys have 
ways that you can optimize your brain. No more excuses. Get out there 
and start optimizing your brain. 
 
Again, for more information click HERE!
 
This is Stephen Pierce, Optimization Series Radio. 
 
 
Stephen: I’ve followed John Assaraf for a long time and I’m a strong 
believer in optimizing your mind! For more information on how I 
optimize my mind.. visit:   http://www.optimindzation.com
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STEPHEN: This is Stephen Pierce and you’re listening to the 
Optimization Series Radio Show. Number one for helping you get the 
most out of what you put into your business.  
 
I was just sitting here and I heard someone say, “You son of a niche!” At 
least that’s what I heard. You see, I have a certain obsession with niche 
marketing. Possessing the ability to identify very specific niches and 
looking at different areas and ways that we can, not only position 
ourselves to be a player, but position ourselves with a certain level of 
dominance has always been very effective for our companies. 
 
People on the internet are not the only ones that are looking to dominate 
niches. But, the thing is, not everybody knows how to win when it comes 
to niche marketing. 
 
The automobile industry, for example, companies like Ford and GM, are 
making cars for different niches but they’re not winning the game. You 
know, they’re satisfying people but it’s not profitable for them. So I think 
they have to figure out how they can serve these niche areas and do it in a 
profitable way and then sustain that profitability. 
 
One area that is extremely profitable, at least for my next guest, is 
information publishing on the internet in different niche areas.  I think 
about the publishing industry and know that the industry itself profited 
14 billion dollars last year.  
 
And now that may be impressive, but that was only a growth of about 
1.4% over the previous year. So the overall publishing industry is 
struggling. But what’s interesting, though, is that half of the profit came 
from smaller niche publishing houses.  
 
So the smaller niche publishing houses are starting to take over the space 
that these large publishers have been holding for a long time. Now, my 
guest today is Frank Kern. 
 
Frank publishes information online but he does it in a way that’s highly 
efficient, and he does it from his home.  The way he does publishing is 
extremely profitable. In fact, I’m going to have him tell you about some 
of his earnings from doing it. 
 
Frank has figured out a way to publish information products in identified 
niches even in competitive spaces and in a way that becomes fun as well 
as profitable. 
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What we want to talk about today are seven ways you can optimize your 
niche sites so they can become profitable. So you can improve the profits 
on those sites.  My guest today is certainly one person that has a huge 
amount of experience in that.  
 
Frank, I want to welcome you to today’s show. 
 
FRANK: Thanks for having me on, Stephen. I’m definitely in good 
company and to have the privilege to be interviewed by you and just to 
converse with you is always an enlightening experience for me.  I learn 
so much from everything we do together. It’s a true pleasure to be here. 
 
STEPHEN: Frank, I appreciate you being on the show. Let me start 
off by asking you this question, what is this huge obsession with niches? 
We see it happening with a lot of the entrepreneurs but it’s also 
happening in big business. Why is it, at this particular moment that 
people are starting to become obsessed with focusing in on niche areas? 
 
FRANK: Well, I think we have two areas. We have gorilla people 
like you and I who focus on niches, and then you have big business who 
thinks they focus on niches but really just deal with some people in focus 
rooms and try to use catchy lingo and hope that works.  
 
My definition of a niche is just a sub-culture of people. That could be 
people who share a common interest, a common hobby, who have all 
purchased the same thing and want to learn how to use it, or things of 
that persuasion. A lot of people think of a niche as you know, a sub-
segment of a market, like cars, for example. 
 
Some people might say, “Oh, well, cars are a niche of the automobile 
market.” But my definition of niche is much, much tighter than that. And 
I think the reason people are talking about niches and the reason it’s such 
a hot buzz word right now is because when it’s done right, you can speak 
to a prospect and give the impression that you are speaking directly to 
them.  
 
And make them have this reaction in their mind like, “this person knows 
exactly what I’m all about. He is one of us.” See, a real niche, when you 
really tap into a niche you’re tapping into a sub-culture like I said earlier. 
And all sub-cultures have their own language and their own laws, their 
own figureheads; they have their own customs and everything.  It’s like a 
tribe, so to speak. 
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really see the exponential increases in profits and results. So, I believe 
that’s the Holy Grail that people are after when they talk about niches. 
 
STEPHEN: Now, how difficult is that to do? How difficult is it to find 
a niche? Isn’t it important to be able to find a niche that you can win in?  
The reason why I’m asking the question is because my original train of 
thought was, when a person finds a niche, how difficult is it to be able to 
understand their codes, their signs and their language and be able to 
understand the culture from the inside out, versus from the outside 
looking in?  
 
FRANK: To really do that, you need to become one of them. And 
that’s not as difficult as it sounds. For example, if you decide to go after 
the Star Trek enthusiast’s niche that doesn’t mean that you have to start 
dressing up in Star Trek clothes and attend Star Trek conventions and all 
of that.  
 
You should at least start reading the publications they read, join the news 
groups their in on the internet, look for their forums and listen to what 
their saying. You can effectively learn as much as you want to about any 
niche just by eavesdropping; At least enough to sound somewhat 
confident and fluent in their language.  
 
So it’s not that big of a deal. I would say if you really put your mind to it, 
you could be fluent in the language of that sub-culture within a week just 
by reading what they’re reading, listening to what their listening to, and 
eavesdropping on their conversations online. And again that’s in the form 
of reading their blogs, visiting their news groups and lurking on their 
forums and seeing what they’re talking about. 
 
STEPHEN: Wow, so a commitment of about a week’s time can get a 
person up to speed on that niche. Now I know you have one niche that 
you concentrate on. You’ve gone deep and you’ve gone wide in with that 
niche, but exactly how many different niches are you in right now? 
 
FRANK: I’m really hesitant to give the real answer because so 
many people watch what I do and then like to copy it because it’s always 
profitable. 
 
STEPHEN: Right, okay. 
 
FRANK: But the true answer is actually just a handful. I originally 
had a strategy where I was going to go wide into as many niches as 
possible and that worked okay, but what I found worked better was to 
find a niche and go very deep in it by simply doing what I call, and I 
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didn’t even make this up, I might have learned it from you, actually, 
divide and conquer strategy. 
 
Where you take a niche that’s already a tight little niche and then you 
segment it by sub-category as tightly as you can and market directly to 
each sub-category so the person really who’s on the receiving end of 
your marketing is like, for example, “I can’t believe this person also is 
into knitting Armenian sweaters in the springtime.” I mean, really getting 
it down that tight. 
 
STEPHEN: Now do you find that it’s more profitable when you do 
that because some people, they’ll go into a niche and it’s similar to 
surface drilling.  They only penetrate the surface.  Maybe throw up a 
quick website, find a product, do some quick marketing and now they’re 
off to a completely different market as opposed to what it is you’re 
saying where you continued to segment it and conquer that, create 
dominance to a point where it’s profitable for you, and continue to do 
that and not ever get bored with it. 
 
The reason being is that you’re constantly finding more ways to expand 
the profitability in that niche while other people are just running off into 
tons of different niches. Do you find that it’s more profitable to do it the 
way that you’re doing it now? 
 
FRANK: Yeah, absolutely. The first full year that I adopted the 
divide and conquer strategy and really did it and put forth genuine effort 
as opposed to just looking at a niche, reading other people’s sales letters, 
and, making a sales letter then just selling a similar product and calling it 
a day; The first year that I ever did that was last year, 2005, and I sold 
one million 44 thousand dollars worth of downloadable niche products, 
all information products. 
 
That’s, one million 44 thousand dollars…In downloadable information 
product…inexpensive… 
 
This was all done within my little handful of niches; I go very deep into 
them. 
 
The year prior to that, before I really started going deep, and actually 
working at it, I’d only done about half a million. 
 
STEPHEN: Okay, now, I want to contrast that how well you did after, 
versus how well you did before; when you started to go deep. 
 
So going deep into a market niche, pretty much doubled your revenue. 
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FRANK: Absolutely. 
 
And it all happened quickly. You know, there was just an immediate 
noticeable difference within a matter of days where I had an “Oh My 
God” reaction. I would actually look at the stats and think to myself, 
“Please let this hold.” (laughs) 
 
STEPHEN: (laughs)  
 
FRANK: I would say, “Please don’t let this be a fluke; if this 
continues it’s really going to be a good year,” and it still continues to this 
day. The average month for me right now in the niche publishing 
business is $100,000 per month. 
 
STEPHEN: That’s impressive. You do all that from home, right? 
 
FRANK: Well, I’ve actually got an office now, but it might as well 
be from home. It’s just a little one room office looking at the ocean. I’ve 
got two young kids, so it’s harder for me to work out of the house than it 
used to be. 
 
STEPHEN: So, you have convinced yourself and proven from the 
track record that your method of pursuing niches and optimizing the 
performance of your niche websites worked and that it wasn’t just a 
fluke. 
 
FRANK: Well I proved it to be true, yes, but I have to give credit 
where credit is due. It’s not really my method. I learned from so many of 
those who came before us, like Dan Kennedy and Jeff Paul, for example, 
the great information publishers and marketers have always preached that 
it works to go as deep as possible into your market, and develop a series 
of products for them, and always escalate the amount of purchase and so 
forth. Never move on to a new thing until you’re really maximizing the 
one that you’re in.  
 
I believe that on the internet, it’s so easy for someone to look at a website 
and say, “Hey, this seems like a great website and it appears they are 
really making money off of it; I’m going to make a similar product, put 
up a similar sales letter, throw some traffic at it, and hopefully I’ll make 
some sales...” 
 
It’s pretty easy to make a few sales, that way; pretty easy. 
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the older guys and now even listen to me. So much time has passed, now 
fewer people are listening to the guys that we listened to and now they 
listen to us, which is an honor and a privilege. 
 
Just choose somebody, follow the advice, and go deep into a market 
niche. We all have to put forth a little bit of effort, you can see the most 
tremendous rewards for doing that. 
 
STEPHEN: I know some people are listening right now, and they are 
facing certain challenges; many people find themselves caught in the 
pinchers between all these opportunities, and they don’t want to miss out 
on opportunities. But on the other side, they have all these things that 
they’ve already committed themselves to.  
 
They have all these resources: the time, the man hours, the money…. 
Someone could be listening to you, thinking, “Frank is making all this 
money, comfortably and having fun, and he’s going deep into a handful 
of niches…but is that possible for me?” They may have bought hundreds 
of websites, and they’re just not using them correctly. 
 
But they bought into the idea of having dozens of niche sites and they’re 
probably not having such an impressive, profitable run online like you 
have had. What would you recommend that they do to refocus 
themselves, and for them to start going deep in a niche so that they can 
have a better performance; instead of going wide and having this focus 
that’s diffused and that’s holding down their performance? 
 
FRANK: Well, there are about seven ways that you can improve the 
overall niche approach. I’ll start with the first one. Let’s say that 
someone has just gotten started with their business and one of their 
websites is about cooking. They may have others, but they like the 
cooking and it’s making about one sale a day. So they begin to think to 
themselves, “Okay, I have one that’s set up, it’s making one sale a day 
like clockwork, now it’s time to make another one.” 
 
Well, see, that’s not necessarily a bad approach because you do have a 
nice, diverse portfolio of websites at the end of the day, but I don’t think 
that’s the most profitable way. So the first thing I would do is say to that 
person with the cooking site, “You need to tighten your match with the 
market!” If you’ve got a cooking product and a cooking website then the 
next thing to do is make a network of sites that cover all the different 
aspects of cooking. 
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Here’s where you have exponential growth and exposure. Let’s say you 
just completed all the webpage’s for Chinese, Thai, and German. Now 
you’ve got three different sites, as opposed to just the one that you used 
to have. You could even place ads under key words for each genre of 
cooking. 
 
After a little key word research a visitor could find all the key words 
related specifically to Chinese cooking. Next, you could place ads about 
Chinese cooking and send them to the Chinese cooking web page. Do the 
same thing to Thai and German. 
 
Now you’ve just had a 300% increase in your exposure by taking the 
extra step and adding those additional features. What’s more important, 
though, is if your ads themselves are about Chinese cooking and Thai 
and German cooking. And then they’re taken to a Chinese cooking sales 
page, or German or Thai cooking sales page, you’re not only increasing 
your traffic and exposure, but chances are you’d almost have to 
deliberately try not to have an increase in your sales conversion. 
 
Because you have what Dan Kennedy taught me as, the message to 
market match; it is when your message is perfectly matching the wants, 
needs, language and feelings of your market. 
 
STEPHEN: Do you have an idea of making your product a one size 
fits all type of product? 
 
FRANK: I do, and that’s the key to the puzzle because a lot of 
people can be thrown off with this method I’m talking about right now, 
with the divide and conquer as well. Let’s say there are 50 different main 
styles of cooking, but you don’t want to make 50 different products that 
will take forever, especially if they’re outsourcing the creation. 
 
Well, I would have one giant cooking product that covered everything, so 
when you’re explaining how the customer will learn the secrets of, lets 
say, Chinese cooking; They will really, truly learn the secrets of Chinese 
cooking, but they’ll also learn the secrets of Thai and German and French 
as well; so that one product, will be able to encompass all aspects of the 
market.  
 
It’s also important to make the product of such a high quality to the point 
where those who want to learn Chinese cooking don’t say, “There’s only 
one page about Chinese and everything else is about hamburgers!” You 
need to make it an excellent product.  
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But, we’re not really talking about product creation so much as we’re 
talking about marketing, but that’s how you overcome multiple product 
creations, you make a one size fits all type of product. Whenever I create 
a particular product such as this (one size fits all) I do it with no 
problems at all. The different market segments rarely complain and say, 
“Oh, I thought this was about Chinese cooking,” as opposed to you 
know, French or anything else because you encapsulate every aspect of 
your market into that, particular product. 
 

Commercial Break 
 
You’re listening to the Optimization Series Radio. Number one for 
helping you get the most out of what you put into your business. We’re 
talking to Frank Kern about the seven ways to optimize your niche web 
sites to improve your profits. 
 
He just told you to tighten up your match with your markets, and when 
we come back Frank’s going to have you tighten up something else… 
 

 
 

STEPHEN: This is Stephen Pierce. You’re listening to the 
Optimization Series Radio Show. We’re talking to Frank Kern, the 
originator of the underachiever’s method. He has continuously proven 
himself as the guy who knows how to make seven figure profits, in select 
niches, any niches that he wants to get into.  
 
He has a track record that is pretty much unmatched by most people. 
We’re talking to him today about seven ways you can optimize your 
niche web sites to improve your profits. If you want to know more about 
what Frank does, you can click HERE, and learn more about Frank Kern 
and his underachievers’ method. 
 
Okay, Frank, before we went to the break we talked about tightening 
your match with your market. Now, I know there’s something else that 
people need to tighten up. Tell me a little bit more about that. 
 
FRANK: Well, it’s the auto responders. The first step is to actually 
use auto responders in your marketing. So few people do it, they just 
send people to a sales page and hope they make a sale and if they don’t, 
then they don’t.  
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But, that’s not the main reason to tighten up your auto responders, as a 
part of the seven ways to improve your niche profits. My favorite 
approach in the niche is to utilize what I said before the break, which is 
to tighten up your message to market match in terms of your ads to your 
sales page, each matching a certain segment of the niche. 
 
But you should also tighten up your follow up sequence. So, in this 
example where the person’s searching for German food, he’d see an ad 
about German food and then he would click on that ad and he would see 
a landing page that was about German food and it would have an opt-in 
for him that says something like Learn How to Cook Really Good 
German Food.  
 
Then he would subscribe and he would be sent to a sales letter about 
German food, but, where we would take it one step further is he would 
get follow up messages about German recipes. Now, I’m going to have to 
give my little disclaimer here, and my disclaimer is this does require that 
you work sort of hard.  
 
The good news is that you work sort of hard one time. You may want to 
take a week and sit down and write your different follow ups for the 
segments in your market, but once that week is over that’s the last time 
you have to do it. 
 
So many people like to approach internet business thinking that it’s 
something they can do in their spare time, maybe two hours a day. Well 
you can get a lot accomplished, but if you want to make a million dollars 
a year then you’d actually need to put forth a little effort. 
 
Sorry to burst the bubble there, but that’s the deal with this part of the 
auto responders thing. You’re really only changing your landing pages 
and your follow up series. Like I said earlier, your product is still a one 
size fits all product. 
 
If you have just started your business and you’re concerned about having 
a huge mountain of work that I may have potentially just laid in front of 
you, then take the five largest segments of your niche and make separate 
mini-sites and follow ups for each one. If you do that I guarantee you can 
do it in a week. If you actually work about three productive hours a day 
on your business you can have this done by this time next week. I doing 
so, I’m willing to bet you that you will literally double your exposure and 
your profits and your market as a result. 
 
STEPHEN: Why do you think that’s the case? 
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FRANK: It comes down to the message to market match. You know 
a person who’s interested in something like Eastern Norwegian fish 
cooking, and if he sees an ad for Eastern Norwegian fish cooking and it 
takes him to a place where he can get free tips about Eastern Norwegian 
fish cooking. He then gets all these emails with good Eastern Norwegian 
fish cooking information and those emails refer him to a web site relating 
to the subject; don’t you think he’s going to be much more likely to make 
a buying decision if that were the case as opposed to just getting generic 
emails about cooking? 
 
The answer is, absolutely. 
 
STEPHEN: I agree. 
 
FRANK: At that point, you begin speaking their language. You 
have sparked their interest and that’s what makes it all work. It’s just 
human psychology. We like to do business with people like us and if you 
can convey that you are part of the tribe, then you’ve got your foot in the 
door. 
 
STEPHEN: That’s interesting. From all of your exposure to the 
different niche sites that are out there that aren’t your web sites, do you 
see a lot of people adhering to this rule, or not? 
 
FRANK: I have seen maybe five or six publishers doing this in the 
world. 
 
STEPHEN: Really? 
 
FRANK: Yeah, publishers don’t do it because it takes work. I’m not 
trying to bad mouth anyone, there’s a lot to be said for sitting around and 
doing nothing, it’s one of my favorite activities… 
 
STEPHEN: (laughs) 
 
FRANK: When you really want to hit a home run you’ve got to 
swing the bat pretty hard. I believe that people just don’t want to take 
that extra week or however long it takes to sit down and write some 
follow up series and change their landing pages a little bit. 
 
If you would just take that extra time, the results will begin to speak for 
themselves. 
It doubled my business and I’m very happy about that. This year I’ve 
seen a 30% increase in overall sales over last year. 
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FRANK: So you know, it’s clearly working very well! I don’t have 
any sort of magic powers or anything, so it hasn’t been a fluke for me, I 
truly believe that it will work for anyone who bothers to do take the 
necessary steps. 
 
STEPHEN: So, It’s okay to be lazy, just take the time to work hard 
one time over a period of a week, then sit back, do nothing and see your 
business double. Isn’t that pretty much what you’re saying, Frank? 
 
FRANK: That is something I would love for everyone to 
experience. I think if you just take a week off of laziness, then you can 
experience greater laziness down the road. 
 
STEPHEN: (laughs)  
 
FRANK: I was just in Orlando, Florida teaching for a week. While I 
was gone the businesses just kept on cranking out sales and profits as if I 
were right there in the office doing something, which there’s really not 
much for me to do anymore for them. I look at them a lot and check my 
stats and everything, mainly just to be compulsive about it. 
 
What I’ve found here is that it’s actually easier to go deep into a market 
than it is to go wide in other markets because you have to develop so 
many products if you go wide, then you have to write all kinds of 
different sales letters. 
 
One niche might be cooking and the other one might be about fixing 
Volvo’s. So you have to completely adjust your mindset significantly for 
each market. Whereas if you go deep and just, do the required extra 
work, what I present to you is that you are actually working less in the 
long term because you don’t have to think as hard, you don’t have to 
make that many products and you become so fluent with your market that 
writing copy is easy. 
 
STEPHEN: Wow.  
 
Now we’re talking to Frank Kern today about seven ways to optimize 
your niche websites to improve your profits. We just finished with 
number two, and Frank has revealed a way that can literally double your 
business. Become more active and lose that lazy edge; if you can use 
that, for a week, work a little harder, put in some of the strategies that 
Frank’s talking about, then kick back into your lazy mode and watch 
your business double. 
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If you want to know more about what Frank does with his underachiever 
message you can click HERE!
So, Frank what is number three? 
 
FRANK: Well, number three is going to probably come as a shock 
to a lot of people, but it is to hammer your list relentlessly. I would like 
you, right now, to please forget about mini-courses, forget about content, 
and think about selling. They do not call this: Internet Friends, they call it 
Internet Business.   
 
I’ve tested both approaches. I’ve tested the approach of, “Hi, I’m your 
friend. Here’s nice, interesting content about Norwegian fish cooking. 
Isn’t it fabulous? Oh, by the way, if you have time maybe you’d be 
interested in buying some of my products.” I’ve tested that versus, “Dear 
Bob, if you don’t buy my stuff today the world is going to explode and 
everyone is going to go blind.” And ‘B’ works much better. 
 
Constant selling works. That’s why we’re in business. We’re in business 
to sell, period. So why not sell? And the way to sell is to make a lot of 
offers. Mail your list every day. If they don’t want to buy from you then 
what’s the point of them being on your list? So people say, “Oh, well 
people might unsubscribe from my list.” Well, yeah. 
 
Why even bother having them on your list if they’re not going to be your 
customers unless you just want, you know, the internet business for a 
popularity contest. There’s no reason to have them as your subscriber. So 
that actually, is probably one of the biggest ways that I’ve seen a jump in 
profits other than tightening my message to market match. 
 
It’s continuously making new offers to the list, as much as I can. 
 
STEPHEN: You recommend hammering that list and making new 
offers over a period of seven days. Okay, let’s say we’re mailing offers 
every single day. Between those, over a period of say, a month, and we’ll 
call that 30 days, how many different offers are you actually putting out 
there? 
 
FRANK: I structure mine by making a 30 day follow up series. It’s 
general, automated, 30 days. So if I’m not able to manually do it, my 
follow ups still go out. 
 
Even with that going out, I still broadcast to them a minimum of three 
times a week on top of the follow ups they are already getting.  
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get some fish and then, by the way, buy my products…” So, that’s the 
generic… 
 
FRANK: That’s the regular follow up series and then on top of that 
I’ll send out special offers. Maybe if you order before midnight I’ll 
guarantee that you’ll, get a gold-plated fish with your order, or 
something… I’m just being silly there. 
 
STEPHEN: So, you hammer that list for 30 days, and have you found 
that the way that you’re doing it right now is kind of the optimized way 
of doing it and you tend to get your best numbers having your sequence 
set up that way? 
 
FRANK: Absolutely. I can tell because I look at a spike in sales and 
I know it’s one of those three days where I sent the broadcast. And a lot 
of times I’ll send out the exact same broadcast.  
 
I’ve actually gotten lazy in the past eight months or so, and I haven’t 
come up with one, single new broadcast for one of my markets and I just 
cycle these eight special offers over and over again. It still works, 
though, so I don’t even come up with new offers. 
 
STEPHEN: That brings up a good point. Some of those in the Internet 
Business will run offers through their list whether they do it dynamically, 
meaning it’s a deliberate broadcast that happens because somebody came 
up with something new, or it’s something they had loaded and it hits the 
list once, and statistically we know that if you continue to put an offer 
out there to the list people will continue to have a desire for the product. 
So you will send the same offer out to the same people again and you’re 
still getting them to buy. 
 
FRANK: Well, they’re not going to notice, it’s not like people are 
so interested in what your doing that they’re going to be like, “Wait a 
minute, he sent me that exact same offer 21 days ago.”  
 
They don’t care. They’re getting 1000 pieces of email a day anyway, 
we’re lucky they’re even reading our offers. So, it’s not like they 
remember. I guess the point that I am trying to drive home is that, when 
you’re doing this, be truthful, and don’t send out a bunch of garbage or 
anything.  
 
That’s a blanket assumption that I’m making, but, it’s not like they’re 
going to say, “Wait a minute. Now this guy offered me a free bonus a 
week and a half ago.” And it’s not like they’re going to mind, anyway. 
“How dare you offer me more products!” 
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STEPHEN: How often would you send out the same offer again to 
keep milking that particular offer with the list? 
 
FRANK: Well, like I said, I have about eight offers that I just cycle 
through, maybe three times... 
 
I should have more. That’s not to be taken as you should only have eight. 
I’m just, I just moved and I’m in California and I’m looking at the beach 
right now. So, it’s been kind of hard for me to get motivated. I need to 
get in gear. 
 
STEPHEN: What are your criteria for selecting the offers? I’m 
actually going to ask you two questions. Are all eight of those offers 
products you created, or what percentage of them are affiliate products? 
 
And then the second part of the question would be what is your criteria 
for selecting a product that you want to add as one of the offers? 
  
FRANK: Well, here’s the shocker. It’s always the same product. 
I’ve never gone and tried to make another one. Here is really just another 
reason they should buy the same thing. Oh, Desperate Housewives was 
on Sunday. You should buy my stuff. 
 
Any reason is fine. 
 
Oh, hi, this is Frank, and today I looked down on the ground and there 
was grass and the grass was green so I’m having a green grass sale. And 
if you buy today I’ll give you the all of the products that you pay for. 
 
STEPHEN: Interesting. 
  
FRANK: Having a constant contact with the people is the main key. 
I can actually give you, because I was just looking at it, I’ll give you the 
unsubscribe percentage. 
 
STEPHEN: And while you’re checking that, I want to make sure that 
everyone’s clear on this. Your eight offers are not eight different product 
offers. They are eight offers from a different perspective on the same 
product. 
 
FRANK: If I would go hog wild and actually make other products 
I’d probably really make a lot of money. That’s just, you know… 
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FRANK: So, I’ll give you my unsubscribe rate right now, it’s 6.4%. 
 
So, relentless bombarding of offers over the past, this list that I’m 
specifically referencing is about 18 months old, 6.4%. 
 
STEPHEN: Okay, that’s all? 
 
FRANK: That’s all. I just looked it up. 
 
STEPHEN: Over the course of every seven days you’re hitting them 
with how many emails? 
 
FRANK: 10 at least. 
 
STEPHEN: Wow. Some days you’re hitting them with two emails! 
 
FRANK: Oh yeah, because they’re on the follow up sequence 
already and then I’ll give them the, “Hey, I know I just told you to buy, 
but you’d really better buy now.” 
 
STEPHEN: Wow! Okay. So, hammer the list, I hope that everyone 
gets that. Hammer the list!  So you’ve been hitting them relentlessly and 
you have just over a 6% opt-out rate. I’ll say that’s pretty impressive. 
 
So I guess people don’t mind having you put that hammer down on them. 
So, Frank, tell us, what is number four? 
 
FRANK: This one really goes well after the ‘hammer your list’ 
thing. There’s a point I want to make before we get into number four 
which is, if someone wants off the list, let them off. All my email offers 
are compliant, you know, it’s got the remove link, which actually works, 
there’s nothing weird about it.  
 
Number four is to hold on to your best products. This is something that 
very few people do. It does take a little bit of a thick skin to first try this, 
but I’ll ask everyone listening this question. 
 
Have you ever gone to the store, known what you wanted to buy, let’s 
say it’s an ipod and you have the money to buy the ipod. You get inside 
of the store and then you start to leave because, for whatever reason, you 
don’t feel like buying it today. 
 
Have you ever had that happen? 
 
STEPHEN: I’ve had that happen with all kinds of items. 
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FRANK: Well, we’re not alone. You might not have wanted to talk 
to the cashier, the phone might have rang or your cell phone might have 
gone off, it might have been too crowded or, anything could have 
happened, really. That’s not a unique phenomenon to those who are 
listening to the broadcast. 
 
Actually most of the prospects that visit our site leave anyway. That’s 
pretty much a given. Usually, those who leave without actually buying 
truly want what you have to sell. They just might not have their credit 
card with them, or the phone might be ringing, or the kids may be 
making a lot of noise in the background, or someone could be at the door 
or the television, there is some distraction and they don’t buy. 
 
But they want it. So when I go into a market, or into a selling 
proposition, I just go ahead and assume that it’s very unlikely for 
someone to buy my stuff on the first visit. And when someone does I find 
that shocking.  
 
So what I do is I plan ahead. The first step that anyone ever has when 
they come into my little world, is I get their name and email, period. 
 
That’s the only way to actually build a business. If you’re not capturing 
contact information, you just have an ad. So, I design the follow ups and 
the offers that we were just talking about in step three, as pile-on offers.  
 
I like to stack on different bonuses. So each day I’ll add on another bonus 
to the product that wasn’t there before. So it keeps the prospects 
interested in getting my emails. And I know that eventually they’re going 
to get to a point where they believe that it would just be insane for them 
not to buy my products because of all the bonuses they would get. 
 
The comparison I like to use when I teach this is, imagine you’re 
shopping for a Honda Accord and you’re going back and forth with the 
dealer, like, well, I really don’t want to do it today. I don’t feel well. 
Later the dealer calls you from the Honda dealership and he says, “Okay, 
listen. I talked to my manager, and if you buy this Accord today we’re 
going to throw in this Ferrari.” 
 
STEPHEN: Okay, can I get three of them? 
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That is one strategy that has made me more money than any other 
strategy I have ever used in business, period, ever. That’s the one. 
 
STEPHEN: That’s great. So, what’s next, Frank. 
 
FRANK: This is kind of sneaky and it’s kind of weird but it’s very 
effective. So I’m going to mention it here in hoping that people will use 
this and not abuse it. 
 
It’s very effective to pit yourself against a common enemy that you may 
have with your subscribers in your niche. 
 
In my follow ups I like to create an ‘us’ versus ‘them’ environment, 
where my prospects feel like we are all in a group together banded 
against some evil “them” out there. So let’s use the cooking example. If I 
was in the cooking niche the evil “them” might be professional chefs. 
 
In that case, a typical message would be something like, “Bob, the 
professional chefs out there are ready to boil me alive. Why? Because 
I’m making them look like a bunch of beginners with my new 
breakthrough cooking course.” 
 
Anyone who takes a look at history would understand that if you have a 
common enemy people will band together and be mutually supportive of 
each other, against that common enemy. 
 
Now I’m certainly not suggesting that we take it as far as it’s gone in 
history. We’re just kind of having a little fun with sales and marketing. In 
relation to the cooking example, everyone’s going to be jealous and 
envious of the professional chefs; those are the people they want to be, 
they want to believe the professional chefs are keeping something against 
them, which they probably are, in real life. 
 
You can compare years of culinary study as opposed to, sitting on the 
couch watching Martha Stewart. So if you can play on those emotions 
you can get a powerful connection with your market. But, again, please 
don’t abuse this. Don’t do anything weird. Another good thing is to 
imply that everything is the common enemy’s fault. 
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It shows you how to cook better than a gourmet chef using cheap items, 
straight from the grocery store.” You see what I did? 
 
STEPHEN: Yeah. (laughs) 
 
FRANK: It’s their fault you’re not cooking that well, so, we’re 
going to make them pay, because now I’m going to teach you how to 
cook even better than them by using cheap stuff at the grocery store! 
 
STEPHEN: Now can anybody use that angle, regardless of what niche 
they’re in? 
 
FRANK: I would say yeah, just be careful not to abuse it. Don’t 
ever mention a real person in the ‘us’ versus ‘them’ messages. I’m not 
going to say, “Bill Gates is really mad at me,” or anything like that. So, 
it’s important to keep a spirit of playfulness with it. Like I said, use it, 
and please don’t abuse it. Don’t do anything sneaky or weird with this. 
 
“It’s not your fault,” is a common motivator and attention-getter, and 
bonder, or bonding agent I should say, in sales copy and salesmanship. 
And it should, in fact, be used. 
 
STEPHEN: Let me ask you this. When you’ve run offers connected 
with the idea of pitting yourself against a common enemy do you notice a 
spike in your sales at that time? 
 
FRANK: Yeah, absolutely. I like to make the entire proposition 
always pitted against a common enemy. But you never want to put 
anybody down. You never really want the people on your cooking list to 
go out and start attacking chefs.  
 
It’s more like, “We’re going to do it better than them and it’s just not fair 
because they have all these advantages, but they’re really going to be 
mad at us because we’re going to do it better, and we’re going to do it for 
less money.” That sort of thing. 
 
So I think the word ‘enemy’ is a little bit strong for this situation but it’s 
the best thing I could think of to describe what we’re doing, if that makes 
any sense. I really don’t want anyone to create any real enemies out 
there, or create any kind of friction in the world at all.  
 

Commercial Break 
You’re listening to the Optimization Series Radio Show. Number one for 
helping you get the most out of what you put into your business.  
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The guest today is Frank Kern of the underachievers’ method. To learn 
more about the underachievers’ method and more about Frank Kern you 
can go to click HERE, and learn more about Frank and his amazing 
system on how you can make tons of money on the internet, targeting 
niche markets. 
 
   
STEPHEN:  Today we are talking about the seven ways that you can 
optimize the performance of your niche web sites to improve your 
profits. We already went over five of them, and Frank is going to share 
with us number six and number seven. 
 
So, Frank, what is number six? 
 
FRANK: Number six is one of my all time favorites and it’s the 
simple fix. Charge more. 
 
Charge a lot more. There’s no reason at all to be selling anything for less 
than, say, $50. For some reason, especially when people start out online, 
if they’re selling information they love to sell these products for $19, or 
27 bucks. I’m really speaking to publishers out there and people who sell 
information products.  
 
And the truth of the matter is, it’s just as easy to sell something that’s 
expensive as it is to sell something cheap. In fact, the easiest thing that 
I’ve ever sold in my life was my Serializer Seminars: One & Two. Those 
sold out in a combined total of about 18 minutes, at a cost of $10,000 per 
person. 
 
I sold 100 seats to that and made a million dollars; the whole process 
took somewhere around 18 minutes. Even that, actually, is off a little bit 
because by the time my second Serializer Seminar officially went on sale 
it was already 70% sold out because people would write me with 
legitimate excuses as to why they couldn’t be in front of their computer 
when the tickets officially went on sale. 
 
If they could prove that they wouldn’t be on their computer; a plane 
ticket receipt or something, I would give them the opportunity to order 
early. The seminar’s sold out that fast! That was the easiest thing I’ve 
ever sold. So, people think niche marketing is only for cheap e-books but 
the fact is, that’s 1000% wrong. 
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I’ll give you a great real-life case and point. My wife and I had brunch; 
we’re not ‘brunch people’ but we were invited to one. 
 
Well, you know, we were new to the area, so we wanted to meet people. 
I think there were maybe six families there and we all have our kids, and 
they’re running around and going crazy and whatnot.  
 
I’m on the patio of this house in La Joya, California, I’m looking out 
over the ocean, it’s a beautiful day, and I'm talking to this guy and he 
mentions Google Ad Words.  
 
He says, “You know, I have this friend, he advertises on Google Ad 
Words and he gets $2 back for every dollar he spends on advertising.” 
The guy that I’m talking to is just amazed by this, and I’m thinking, 
“Well, duh!” But, anyway that in itself is an entirely different subject.  
 
So I start continued to talk to the guy about his business. It turns out that 
he sells software to small construction companies. Not big, mega-multi-
national construction companies, but small; the type of people who might 
build an apartment complex down the road from us or something. 
 
So this guy sells software that, in some way or another, helps the 
construction companies manage their projects. He kind of lost me when 
he was talking about what the software does.  More importantly…guess 
how much his average unit of sale was? 
 
STEPHEN: How much? 
 
FRANK: $58,000.00 
 
STEPHEN: Really? 
 
FRANK: Yes. This should make you think.  So please don’t be 
stuck in this vortex of low pricing. It’s pointless. Charge a lot. The more 
you charge is usually going to be directly proportional to the amount of 
money you make. 
 
STEPHEN: I would say your $10,000.00 seminar is close to the high 
end and the apex of seminar pricing, wouldn’t you? 
 
FRANK: You know why, I did the first one for $10,000.00 and 
there was no pre-sell ability, I just told them, “I’m going to launch it on 
this date, please be ready.” That sold out in nine minutes. I sold 38 
people into that when the offer was only for 37. And one lady flew from 
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Australia to Orlando where the seminar was held and stood outside of the 
room ready to buy to get in. 
 
I made the class take a vote and I said, “Will you vote this person in?” 
And they voted so she could come in, so it ended up being 38 students 
for the first round. 
 
While I was teaching that class, several of the students publicly, in the 
class, ridiculed me for only charging $10,000.00 for it. So, when I went 
to do the next one I decided, well, I’m going to sell it for 15. You know? 
They said I should charge more, and I’m going to listen to my customers, 
another big thing people should do, by the way. 
 
I had to end up selling it for 10 because the most money you can take in a 
single payment through PayPal, which is who I use, was $10,000.00. 
 
Had they given me the ability to take more, I’d have sold it for more and 
probably still sold it out. There’s just no reason to sell cheap items. Now 
the flip side of that is, you have to give them their money’s worth.  
 
You don’t go sell a $1000 DVD or something and have a picture of you 
in your boxer shorts explaining, your philosophy on farming, or 
whatever…unless you really look good in boxer shorts or something. 
You have to deliver on what you’re selling.  
 
Assuming everything I’m saying is just; making a blanket assumption 
that you’re selling things that are good; being ethical and honest about 
doing it, then my strategies will work for you. But if you meet all those 
criteria, charge a lot. Premium pricing is where it’s at. 
 
STEPHEN: Now where would you say the level of intimacy was with 
the relationship concerning the group of people that jumped at the 
opportunity to come to your event at $10,000.00 a seat? 
 
FRANK: It’s really, really cool. This can also be said for the 
underachiever community as well. People who are listening might know 
Ed Dale, my partner, who’s not on the interview with us today due to the 
fact that he’s 2000 miles and it’s around three in the morning where he is 
right now. 
 
Our customers have actually developed a culture with one another. We 
have our regular underachiever, and ultra-underachiever customer 
society, for lack of a better word, and it’s the best! There’s a tremendous 
amount of intimacy and interaction and striving towards mutual gain 
among the members of that society. 
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When I held the Serializer events, I found that the people who were 
coming in at the premium we’re a bit more accomplished in marketing, 
so we were able to focus on a lot of advanced strategiesas opposed to, 
equally as important but sometimes slowing you down things, like how 
to build a web page. 
 
So they were very advanced, but the community environment was much, 
much tighter and my enjoyment from interacting with them was very 
significant. It was the type of interaction where, if given the opportunity 
to go hang out with those particular clients for free, I’d do it in a minute 
because they’re fun. They were really cool. 
 
When you charge a high price and you’re able to deliver on it, you will 
create a great deal of satisfaction for yourself and for your clients. But 
you’ve got to deliver what you’re charging for. You’ll find that the 
customers you have are actually quite pleasant to deal with. I would say 
the least pleasant customers I’ve ever had throughout my entire career, 
would be when I sold marketing products in the, under $50 range. 
 
STEPHEN: Those were the people who wanted you to slit open one of 
your veins and give blood to them every two hours, for nothing. 
 
FRANK: Exactly, but the people who come in on the high level are 
the doers; they’re accomplished; they’re ready to take the bull by the 
horns and they actually follow your advice and get results. 
 
STEPHEN: Wow. That’s awesome. So, what’s number seven, Frank? 
 
FRANK: It’s the complete opposite of what I just said. Give your 
stuff away. I know that’s going to sound crazy so I’ll give a little context 
to what I mean. 
 
If my list isn’t buying, or I should say the people who just flat out 
haven’t bought despite the eight zillion messages I’ve sent to them, 
saying that if you don’t buy this stuff now, it’s definitely the end of the 
world. I know it was the end of the world yesterday, but it’s really the 
end of the world today. If they still don’t buy I like to offer them a seven 
day free trial. 
 
This part is easy. I’m sure that most people who are listening to this are 
familiar with PayPal and probably have used PayPal. If you use PayPal 
to accept payments you can actually set it up in PayPal where people can 
download your product or receive it or whatever you want them to do, 
and then PayPal will automatically charge their credit card after a period 
of days. I like to do it for seven days on a downloadable product. 
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I occasionally give myself a big payday by offering a free trial to my 
products. I’ll give you a real case study. The month of April is a 
notoriously bad month for my markets. It has been year after year. 
 
Usually I’ll see sales decline 25% over previous and following months 
for April and I attribute it to taxes and Easter. So I got tired of putting up 
with it. So on April 15th, which was tax day, I decided I was going to do 
one of those ‘free trial offers.’  
 
I sent out just one email to my list and said, “Hey, you know, why don’t 
you go ahead and download it for free today. If you like it pay for it after 
a week, I’ll just bill you.” That one little email ended up getting me an 
additional $2,300.00 in sales. 
 
So when all else fails, give it away for free. Let them pay you if they like 
it. Again, you absolutely have to make sure your products are of good 
quality. If your products are no good, especially if it’s downloadable, no 
one will actually pay for the product. 
 
STEPHEN: What about the strategy of “people ripping themselves 
off?” 
 
FRANK: A-ha! That is a wonderful strategy; that is one of the many 
things I learned from Jeff Paul. Back in 2002 I was invited to appear in 
one of his infomercials, it was a surreal experience, very fun. After the 
infomercial shoot Jeff Paul, Jim Fleck and I and some other guys were 
riding in the back of this van going back to the hotels we were staying in 
Las Vegas at the time. 
 
I was telling him about my business and he said, “The first thing you 
need to do before you do anything else is knock yourself off, and copy 
your own site.” And he said the reason why is because if I don’t copy my 
own site, someone else is going to copy it for me and they’re going to get 
all the additional sales.  
 
Well that really hit home with me. So when I start having success in a 
niche the first thing I do is make a copy of my site. I make the sales letter 
somewhat different to where it looks like someone else’s site. I might 
even sell a different product, or I may not. 
 
But I go ahead and put a clone out there. This accomplishes two things; it 
increases my exposure in the market, one. If visitors don’t like the first 
ad then maybe they’ll like my second ad, and buy from this other series 
of emails.  
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The other thing it does is, it puts doubt in the competitor’s minds. They 
start to think, “Well, there’s already two sites in this market selling now, 
so is there room for me?” 
So it creates a false sense of competition. 
 
Don’t limit it to ripping yourself off once. If you’re in a good niche, rip 
yourself off as many times as you can. And then set up a review site 
where you’re reviewing all the copies of your products. 
 
STEPHEN: That’s great. So, we have about five minutes left and I 
really appreciate you taking the time to be us today, Frank. I know that 
you have a huge level of confidence in what it is you’re doing, you 
hosted a challenge a while back, and now you plan on doing the same 
challenge again. Tell everyone a little bit more about what the challenge 
is going to be about. 
 
FRANK: Well, this is exciting. And this was my partner, Ed Dale’s, 
idea. He did this last year in July. What happened with Ed was that he 
had some niche websites and he decided to sell them and he sold them 
for five million bucks. So, Ed gets his five million dollars and he decides 
that he wants to give back to the world, which was a great idea. 
 
His way of giving back was to say, “Hey, world. I’m Ed Dale. I’m very 
proficient in marketing to small niches and I will coach anyone who 
wants to learn how to make their first sale online, for free.” And he called 
it the Thirty-Day Challenge. 
 
Throughout the month of July last year, he put out pod casts, and internet 
videos and live teleconferences every day, walking people through the 
exact steps they needed to take, in order for then to go from absolutely no 
website, no idea, no product…to having a functioning business that 
actually sells products, in thirty days! 
 
Roughly, around 900 people took the challenge, and I can’t remember 
how many people went on to make their first dollar. I think it was 100 or 
so. We’ve had clients now who, from that experience, have gone on to 
quit their job; some are making lots of money getting rich now, and it 
was all very, very rewarding. So, I decided this year that I would team up 
with him and we would do it all over again. 
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So this year we said, why not take it to the next level? So this year Ed 
and I are doing the Thirty-Day Challenge together and I’m not going to 
say what the prize is, but there’s a very good chance that it is a very, very 
expensive Italian car. And that’s all I’m going to say about that, because 
I have not hammered out the legalities of giving away a very, very 
expensive Italian car yet. 
 
But there’s no catch, you don’t have to buy anything from us to take part 
in this if you don’t want to. Surely you’re encouraged to, but, you can do 
it with all free tools and have a great time, learning what our community 
is all about!  
 
We’re very excited about it. The goal this year is to have 30,000 people 
registered. I think we will because word of mouth has gotten so strong 
about it. So if you want to find out about it, go to 
http://www.stephenlive.com/underachiever.html and hop on our list and 
we’ll notify everyone when it all begins. 
 
STEPHEN: That’s awesome! 
 
We thank you, Frank Kern, for joining us today.  
 
If your interested in learning more about Frank Kern and the 
underachievers method and even this challenge, that is taking place this 
year and the possibility to win, a very nice, expensive Italian car...  
 
Certainly, for those of you who are interested in joining the contest, you 
would hope he can work out the legality issues! You can learn more 
about Frank and the underachievers’ method at 
http://www.stephenlive.com/underachiever.html. That’s 
http://www.stephenlive.com/underachiever.html
 
This is Stephen Pierce. You’ve been listening to the Optimization Series 
Radio Show. Number one for helping you get the most out of what you 
put into your business. 
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STEPHEN: You're listening to another Optimization Series Radio 
Show. We're number one for helping you get the most out of what you 
put into your business. 
 
If you take a moment to really think about how wealth is created, you 
will notice that one of the most significant factors of creating wealth has 
been real estate. Of those who have accumulated a lot of real estate 
offline, as far as property, land and other things, a high percentage of 
them have accumulated massive amounts of wealth. 
 
Today I’m going to talk about real estate but with a different kind of 
paradigm. Today's guest will be John Reese, who is a guy that, for the 
most part, coined and popularized a phrase called, “virtual real estate.” 
 
John will talk with you a little more on what virtual real estate is. But for 
those of you, who don’t know who John Reese is, he has a site called 
Marketing Secrets; it’s an extremely popular site. 
 
John Reese has been on the Internet for years; before Google even came 
into existence; when prodigy was one of still in its growing phase and a 
T1 (internet line) cost you somewhere around $1,500; before there was 
broadband internet; and everyone was using dial up and 9,600 
{1:38bulb} modems.  
 
So, he has a lot of history on the Internet. John is what I like to call a 
stealth marketer. I consider him a stealth marketer because he’s in the 
background; he doesn’t necessarily throw or, thrust himself out to the 
front.  

 
John utilizes a lot of extremely potent marketing strategies. I could spend 
nearly 30 minutes just going over the different things he’s accomplished. 
When he released his “Traffic Secrets” products he was one of the first 
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people able to document doing $1,000,000 worth of info product sales in 
the particular Internet marketing niche in one day. So, that was 
$1,000,000 in product sales in one day. 
 
After that, he sort of went back into the shadows and was handling his 
business. Later he sent out an email, out of the blue, he showed people 
how, in a year, he did over a half a million dollars. Again, that’s over a 
half a million dollars, over $500,000 using what he calls virtual real 
estate. That’s what we're going to be talking about on today's show. 
 
We’ll discuss what virtual real estate is and the three ways you can 
optimize this thing called virtual real estate. This way, you will be able to 
create new profit centers, create new revenue streams and start to capture 
some of the benefits that this virtual real estate offers. 
 
So John, I want to welcome you to today's Optimization Series Radio 
Show. 
 
JOHN: Thanks for having me, Stephen, I appreciate the 
opportunity. 
 
STEPHEN: Okay so what is virtual real estate? 
 
JOHN: Well that’s a really good question. In fact, just to correct 
you there on the intro, I really wasn’t the first person to coin the phrase 
Virtual real estate but after I started talking about it a couple of years ago 
in the Internet marketing space, people kind of latched onto it. 
 
That phrase has actually been used in the tech industry for over 10 years; 
referring to different things kind of in the digital world. 
 
I consider Virtual real estate, VRE sites is what I call them short, as 
content sites. It’s really not anything new. Just as you and I’ve been 
doing like so many other marketers; setting up content sites and making 
money off affiliate program links and promoting other products and 
services. 
 
In other words, the purpose of the website becomes to promote other 
company’s businesses products. That’s how you make your money; it’s 
where you're never selling your own product. 
 
It’s like any website, it’s in the middle of cyberspace; this little piece of 
virtual real estate; this little site that exists; a site that has value which 
can be bought and sold, which happens all the time. Or they can be 
monetized and optimized for making money. 
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However, if anyone’s listening to this and they do have their own 
products and services then they will want to set up varied sites in their 
market with some really great content to generate leads to sell their own 
products and services. As well as to subsidize that traffic to make money 
with Google Ad Sense and affiliate programs and all the other things that 
you can do with a virtual real estate site.  
 
STEPHEN: With a content site there are various ways you can 
monetize it. You're monetizing it is using a program from Google called 
Ad Sense, correct? 
 
JOHN: That’s correct. Google came out with this service for 
publishers, which anyone on the Internet that publishes content on the 
web, is able to sign up for this program for free; you’re able to put some 
code on your pages. It will automatically load from their servers’ targeted 
ads. Ad Sense uses their technology to figure out which ads to display. 
So, you don’t even have to decide what ads to display or you don’t even 
have to sell the ads to an advertiser. It all comes from Google advertisers. 
They do all the work. 
 
So, your page loads a small group of advertisements from their servers. If 
visitor clicks on those ads you will be paid a percent of the click value of 
what the advertiser is paying, because the advertisers are paying for those 
leads per click. So, you get a share in the click price. 
 
The whole content game just 5 years ago, before Ad Sense really took 
off; you could make good money with content sites, the VRE sites. But it 
would simply be promoting affiliate programs.  
 
You would have to get the visitor to follow a link and then you’d have to 
get them to go and purchase an item from an online store. Or even, have 
them go to Amazon to order a book or something of the sort. In any case, 
there needed to be a sale involved.  
 
The greatest thing about Ad Sense is if someone just clicks on an 
advertisement, you make money. They don’t even have to buy anything. 
It has really revolutionized the entire web publishing industry. Google 
Ad Sense, as far as the value you get per page load on the Internet, 
competes close to the top of any other affiliate program or any other 
publisher program out there as far as paying people the most money for 
their traffic. so, it’s tremendous. 
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for products. The sites that weren’t making any money went from 
making $10 a day to $300 a day. 
 
STEPHEN: Wow. 
 
JOHN: It was simply because of the click value. It’s tremendous. 
Of course, it’s no surprise that a great percentage, I believe its close to 
50% now, I could be wrong, a great percentage of what Goggle’s ad sales 
are, attributed to this Ad Sense program. And it’s just massive. It just 
gets bigger and bigger. 
 
STEPHEN: Goggle’s gone public, as a big company now; 
opportunities just sitting there with the Ad Sense program if a person has 
a website. Are there any qualifications a person has to have? Do they 
have to be a big company? Can they be a home based entrepreneur? 
What are some of the qualifications if any? 
 
JOHN: There are no real qualifications. You could be one person, 
sitting in the spare bedroom of your house, have your own little business, 
not making money with one little small site on some hobby; and you can 
still be approved for the program. 
 
There are some basic guidelines about the types of sites that they will 
approve, or not approve I should say, into their program. You can just go 
to Google and then search for Ad Sense and you’ll come up with the 
Google Ad Sense site. I believe its www.google.com/adsense.  
 
You will able to easily find out all the criteria. In a nutshell, you can’t 
just set up a site for the sake of showing their ads. There has to be some 
legitimate content on the site. 
 
This is why I’m so adamant about this stuff is because anyone can use 
their program to make money online…anyone.  
 
A 90 year old grandmother could get a hold of software and build a blog 
or, get a free blog on a site like www.blogspot.com or 
www.blogger.com, and set up a blog. She could just start posting 
anything she’s interested in; install Ad Sense ads on her page and 
instantly start making money. That’s how powerful it is.  
 
STEPHEN: Wow, so anybody can do it. 
 
I know factually, I’ve been able to see the kind of revenue that comes 
with Ad Sense. So, it goes without question that when it comes to 
knowing how to generate revenue using your virtual real estate and 
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applying Ad Sense to it, you're one of the people that understands how to 
do in an extremely profitable way. 
 
I want to talk about three specific things that people who are using VRE 
sites, Virtual Real Estate, can do to optimize using Ad Sense.  
 
What would be the first one? 
 
JOHN: Well, the first one would concern the placement of the Ad 
Sense code. The next one would be the formatting. Another great thing 
about the program is that it allows you to have flexibility as far as, how 
the ads will be displayed on your site.  
 
You will be able to control how the advertisements show in a little block. 
Whether its 4 ads, one on top of the other in a vertical column; or 
whether its two ads side by side. Then you can change the colors of them 
and do all kinds of different things. 
 
Its really great when you have a Google Ad Sense account. You’re able 
to log in and pick and choose how you want the ads to look, how you 
want them to be formatted. 
 
And then, of course, where you put the code on your pages; thats where 
they’ll actually be displayed. 
 
 
More things are being discovered all the time-little tricks on marketing; 
what to do with the codes; how to place them; how to color them and so 
on. It’s really a changing process. 
 
I can give the listeners a quick shortcut to save them hours and hours of 
their time of testing, by sharing what I’ve come up with myself. 
 
Let’s start with the placement. You can have multiple ad blocks. An ad 
block is basically just a group of Ad Sense ads.  
 
You don’t just put the code in the middle of the page and then that’s it. 
The rules change all the time but I believe you are now able to have up to 
3 ad blocks on one page. You can’t have more than that. 
 
So, you’d want to put one at the top of your page. Well, let me back up 
here. If you are only going to use one ad block on your site, you want it 
at the very top of the site above the fold; which is what a visitor sees’ in 
their browser without having to scroll to go down farther. That’s what we 
consider “above the fold.” The fold is that bottom part of the first 
window before scrolling.  
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You want the ad block to be seen above the fold. So, as the page loads, 
it’s visible. You don’t want a visitor to have to scroll down to find it. 
Because a lot of people, as we already know as marketers, are click 
happy. They’ll come to a site, they’ll load it, and they’ll click and get out 
of there and go look at something else. 
 
STEPHEN: Exactly. 
 
JOHN: You want the opportunity to have it in front of them. So, 
put one of your ad blocks towards the very top of each page.  
 
I feel that so many entrepreneurs try to make money, but they are so 
afraid to actually use their marketing skills; they’re afraid to be blatant 
with the ads. They have the attitude, “Well, I don’t want to upset my 
visitors. I’ll put the ads on my page in the lower right hand corner of my 
site where they won’t bother anyone and they're not very intrusive.” 
 
Well guess what? You’re not going to make any money with those 
thoughts, and this is about making money, it’s a business, it’s about 
profit. 
 
So, you need to put the ads at the top of the page right in people's faces, 
right where they can see it. 
 
Marketers also have to realize that because the Ad Sense program uses 
technology to pull the proper ad, the relevant ads are based on the content 
within their WebPages to be displayed; you're doing your users a favor. 
90% of the time the ads that are shown are relevant to the content you're 
telling our user about. So, you're doing them a favor by using these ads, 
believe it or not, and you’re giving them other resources in case they're 
interested. 
 
For example, if you have a site about furniture let’s say, picking out the 
perfect office chair; you’ll probably have ads from Ad Sense from 
several different companies that sell office chairs or that review office 
chairs. Those are great resources for your visitors to check out. That’s 
why Ad Sense is so popular and getting so many clicks; because it’s 
relevant. 
 
So, anyway, first and foremost you want your advertisements to go above 
the fold. You also want to use ad blocks throughout the rest of your copy; 
somewhat in the middle maybe and somewhere towards the bottom. 
Have three of them, they let you use three so you might as well use them. 
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The other thing to keep in mind is if you have articles on your page or 
any kind of long copy with several paragraphs, you will want to put the 
Ad Sense ads within the content.  
 
You know, Stephen, when you look at a newspaper and you're reading 
the newspaper you have for your city. You begin to see a lot of times, 
that there’ll be photographs right in the middle of the content and the 
content kind of goes around them.  
 
STEPHEN: Right, it wraps around the photos.  
 
JOHN: It wraps around them because it’s a nice break to the eyes 
visually, just as you're reading the content, to look over and look at the 
photograph. Well, that’s a great strategy for formatting Ad Sense. Put the 
block within the content so your content is working and wrapping it. That 
can really increase conversions on clicks by as much as 30%. 
 
If you have a site that’s making $10 a day or let’s say $20 a day, just by 
making that one change you can now be making close to $25, $27 a day, 
or however the math works out to be. 
 
STEPHEN: Wow that’s worth a change that’s for sure! 
 
JOHN: Yeah, just to put it in the middle, instead of putting the 
advertisement above the article, and let the text wrap around it. 
 
As far as formatting the code; you want it to blend in with the rest of 
your site.  
 
Internet users are conditioned to see ads and flashing banners and all of 
that stuff. They do start to tune them out. Well if you format the text of 
the ads, because these ads are just text. So, you use similar colors as the 
background of your web page. If your website has a blue background and 
red text, which would be really obnoxious but let’s just say it does, you 
could format your Ad Sense ads so they have a blue background and red 
text.  
 
It should almost look as if it’s a part of your content although it’s a 
separate advertisement. So, that’s a big key. You want it to look a lot like 
your content. And just a quick tip: any time you create content, its best if 
you can use the natural html colors for links, which is that blue underline 
color. 
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when advertisements get spammed to you with web design, and you're 
using a different colored text or something. But if you can, you want to 
keep to the white background, black general text, and blue hyperlinks. 
 
And then, of course, do your Ad Sense ads in the same format and just let 
it all blend together and you will end up getting good results that way. 
 
   

Commercial Break 
Awesome. This is Stephen Pierce and you're listening to Optimization 
Series Radio. We're talking to John Reese on optimizing Virtual Real 
Estate. We're specifically talking about how to optimize it using Ad 
Sense.  
 
John has been sharing with us three specific ways to optimize it using Ad 
Sense. 
If you want to know more about John Reese and the strategies that he 
uses to optimize his virtual real estate using Ad Sense, and other 
strategies he uses, again you can click HERE!
---------------------------------------------------------------------------------------- 
 
STEPHEN:  Before we went to the break we were talking about Ad 
Sense placement and formatting…  
 
So, John, share with us the other two ways that people can optimize their 
VREs.  
 
JOHN: Sure. Well the second way is just basic, common, 
fundamentals; which is using the right keywords for these content pages. 
Stephen, as you and I both know, with getting any type of traffic at all, it 
matters what keywords you use. If you're going to set up a site on 
quilting you just can’t focus everything around the term of quilting. 
 
There are hundreds, if not thousands of other search terms that people are 
using to search Google and Yahoo; related to quilting, that you’ll want to 
incorporate into your pages.  
 
So, just really quickly on that second point, you want me to just take a 
second to just explain what KEI is? Because I think it’s important. 
 
STEPHEN: Sure, let’s do that. 
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So, you can use a service like Word tracker at like 
www.wordtracker.com or www.keyworddiscovery.com. There are 
several. Google has its own keyword tool as well. 
 
STEPHEN: Keyword Elite does that also, doesn’t it? 
 
JOHN: Yeah, www.keywordelite.com is a really good software 
product that will do that KEI type stuff. 
 
But basically, you’ll do some quarries in with these services or, software. 
It’ll show you, when you type in the word quilting, all these different 
things that people search related to quilting. Such as, free quilting 
patterns; quilting lessons; how-to quilting courses; whatever people are 
searching for, aside from just the term quilting. You’ll actually find all 
kinds of obscure terms that people search for every single day on the 
Internet.  
 
And when you do the KEI analysis, you’ll see that there’ll be a lot of 
website online that will be optimized for the term “quilting,” but not for a 
lot of these other terms.  
 
That formula is similar to a predictor; it’s not an exact science. But it 
predicts how much of a chance you’ll have at getting free traffic from the 
search engines if you optimize for a certain term. You can see that if you 
go off the most popular terms like, “quilting” or “golf” or “travel” or 
“casinos” or whatever else; you face so much competition it’s probably 
guaranteed that you're going to get zero traffic unless you really work on 
your site for a very, very long time optimizing it.  
 
So, the easier way, and the way I recommend for doing this content type 
stuff, this virtual real estate type stuff, is to go after the low hanging fruit. 
Focus on the KEI value keywords, the more obscure search terms that 
not many people are optimizing their pages for.  
 
And then it’s a lot easier to get traffic from the search engines, wouldn’t 
you agree, Stephen?  
 
STEPHEN: Yeah, I totally would agree. So, are there a certain number 
of keywords they should go after? Or should they go after all of them? 
 
JOHN: Well ultimately you want to go after the best ones for your 
market that have the highest KEI values. You also want to be optimizing 
and using the main terms, of course, for your market like quilting or golf 
or whatever; that’s a given.  
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This whole topic is so extensive it clearly can’t all be explained on this 
one call… 
 
But you’ve got to be careful nowadays with setting up pages for these 
sites. A year ago you could set up a new site and there would be software 
products that help you do it where you could crank out a new site that 
had close to 5,000 pages with 5,000 different keywords. However, those 
days are pretty much over. The search engines now has it to where when 
you look at a new site that has a whole bunch of pages, it doesn’t seem 
natural. And therefore, most of the time, you’re getting penalized and not 
getting indexed very well or ranked very well. 
 
So, one of the best rules of thumb is to start out small with your first 
website. I would recommend about 25 pages or, 20 to 30 pages of the top 
KEI keywords for your market. 
 
And, of course, you want to make sure the keywords are relevant because 
there are some keywords that are used in markets that aren’t relevant.  
 
STEPHEN: Regarding the pages; would you recommend people use 
some kind of page generation or would you recommend creating pages 
by hand? 
 
JOHN: I recommend people do both because they are both 
obvious tactics that work. You can just use software to crank out tons and 
tons of pages and get some traffic still. But it’s getting harder and harder.  
 
But there are so many tactics and techniques to get the most out of 
Internet marketing. I’m a big believer in just using a lot of everything.  
 
For example, if I was going to go after the quilting market I would do 
both, a page generation and create pages by hand.  
 
I would set up a site with pretty much all handmade content and some 
blog content from other people's articles public domain, that kind of 
stuff. And then I’d also set up a sister site using software that would 
crank out a bunch of pages; and then compare the results. I would even 
link between them and try to share some traffic that way.  
 
That’s why it’s so fun on the internet. There are so many different 
techniques that work as well as so many different ways to make money. 
It just all comes down to taking action and just setting some stuff up.  
 
If people find it’s easier to use software to make sites, than doing the 
content by hand, at least do that; get something out there. Get a site set 
up, get some results and then go from there.  
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Commercial Break 

We're talking to John Reese of Marketing Secrets about how to optimize 
your virtual real estate using Ad Sense.  
 
We already talked about Ad Sense placement. And we were just talking 
about the right keywords. And after this quick show ID we're going to 
talk to John about what the third way is to optimize your virtual real 
estate.  
 
You're listening to The Optimization Series Radio Show. 
---------------------------------------------------------------------------------------- 
 
STEPHEN:  So John, what is the third way to optimize Virtual Real 
Estate sites for greater value and benefit? 
JOHN: The third way is pretty simple. It’s just building a list of 
people. When setting up content sites, where there is no product to sell of 
your own, you're just going to make money running Ad Sense ads, 
getting paid on clicks or even by also having affiliate program links on 
those sites; the biggest mistake I see people make is that they don’t 
collect email addresses. They don’t build a list.  A lot of people don’t 
understand why they should build a list when they’re not even selling any 
of their own products.  
 
Well the fact of the matter is, list building (what I would consider visitor 
recycling) is more powerful than ever now with Ad Sense.  
 
*Here’s a very valuable tip for anyone listening to this that can literally 
make them thousands upon thousands of dollars doing VRE.  
 
If you set up an opt-in form on your site somewhere within your content, 
you have to promise a free report, you have to promise something of 
value to get people to give you their email address.  
 
So, if you do this, when you go to send emails to that list, you could also 
send articles, let’s say; articles that are related to your site.  
 
Let’s use the quilting example. So, you send them an article on quilting. 
And you could send them once a day, once a week, every other week, 
however often you want to push stuff down to your list and publish 
content.  
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load an auto responder with a bunch of articles. And so, you could load 
up a year’s worth of those automatic articles and send them by email 
saying, “Here’s a new article I thought you’d like on quilting.”  
 
You only show them the first part of the article. But you don’t give them 
the whole article. So then, what’s in this email? A link redirecting to your 
website; they will then be able to view the entire article.  
 
You just say, “This article is continued by clicking here and reading it on 
the website.”  
 
Well Stephen, I think you could probably guess what’s going to be on 
that web page that has the full article.  
 
STEPHEN: Ad Sense for sure. 
 
JOHN: That’s exactly right. And so now, you're taking the traffic 
that you got at one time, that would typically leave and you’d no longer 
get any value out of it, even though you could make some money if they 
click ads on their way out.  
 
Now you get a small percentage of those people, which is all you need, to 
opt in to continuously recycle, many of them, back to the site, over and 
over again.  
 
And many of them will continue to click on the ad links because the ads 
change all the time; every time the page loads. As advertisers change and 
bid more or bid less, to get moved around in Goggle’s systems, the pages 
that load with that code will show different ads. The advertisements will 
be different based on the content of the article. This is a great tip that 
anyone can use to get more money, by using the same traffic; by 
recycling visitors. 
 
STEPHEN: That one tip alone should grow the revenue of those who 
are actively doing this or plan on taking action. 
 
JOHN: It can. Anybody right now that’s making any money at all 
with Ad Sense can probably…I don’t want to say double because I don’t 
know what their marketing techniques are, and what their market is…but 
I would say, you could probably make 50% more money if they took the 
time to set this up. 
 
STEPHEN: Wow. And it doesn’t sound like it would take much more 
effort than what's already being put into it, right? 
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JOHN: In fact, if you have 100 articles already on your site you 
could load exerts of those into an auto responder. And then you're just 
sending people to those individual WebPages. Someone may have visited 
the home page or one particular optimized page, and they may never 
have found their way through all the other WebPages. 
 
So, you're just using content you already have. You’ll also want to use 
articles you don’t have on the site. Give them a reason to go back in case 
they actually saw it before. This is just primarily, copy and paste work. 
Copy the first paragraph into the first email of an auto responder; put a 
link, “Read the full article here.” They go to the page that you just copy 
and paste, of the full article, and you have Ad Sense on the page. 
 
STEPHEN: Well you know what, there’s no question that whenever 
you make an appearance and you start talking about marketing, you're 
always providing value. You’ve done it again here, sharing with us three 
ways that we can optimize Virtual Real Estate sites. 
 
I know there are tons of other ways, but just sharing those three ways, I 
know that the listeners, once they actually apply what they have learned, 
they're going to be able to get a boost in the value that they're getting 
from their sites. 
 
So John, I want to thank you for being on today's Optimization Series 
Radio Show.  
 
This is Stephen Pierce the optimizer, number one for helping you get the 
most out of what you put into your business. 
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