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Introduction

WHY STORYTELLING?

The most successful marketing and advertising campaigns tell powerful stories.
Why? Because powerful stories captivate prospects and inspire them.
Stories inspire prospects to think, “I can relate!”
Stories inspire prospects to say, “Tell me more!”
Stories inspire prospects to buy.
To Master Storytelling, Study Masterpieces

If there was a Storytelling Hall of Fame, the five advertisements below would be
first-ballot inductees. They’re storytelling masterpieces.

Some of them are almost a century old. Yet, their stories still stand out as brilliant
and deserve our attention today.

We’re going to dive deep into these masterpieces because mastery comes from
studying the masters.

So let’s get going.
Our Hall-of-Fame tour begins.
Let’s see those masterpieces up close. Let’s discover the secrets they reveal...

...S0 you, too, can create powerful, client-attracting stories.
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SECRET #1
CAPTIVATING STORIES ARE NOT ABOUT YOU AND
YOUR BUSINESS. THEY'RE ABOUT YOUR PROSPECT.

In the 1920’s, a copywriter named Max Sackheim wrote an advertisement for a
book called “How to Master Good English in 15 Minutes a Day,” by Sherwin
Cody.

It was one of the most successful direct response advertisements ever.
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The publisher tried alternative ads to test against Sackheim’s.

Sackheim’s version won every test -- year after year after year.

One of the headlines the publishers tested was: “The fl
Man Who Simplified English.” mmmm
Timetess Tipn o Succomdd Copywiting
‘Do You Make These Mistakes in English?” trounced
“The Man Who Simplified English.” The winning PR R I -
headline worked two-times better than the challenger. | #
s ‘
Why’s that? :
)‘ L.;.il...u-...."“ n
Because “The Man Who Simplified English” screams . ,
“‘Look at me!” It’s all about Sherwin Cody.
The winning headline, the headline that ran for JOHN CAPLES 4
by ]

decades, the headline that sold so many books...
...the winning headline was ABOUT THE PROSPECT.

The great adman and copywriter John Caples dissects the competing headlines
in his book “Making Ads Pay — Timeless Tips for Successful Copywriting.”

Caples says the “The Man Who Simplified English” is written “...from the wrong
angle.” It's all about the seller, not the buyer.

Caples calls this “manufacturer’s copy” because it emphasizes the manufacturer,
the seller.

“The manufacturer is simply saying, ‘Look at me! Look at what | did! Look at what
a great guy | am,” Caples writes.
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Caples calls the winning headline “self-interest copy” because it reflects the
PROSPECT’s interest.

It speaks directly to the prospect and implies valuable information will follow.

Your Story Will Captivate Prospects If It Reflects THEIR Experience

The best marketing shines the spotlight on the prospect. It reflects their
experience. It crafts a story they can relate to. It invites them to say, “Yeah!
That’'s me.”

When prospects relate to your headlines and stories, you captivate them. They
itch to know what happens next. They read on.

And get this: When people hear a captivating story, their brains release
chemicals -- such as oxytocin -- that make them feel good. The chemicals act like

a love potion so prospects know, like, and trust you more.

When you tell a story that reflects their experience, prospects are more likely to
act because your offer feels relevant to them.

One more client-attracting detail about this ad: This headline sparks curiosity.

Bonus Tip: Curiosity-sparking headlines are irresistible.

If someone is prone to making mistakes in English, they’ll see “Do You Make
These Mistakes in English” and wonder, “WHICH mistakes?”

They’re curious. They want answers. So they keep reading. They can'’t resist.
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SECRET #2:
THE BEST STORIES EVOKE A SIMPLE, TRANSFORMATIVE
JOURNEY. SELL THE JOURNEY, NOT THE PRODUCT.

Keep it simple. Don’t overthink it. Don’t make your stories so complex.

You’re not writing a screenplay for a Hollywood blockbuster. You're simply
reflecting journeys your prospects take...

...from stuck to unstuck...

...lost to found...

...frightened to brave...

...self-doubting to confident.

Here’s a Hall-of-Fame example from Apple. It's
a video advertisement called “Bounce.” A
simple story. Not a single line of dialog.
“Bounce” starts with a frowning man, sitting on
his bed, bouncing a ball against the apartment
wall.

He drags himself off the bed, puts on his coat

and shoes, stares at the mirror, and forces a
smile.

Is he ready for the day? Not really!
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But then he pops his Apple AirPods in his ears, and the music begins.

He'’s transformed. He no longer drags his sullen self through the day. He has
spring in his step. He literally bounces off the sidewalk.

See for yourself:

&€ AirPods

with wireless charging

Watch video at: StorvPowerMarketinq.Com/bounce

The ad has great special effects. Technically complex.

But the storytelling is simple.
Unhappy Man transformed into Happy Man.
Foot-Dragging Man transformed into Bouncing Man.

A simple before-to-after journey, brought to you by Apple AirPods.
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https://www.youtube.com/watch?v=ZR1OQmLoyI0&ab_channel=AdsofBrands

What Does Apple Sell? What Do You Sell?

| showed “Bounce” to a client and asked her: “What does Apple sell?”

She hesitated. | gave her a hint: Apple does NOT sell AirPods. Apple sells the
transformation AirPods enable.

She smiled and said, “Apple sells spring in your step.”

Bingo. Apple sells the BOUNCE.“ And...?” | asked.

Her eyes lit up and she said, “Apple sells a cure for the doldrums,”

Double Bingo!!! Watch the video again. You see it, don’t you?

Not a single word spoken about the product. Just a SIMPLE story, about a young
man who drags himself off his bed, dreads the day ahead, and trudges out the
door with shoulders slumped, until...

...the AirPods deliver.

Goodbye doldrums. Hello BOUNCE.

Apple doesn’t sell products. Apple doesn’t sell AirPods. Apples sells the
transformation from doldrums to bounce.

You don’t sell products or services, either.
Like Apple, you sell transformations.

And you’ll sell more if you craft stories describing the transformations.

And don’t forget...Keep it simple.
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SECRET #3
TELL STORIES THAT REFLECT YOUR PROSPECTS’
ASPIRATIONS AND FEARS

What do your prospects fear? What do they crave? What keeps them awake at
night, frustrated and worried?

How would your prospect fill in the blanks...?
If I could only , then I would
Your prospects have fears and frustrations and dreams and aspirations.

If you know -- | mean really KNOW — what makes your prospects tick, you have
the building blocks to assemble powerful, captivating stories.

The Wall Street Journal knew.

That’s how The Journal crafted a masterpiece advertisement that was the
longest-running sales letter ever.

Penned by legendary copywriter Martin Conroy, the letter tells the story of “Two
Young Men” who began life’s journey on the same path.

The letter begins: “On a beautiful late spring afternoon, twenty-five years ago,
two young men graduated from the same college. They were very much alike,
these two young men. Both had been better than average students, both were
personable and both — as young college graduates are — were filled with
ambitious dreams for the future.”
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Fast forward a quarter-century, and the two men have returned for their 25th
reunion.

Since graduation, they’ve both married, raised
families and gone to work for a great company —
the same company, in fact.

Two young men who seemed to be on identical
paths. But their paths diverged.

The letter tells us: “One of the men was manager of
a small department of that company. The other was
its president.”

The letter doesn’t describe the reunion. But we can
imagine...

Martin Conroy

...The company president struts his stuff, proud,
accomplished, the guy who made something of himself...

...the manager of a small department feels small, insignificant, a failure -- or at
least a man of unfulfilled promise.

Wall Street Journal prospects read the story and think, “I can relate.” The two
young men reflect those prospects’ fears and aspirations.

Aspirations: Climb the ranks. Reach the C Suite. Make something of yourself. Be
THE ONE everyone envies.

Fears: Get stuck in a dead-end job. Fall behind. Achieve less than you imagined.
Be the man of unfulfilled promise, admired by few (if any).

Maybe you can relate to this. Maybe not. It doesn’t matter.
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Here’s what matters: MANY COULD RELATE to this. Many aspired to make
something of themselves. Many feared they’'d get stuck.

The Journal’'s Two Young Men Letter spoke directly to those people.
Readers picture themselves in the story, becoming either the forgotten middle-
manager (fears realized) or the admired leader (aspiration achieved).

And readers think, “What happened to these two young men? Why did one climb
the mountain and the other get stuck in the trough?”

So they read on, and the letter answers:

“...What makes this kind of difference in people’s lives? It isn’t native intelligence
or talent or dedication. It isn’t that one person wants success and the other
doesn’t. The difference lies in what each person knows and how he or she
makes use of that knowledge. And that is why I'm writing to you and people like
you about the Wall Street Journal.”

Brilliant!

The Journal used that letter continuously for 28 years. More than a quarter-
century!

Sophisticated companies don’t run the same ad for a quarter-century (+) unless
the ad works.
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THE WALL STREET JOURNAL.

Woarkd Fimancial Comber, 200 Liliaty Stevel, Sem Yark. WY 10N

Dear Reader:

On a beautiful late spring afternoon, twenty-five years ago, two young men gradusted from the same college.
They were very much alike, these two young men. Both had been better than average students, both were
personable and both—as young college graduates are—were filled with ambitious dreams for the future,

Recently, these men seturned to their college for thewr 25th reunion.

They were suill very much alike. Both were happily married. Both had three children. And both, it mrned out,
had gone to work For the sume Midwestem manufacturing company alter graduation, and were still there.

But there was a difference. One of the men was manager of asmall department of that company. The other was
its president.

What Made The Difference

Have you ever wondered, as T have, what makes this kind of di ference in people’s lives?
It isn't a native intelligence or tlent or dedication, It isn't that one person wants success and the other doesa't,

The difference lies in what each person knows and how he o she makes use of that knowledge,

And that is why I am writing to you and to people like you about The Wall Street Journal.
For that ix the whole purpose of The Journal: to give its readers knowledge—know ledge that they can use in
business.

A Publication Unlike Any Other

You see, The Wall Street Jowrnal is a unique publication, 1Cs the country’s only national business daily, Each
business day, it is put together by the world's largest staff of business-news experts.

Each business day, The Journal's pages include u broad range of informaution of intere st and significance 1o
business-minded people, no matter where it comes from. Not just stocks and finance, but anything and
everything in the whole, fast-moving world of business... The Wall Street Journal gives you all the business
news you need—when you need it,

Knowledge Is Power

Right now, I am looking at page one of The Journal, the best-read front page in Amerca. It combines all the
impontant news of the day with in-depth feature report-ing. Every phase of business news is covered. | see
articles on new inflation, wholesale prices, car prices. tax incentives for industries 1o major developments in
Washington, and clsewhere.

(Over, please)
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Copywriters, including Conroy, tried to out-perform “Two Young Men” with new
letters. But nothing worked better.

The Journal’s Paul Bell attributes more than $2 billion in sales to that letter.

Well-Told Stories Work

Why did it work? It reflects prospect’s aspirations and fears. That’s what well-told
client-attraction stories do.

| know you’re not a newspaper publisher. But you can apply the same marketing
and sales principles The Journal used to attract prospects and sell more.

What do your prospects want that your products and services deliver?

What do your prospects fear or dread, and how do your products and services
protect them?

If you can answer those questions, you have the foundation for your marketing
story...

...and maybe you can generate $2 billion in sales...

...before your next high school reunion.
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SECRET #4
DON'T BE AFRAID OF FEAR

One time, a client pushed back when | encouraged her to tell stories that reflect
prospects’ aspirations AND fears.

‘I don’t want to talk about their FEARS,” she said. That’s ‘fear-based marketing.’ |
don’t want to do fear-based marketing. It's manipulative,” she announced.

I’d heard this before. I've heard this since. And | can relate. | used to look at it the
same way, but then | realized two critical points that helped me:

The difference between unethical manipulation and ethical
persuasion is INTENT. You intend to help your clients. If that's not
true, you shouldn’t be in business.

If that IS true, you are NOT being manipulative when you attract prospects and
Inspire them to buy. You are persuading prospects to act in their best interests.

If you want to attract prospects and inspire them to act, you
have to meet them where they are.

And in many cases -- perhaps in most cases -- prospective clients are dealing
with problems, frustrations, and fears. Sometimes BIG, paralyzing fears.

When you cite their problems, you meet prospects where they are so you can
guide them to a solution.

You don’t throw fuel on the fire.

You don’t exaggerate.
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You acknowledge. You empathize. You take them by the hand. You reveal a
better way...

...And that’s a GIFT you are giving them.

Which brings us back to the Storytelling Hall of Fame and a legendary Listerine
ad from 1925 with this headline:

“Often a bridesmaid but never a bride”

Here’s some of the ad copy (remember this ran in the 1920s):

“‘Edna’s case was really a pathetic one. Like every woman, her primary ambition
was to marry. Most of the girls of her set were married — or about to be. Yet not
one possessed more grace or charm or loveliness than she. And as her birthdays
crept gradually toward that tragic thirty-mark, marriage seemed farther from her
life than ever. She was often a bridesmaid but never a bride.”

Then the kicker...

“That’s the insidious thing about halitosis (unpleasant breath). You, yourself,
rarely know when you have it. And even your closest friends won't tell you...”

And on it goes to describe how Listerine prevents and cures halitosis.

That’s a brilliant ad.
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Yes, some may cringe and call it “fear-based.” Indeed, it taps into fears.

But here’s the thing: Bad breath is a REAL THING. Fear of repelling a potential
mate is a REAL THING. And Listerine offered a REAL SOLUTION.

(I've gargled gallons of mouthwash and eaten mountains of mints -- especially
when | was single.)

When this ad ran in the 1920s, women had far fewer options. “Never a bride” was
a real worry.

| was born four decades later, and that fear was still a big deal. | remember
overhearing my relatives talking about my Great Aunt Ruth. They called her an
“Old Maid.” | didn’t know, at the time, what an “old maid” was. But | could tell it
wasn’t good. | could tell my relatives pitied Great Aunt Ruth.

Edna reminds me of Great Aunt Ruth.

So when Listerine told Edna’s story, it:

e Described a real problem
e Tapped a real fear
o Offered a valuable remedy

Was Listerine a magic potion that turned single women into brides? No.

But it was an effective treatment for bad breath. It bolstered their confidence. And
it washed away the fear that they might repel a prospective mate because of bad
breath.

That’s why the ad worked.

But don’t take my word for it. The numbers speak...
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In 1921, Listerine rang $115,000 in sales. By 1927, 2+ years after launching its
halitosis ads, annual sales grew to $4 million. By 1930, Listerine was the
country’s third-largest print advertiser.

Edna’s story sold A LOT of Listerine...

...not because it was manipulative, but because Listerine met prospects where
they were and offered an honest solution.

Think about it. All of the ads we’ve studied here in the Hall of Fame address, to
some degree, people’s fears. Including the fifth masterpiece on our Hall-of-Fame
tour.
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SECRET #5
TAP INTO UNIVERSAL EMOTIONS

In 1925, John Caples was a rookie copywriter working on an ad for home-study
piano courses.

He drafted several headlines for his boss to see.

Here are a few:

“Can you play the piano? Neither could | three months ago?”

“They laughed when | sat down at the piano. But when | started to play...”

‘I never saw my music teacher. But he taught me to play just the same.”
“Give me 10 minutes, and I'll prove you can learn music without a teacher.”

HonNRE

Caple’s boss preferred #2. (Great choice!)
The headline captivated prospects. Caple’s ad sold thousands of home-study
courses for the U.S. School of Music. And it became one of the most celebrated

— and copied — ads ever written.

What makes it so great? It tells a story loaded with EMOTION.

You'll attract more clients if you tap prospect’s emotions.
“They laughed at me when | sat down...”

Put yourself in his shoes. How does that make him FEEL? We don’t need to ask
him. We know. Because we’ve felt it:

Embarrassment, humiliation, rejection, disrespect. Humans dread all of that.
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plluu I decided that this would
a dramatic moment for me to make my
debut. To the amazement of all my
friends, 1 strode confidently over to the
piano and sat down.

“Jack is up to his old trio:luL somebody
chuckled. he crowd |

" & girl whirpered.
1 IM”

They Laughed When I Sa Down
At the Piano
But When I Started to Play!~

musician himeell were apeaking to me—speaking
through the medium of music—not in words bul |a
chords. Not in se but in

A Complete Triumph!

As the last notes of the Moonlight Sonata
died away, the room resounded with a sudden
roar of applause. I found mysell surrounded by
cxcited faces. How my friends carried on!  Men
|hoo‘ my hand —wildly congratulated me—

were all certain that | couldn’t phy
a single note.

“Can he really play?” I heard a girl
whisper to Arthur.

“‘Heavens, no!” Arthur exclaimed-
“He never played a note in all his life. . .
But just you watch him. This is going to
be good.”

I decided to make the most of the
situation. With mock dignity I drew
out a silk handkerchicf and lightly dusted
off the piano keys. Then I rose and gave
the revolving nno stool a quarter of a
turn, just as scen an imitator of
Paderewski do ln n vnudev:lle sketch.

“What do you think of his execution?”
called a voice from the rear.

“We're in favor of it!" came back

the answer, and the crowd rocked with
lsughter.

Then I Started to Play

lnﬂnntly a teule silence fell on
the Inlhur
died on th-l lips as -l b;

d me on the back in their enthusiasm!
vaybody was exclaiming vnh dclnlhl—-vlyml me
with rapid questions. . . Wby didn't you
tell us yo! could play like |hu?" . “Where 4id
you learnl"—"How long have you studied?" =

“Who wars your len\erl"

“I have never even seem my teacher,” | "P‘K‘
“And just a short while ago | couldn’t play a note.’s
“Quit your ki " laughed Arthur, himself an

sccomplished pi “You've been atudying for
years. | can tell)

“1 have Mcn studying only a short while,"
1 insisted. 1 decided to keep nln secret 0 that

could surprise all you folke."

Thcu 1 told them the whole story.

“Have you ever heard of the U. 5. School of
Music?” T asked.

A few of my friends nodded. “That's a corre-
spondence school, isn’t it?" they exclaimed.

“Euelly." I replied. *“They have a new simpli-
fied method that can teach you to rhy aAny instru-
ment by mail in just a few moaths.

How I Learned to Play Without
a Toacher

And then 1 explained how for years 1 bad
longed to play the piano.

“A few months ago” | mlinued “1
saw an interesting ad or the U. S. School of
wsic—a new method of Ieum"

fho s o it ‘ loplc{mlmmnk-«nu
yed through t} rot few A day ad W & WOMAS
bars of Beet mort. Ck bad mastered the piano in her
:((«nh;h SonuMl .b't::‘ u: Pi Youl' n‘uu,n zm—l o o;-d ;l.ul'o‘u
ama L. leacher, " all, .
u::..f.,.nb; :‘“ Gl lnstrument mde:sul l(" :::‘Bod she 1::«!
1 played oo and as 1 | Piase "Colle R\ Neartioss ansecios w0, tites
played 1 forgot the ad :-hcn:l:u ennu«l no ux
around me. I forgot the hour, the nsx -d m‘:‘ w0 convin :hn 1 filled out
, the breathless Iim.qn. T ﬂ.u. the coupon nqmuu the Free
The litde world I lived in Io"-.. GCuiter Demonstration Lesson.
semed to fade — seemed to Toow Hawaiian “The free book arrived prompt-
grow dim—unreal.  Ouly the Banje Stee | Guitar ly and I started in that very
music was real. Only the music Mandelia  Hanp night to study the Demonstration
and  visioms it brought me. Clarioet Cornet Lesson, 1 was amazed to see
Visions as besutiful and as Flwte Piccole how easy it was to play this new
chl:.-zu as the wind blown Trembens way. a [ sent for the course.
n‘ dnlnu moon- Veice and Calwre “ rrived 1
het that ago nmd Astomatk Contrel When_the course a
Piase Accerdien found it was just as lh ad naid
“ ll &" -“u, — as casy a8 And, »

the lessons continued they got casier and
cavier.  Before I knew it | was playing all the
gi«u I liked best. Nothing stopped me. [ could play
allads or classical numbets or jazz, all with equal
ease!  And never did have any special taleat
for music!™

. . . .

Play Any Instrument

You too, can now nuh yo-rnl/ to be an accom-
plished ght at b half the vsual
time. You can't wrong with this simole new
method  which as  already showa 350,000
le how to play their favorite imstruments.

; net mu old-fashioned idea that you need special
"ulcnl Juu read the list of instruments in the
And duu e which one you want to play and the
School will do the rest. And bear in mind oo

mnur which instrument you choose, the coat in
each case will be the same—just a few cents a day.
No matter whether you are & mere beginner or
already 3 good performer, you will be interested
in learning about this new and wonderful method.

Send for Our Free Booklet and
Demonstration Lesson

Th ds of ful 4 - never dt'lnl:j
they possessed musical ability until it was revea
lo’{hu\ b‘y a n‘:nnhblc “Mosical Ability Tent™
which we send entirely without cost with our in-
teresting free let.

If you are in earaest abost wanting to play
your favorite mur-mn—- m rully want ta
gain happ
at once for lhe (m booklet n! b(.oalunm

on. No cost — no_obligation. ht now we
are makiog 3 g«nl o‘l" ‘or: limit II‘I::!’:.‘
h venien
pew students. Sign and sen .uu.lk K g
this offer.

1 ied when nud(d
cash or credit. hool
Brunawick Bldg., New York City.
hool of Music,
T6ot Branawick Bidg.. New York City.
¢t free book, “Mosic Lessons
Your Own Hom". with mtvodut‘kn ’:& ‘?:'
a u
Frank Crane, D"I“““:‘:.uumud.u ‘p:‘ .
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The first three words (“They laughed at me...”) evoke those dreaded emotions...
...until the tide turns.
“‘But when | started to play...”

We know what happened without reading another word. We can picture those
laughs turning to applause.

We feel the journey...

...from embarrassment, rejection, and disrespect...

...to approval, admiration, popularity, respect. Humans crave those feelings.
Humans are vain and vengeful, too.

The headline draws you in because you want to know what happens next. You
want to see how the guy (who everyone laughed at) will earn their approval. You
want him stick it to those people who laughed at him. You want him to get the

last laugh.

That’s the emotional journey, and you can relate. You share the feelings.

That's what great stories do. They make you feel. When you write
stories that tap into universal human emotions, your prospects
will feel it, too.

They'll relate to your story. They'll relate to its characters. They'll relate to you.

That means they’ll remember you more. They’ll know, like, and trust you. And
they’ll be inspired to buy.
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CONCLUSION AND NEXT STEPS
SEE WHAT IT TAKES TO BE A STORYTELLING STANDOUT

So, there you have it. Five legendary ads from the Storytelling Hall of Fame,
revealing client-attracting secrets.

What now?

Because you've read this far, it shows you're serious about
harnessing the power of storytelling.

| would like to personally help you discover how to create and deliver powerful
stories that captivate prospects and inspire them to act.

There’s no charge for this, and it will only take between 30 and 60 minutes.

After helping coaches, consultants, and other business leaders attract clients for
20+ years, I've gotten good at quickly getting to the crux of the matter.

| will show you the steps it takes to create client-attracting stories — without
guesswork or getting stuck.

At the end of this initial planning session, one of two things will happen...
1) You love the steps | outline and decide to implement them on your own (If
that’s the case, | wish you the best of luck and thank you for meeting with

me). Or...

2) You'll love the plan and ask to become a Story Power Marketing client so |
can personally help you execute and benefit from it ASAP.

It's really that simple, and there is no catch.
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Think about this...

The “worst that can happen is you invest 30-60 minutes of your time and get some
excellent information that can help you attract clients right away.

The best that can happen: You'll work with me to become a confident storyteller so
client-attraction becomes simpler, more predictable, and more productive.

Here’s how this works...

First, I'll reveal how top marketers discover stories so they have the building blocks
they need to assemble client-attracting content.

Then, I'll share some story ideas that | specifically craft for you to attract and inspire
clients for your business.

And finally, we’ll discuss how powering up your stories will eliminate all the guesswork
and wheel-spinning that makes marketing feel so hard.

When we’re done talking, you'll have clear understanding...

...of how marketing masters harness the power of storytelling to attract clients — and
what it will take for you to do the same.

And remember...there is no charge for this consultation.
So why would | offer this to you?

Two reasons.

First, | enjoy doing this. I'm passionate about storytelling, and | love to help coaches,
consultants, and business leaders discover and deliver client-attracting stories.
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Second, this is how | attract clients.

Here’s how that works...

Assuming you’re happy with our conversation, and you want my help to harness the
power of storytelling...

...I might invite you to become a consulting client or join my VIP Story Generators
coaching program.

The investment depends on a number of factors, but ranges from $6,000 to $7,500.
But if you think about it, it really doesn’t cost you anything.
Why?

Because you’ll land more clients, spend less on failed marketing efforts, and increase
profits — all with less frustration and more peace of mind.

For most of my clients, one new sale more than offsets the investment in my programs.
If you choose not to make the investment and become a client, that’s fine, too.

| won’t pressure you — ever.

The truth is, this is not for everyone

I’'m very selective about whom | talk to, and | have a set of criteria that needs to be met
in order to proceed.

Here itis...
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First, you need to be ready to learn and open to coaching. I'm not going to share with
you the same old boilerplate marketing tips. And when | review where your marketing
stands, I’'m not going to sugarcoat it.

I’'m going to offer you actionable advice that may seem counter intuitive. But it works —
as long as you’re willing to act on the guidance | deliver.

Second, you need the willingness and the authority to invest in a program that will
generate profitable returns. If you can’t afford the price range | noted above, if you're

simply looking for a quick consultation and some free advice, I'm not your man.

Third, you must be willing to invest some time and effort to power-up your stories and
get results.

I’'m not offering you an easy button. | AM offering you a more simple, predictable,
productive way to attract clients and inspire them to act.

But | don’t hand that to you on a silver platter. This is not a full-service, do-it-for-you

marketing program. | work with you and guide you through proven systems and
processes. You must be willing to participate in the process.

Assuming you meet the criteria and would like to talk to me...

I'll happily set aside time for you. The process for that is as follows:

First, you’ll complete a simple application. (Don’t worry, there aren’t any hard
guestions.)

| want to get some information in advance so our time together is as productive as
possible.

After you complete the application, you’ll jump to my online calendar so you can select
a time to talk.

Again, your initial call/meeting with me will be between 30 and 60 minutes.
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This is where we’ll start working together and figure out what your goals are and how to
best achieve them.

If at the end of your meeting, you decide you want to become a client, and | agree it's a
good idea...

...GREAT! I'll reveal next steps when we talk.

Again, if you decide you don’t want to become a client, that’s fine as well.

WARNING

Time is of the essence. I've allocated a limited amount of time for these free strategy
sessions. | spend most of my time working with clients to get them results.

So, if you feel like this is right for you...

Click the button below to get access to the application, and then schedule time to talk to
me.

This is your opportunity to get advice from a true expert about how you can
Harness the Power of Storytelling to Attract Prospects and Inspire Them to Buy
And we’ll begin that process without cost or obligation.

If this sounds good to you, click the button below to set up a time for us to chat.
Meetings are accepted on first-come, first-serve basis.

Click the button below and get started now while it is fresh in your mind...
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