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GrillWill #1 Your
Marketing Questions
Answered by Will Wang
and James Schramko
Get your marketing questions answered. Will Wang

and James Schramko address queries asked by their

audience especially for this SuperFastBusiness

episode.
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James Schramko and Will Wang  

 

James: James Schramko here. Welcome back to SuperFastBusiness.com. This is Episode

814. Today is a special episode, it's called Grill Will. That's #GrillWill, with my good friend,

William Wang . Welcome back. 

Will: Thanks, James. It's going to be a fun one today, I think.

James: You're a regular contributor to this podcast , and that's because my audience love

you, and you're very good at what you do. You're a high-level marketing agency, you work

with funded startups, you work with big multinational corporations, and you work with

some small operators who are at the earlier phases and need to do such things as a cold

marketing  campaign, or they want to tune a funnel  they've already got that maybe is not

getting the results they want.

You're super smart, super dynamic, well connected, one of my favorite people on the

planet. You're also a partner of mine; you've got a business called GrowthLabz.com . Does

that about summarize it?
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Will: Yeah, I think so. I mean, thank you so much for the kind words, James. That's a pretty

epic intro, actually. It's making me blush.

James: Oh, feel free to use that. You're also a martial artist, a surfer, a dad; you have too

much talent for one person, perhaps. But today, we're going to �nd out if you know what

you're talking about or not, because at your suggestion, you said, when we were talking

about what to podcast about, because we like to keep a regular show running in our Get

Clients Series , and you said, Why don't we ask your audience?

 

The mechanics of this GrillWill episode

 

And I said, because I like to basically delegate stuff, I said, Why don't you help me out with

an email that we'll send out to my audience and we'll ask them, what would they like to

grill Will with? So you also offered a prize, which is really interesting. So �rstly, tell me

what the prize is.

Will: Cool. So the prize is, well, two things really: one, I'm going to give everyone who

entered or sent a question in a free copy of my LinkedIn Lead Generation course. So it's a

course that's selling for $97 at the moment. I'm going to give everyone who sent a

question a free copy of that. So keep an eye out on your inboxes for those. And we're going

to pick one winner out of all the questions, and I'm going to do an hour’s strategy session

with them, which is valued at $500. So they're going to get that free of charge, and we'll

pick a winner, and we'll do that, and I'll help them �x their marketing funnel or whatever

they want to do with their marketing.

James: Nice. And I'm going to throw in a SuperFastBusiness hoodie to the winner. So I'm

going to need to know the size and the address where you want it sent. And a copy of Work

Less, Make More  if they don't already have one or if they want a second one. Something I

can add value to. So, we had quite a lot of responses. So what I'm going to do is I'm going to

refer to my inbox here, which sort of blew up a bit. Thank you, Will.
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I'm going to just tell you the name of the person and their question, and you're going to

answer it. And I will make a contribution if I feel it's relevant, if I've got something to add

to this, or I want to de�ne the question a bit, or the answer with you, and we'll just see how

far we get. I think we'll probably take the top 25 questions. So this will be a rapid �re

actionable episode; and it was only possible because of our audience. So this is sort of

semi-interactive in a way, because everything that Will is about to answer has come from

our listening audience. So are you ready, Will?

Will: Yep, I'm ready. And just before we begin, James, I will say that your audience and the

people who are on your email list are such intelligent people; like, the questions they're

sending through are such good questions. So I'm really impressed by, �rst of all, the

number of people who interacted and sent a question through, but just the quality of the

question as well was just absolutely amazing. So thank you everyone listening, and on

James's list; yeah, really impressive to see.

 

Get the most out of a half hour on LinkedIn

 

James: And what we might do is if there's a question that's so profound or deep that it's an

entire episode, we may revisit that on a future date as well. But I think it'd be really

interesting to just get some broad coverage of the answers here.

I'll kick off with Gert . He's another one of our partners actually, SEOLeverage.com . He said

- he loves GrillWill, by the way, great idea - if you could only spend 30 minutes every day

on LinkedIn, what would be the 80:20 to focus on to leverage LinkedIn to grow your

business?

Will: That's a great question. So 30 minutes a day, looking to grow and get leads from

LinkedIn, I'd focus on two things. I'd spend 25 minutes of that time focusing on people that

I want to connect with and have conversations with. Not who I want to sell with, just

people I �nd really interesting, and I want to get to know them, want to get to understand

their business, and see if we can get along and just be friends, essentially. Twenty-�ve

minutes, but I'll really research the people I reach out to. So I won't send out 50

connection requests in that time. I'll send out a maximum of, say, �ve to 10.
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The last �ve minutes, I'd spend perhaps shooting a one or two-minute video, put a video

up, and write a short caption, and use a couple of hashtags, just to keep the content

machine rolling. So that'll be what I'd focus on every single day. The content piece, you

might only want to do once a week, maybe you can take out one of those sessions and do

just a content session rather than the connection session, whatever works for you. But 30

minutes is all about new connections, new friends, and just understanding the people

you're connected to, and having great conversations.

James: That's the missing link, isn't it, Will, where most people are just getting on

LinkedIn and just spraying strangers with their spam bot?

Will: Exactly. And you know, it doesn't take much to come across differently. And honestly,

why would you want to work with someone who you don't know? I'd rather build the

connections and have a friend �rst. And then we can look at doing business together.

James: I got spam botted by someone saying, Hey, you know, if you want to catch up, work

out some synergies and schedule a time for us to talk about our LinkedIn outreach

strategy, here's my calendar link. And I replied back saying, I think I've just understood

what your LinkedIn outreach strategy looks like. And then when I logged back in a week

later, the account said LinkedIn user, so they'd been wiped from the planet, which is ironic.

 

The strategy that will get you the most conversions

 

Okay, next question from Kan. He actually put two questions, which is cheeky, but I have

to admire the hustle. What are some examples of the best conversion strategies you've

seen or deployed yourself?
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Will: Yup, number one for me, pick up the phone. Honestly, there's nothing like talking to

someone you're trying to bring on board as a customer. People can try and hack funnels, or

they do all this kind of stuff. I'd rather just talk to a person, a real life person and �gure out

how I can help them, or if I can even help them. That is the number one converting thing

for me. You know, I was in a position when I �rst started where I was really scared of the

phone. But I quickly realized how powerful a really good phone call or a Zoom call is. So

number one conversion, by far, is just talking to people, talking to your customers.

James: Love it. I'm an old telephone guy here, I agree with that. If you can't convert over

the phone, or face-to-face, you'll �nd it really hard with a stretched-out automated

campaign. So start there.

Question number two, how do you structure your agency and who are your most

important hires to ensure that you continue to deliver great work for your clients?

 

Agency structure and VIP hires

 

Will: This is a big one that James has helped me with so, so much over the past couple of

years. So this obviously changes as your agency grows and as you take on potentially some

different services and products. My most important person in the agency, actually, our

second most important person, most important person, mate, I'm going to give you a big

shout out, is someone looking from the outside of the agency who can see your mistakes

and see the issues that you might be coming into, and an external coach.

So by far, the most value I've ever gotten was working with yourself, James, and just being

able to direct me in terms of who we actually need in the structure of the agency itself. So

that's kind of external. Internally, a general manager for me; my GM has been instrumental

in our growth path for the next two to three years, and also beyond. So if you read the

book, Rocket Fuel, I'm a typical visionary in that I've got a million ideas a second, and I just

need someone to pick up after me and implement them or to tell me no. So for me, having

an operator who did that role has been absolutely business and life-changing.
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James: You've just reminded me, and by the way, thanks for the big heads up. I was

thinking, in your agency, you're de�nitely a critical person as well, as most agency owners

are, but the secret is to make that not the case over time. If you can do that, like I did with

my SEO business, that's the ultimate, and you make a saleable asset.

Now, I happen to know someone who's interested in being an integrator. So if you're

listening to this episode, and you're a high visionary, and you need someone to come in

and just get stuff done, who's sort of technically competent, robotic in delivery, and

they're doing this on a fractional basis, which means they can work for multiple people on

a contract for a monthly retainer, just get in touch with me, and I'll hook you up.

 

An effective tracking solution to fit your budget

 

Okay. Next is Lawrence. He'd like to hear from both of us talking about measure marketing

efforts, and this is context. He's been working with someone to track sales via website,

social media, email, etc, using UTM links and Google Analytics, but it's getting quite

complicated. And even after months of tracking, there's still challenges in tracking where

the sales came from. So he'd love to hear us talk about the solutions to tracking and

perhaps frame the answer for a low, medium or high budget. And curious if you ever break

the 64:4 rule and sometimes post on platforms like YouTube that may not get many sales,

but because it doesn't take that much time to do, you do it anyway.

Will: Okay, so two questions in it. So the �rst question is a really big question in terms of

attribution and tracking.

James: Massive. I've done whole episodes on this with Scott Desgrosseilliers . The entire

topic is, can you track it, what are you tracking, how do they marry up? In fact, the episode

just recently before this one was with Rand Fishkin , and he thinks that Google and

Facebook are very keen to try and throw their hat in the ring and take credit for sales that

may not necessarily be them. They were just somewhere touched in the pathway.
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So because Lawrence asked for my input as well, I'll just say, look, I think it is complex. And

so in my business, I use a tool, I use Wicked Reports , to get a better picture of �rst and last

attribution and the journey of the customer and how long they take and what they're

worth each and which channels work well for me, but I'm probably just a rank amateur at

this. Will, you're an agency, you have customers paying you big bucks for big results, you

must have a tracking solution.

Will: Yeah, it's very different for each customer. My corporate career was in business

intelligence and then looking at data and how it works.

James: Well, that makes sense now. You dropped that bit of gold. It's like, when I speak to

Ilana , and I �nd out she was a data analyst. You guys make the best agencies.

Will: Yeah, that was my exact role, business intelligence and data analyst. So look, it's one

of those questions where companies pay hundreds of thousands of dollars to answer. So

it's not an easy question to just give you a one liner and be like, this is what it is. It's so

different, depending on how you do your marketing, what your budget is, what your sales

process is. I'll use an example of Atlassian, which is this massive company that started out

from Sydney.

When they were growing, one of the questions they asked was, how much bang for buck

do we get from my Google ads? And so they went through the same challenges in terms of

measuring what's the return on investment. And so they ran this crazy experiment and

they just said, Next month, let's turn off all our Google ads and see how much we're

growing. They turn it off, and the very next day, their traf�c just dropped off a cliff and the

sales dropped off a cliff. And so they ran that experiment for two days and they said, Okay,

this is obviously where our sales are coming from. This is not good at all, turn it straight

back on.

So at a very high level, that's a mentality you can have. Can you separate everything that

you're doing or build separate funnels with separate channels and all that kind of stuff to

really measure what happens? Is it worth the effort? I don't know. It depends on how much

you're spending. But there are ways of tracking. There are systems out there, like Wicked

Reports, as you were saying, James. We use Data Studio with Supermetrics on it to bring

data in. But there's so many different models you can use as well.
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There's �rst touch, last touch, scienti�c attribution, weighted attribution; there's just no

real one clean answer. So it's one of those questions where if you have consistent data, if

you're tracking trends in your data, if your bank account and sales are coming through,

even if you get 80 percent of the picture, hey, maybe that's good enough, maybe it's not

worth investing $500,000 into a BI tool to �gure out the last 20 percent, maybe that's

good enough. Or if you're spending millions, maybe that 20 percent where you don't have

that visibility can account for a signi�cant revenue and also your spend. So one of those

questions where there's no one answer, and it really depends on the business itself.

James: Love it. I just got off a team meeting with my own team and they said, Listen, since

we went back from one to two podcasts a week, we got an extra 99 keywords rolling in for

our SEO report. We've got more subscribers velocity, we have more podcast downloads

and our ranking improved. So at a very base level, we know that podcasts have a direct

relationship to SuperFastBusiness membership sales, which is why I've been doing it for

10 years.

There are examples of companies who switched off their advertising and had no dip in

sales. I think Airbnb might be in that bracket. But don't quote me on that. You got to refer

back to the other episode  to see that. But I think you can't track everything. What we did

was try putting our stuff in lots of places, and then slowly prune back a few places that

didn't seem to be working. So for example, in my case, I wasn't seeing much happening off

Pinterest, so we just don't bother.

And just by not doing something, we can put that energy into something else. And, again,

we think we've got a feel for what mostly works. And I can say, without any doubt in our

business, one of the metrics I'm most interested in is emails. That's a highly trackable

medium. It's something you do really well, Will . And I think that might be like, should we

be spattering stuff everywhere? And is it generating our email list or not? Because once

you get the email, it starts to get you a lot more clarity on what's actually happening,

right?

Will: Yeah, exactly. I would focus on the one channel that you're really, really good at, and

that you can control. And I don't even bother with everything else, because it's energy that

you can put back into the one channel.

James: I love it. Okay, that was good. Tough question. Good answer.

Will: Very advanced question.
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James: It is. Obviously, you know, Lawrence is doing this at a high level.

 

How to cut through the noise of multiple options

 

Ray asks, When you have too many options, and you're getting yourself overwhelmed by

too many thoughts or ideas, what is the best way to clear your mind of all the noise and

focusing on winning ventures or ideas? Also, I'll be joining your program this month.

Will: Awesome.

James: This was really telling. In this email, Ray asks, Thanks for the email. Where's the

link for this? So that's a classic, where someone wants to make it more complicated than

just hitting reply, because I think a lot of people don't believe that they're just going to

reply and have an organic conversation. They're looking to be processed, like banks and

telcos and big companies have trained us. So we have to go and click on a link to �ll out a

survey and all this and when we just say, hey, hit reply, we've reduced the friction. It's

almost too easy. And it seems impossible that it could be true. But it was. That's why we

got �ooded with emails.

I love that we had a response, because it shows there's a pulse out there. And thank you,

for every single person who replied, thank you for shaping this episode. This episode is for

you, by you. What's your answer for Ray? How do you free yourself from overwhelm, too

many thoughts?

Will: Man, that's such a good question, because it's something I struggle with every single

day. I've got entrepreneurial ADHD to the maximum.

James: You get a thousand ideas per minute, Will. I'm going to say that about you. Of a lot

of people I coach, you're right there in the top percentile of highly creative. You're an ideas

man, as they would say in the movie, The Castle. And I've always said this - with you, the

greatest value I can bring to Will Wang is to just calm him down and get him focused on

the right things, because he could do a bazillion things. You are proli�c. You're like the

Tazzy devil in that cartoon.
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Will: Oh, thanks, James. You know, I think the answer is pretty obvious. For me, it's having

you in my corner. So it's really good and important for me, you know, one of the most

important things in my business and my empire, which I'm building, is just having

someone as a sounding board to say, Hey, is this a good idea? Do you think I should do

this? So I've hired a general manager in my business to look at, do we have capacity to take

on this new client, on this new project? And even outside of the business.

So, you know, I talk to James every single week, and I say, Hey, James, I'm looking at doing

this. Do you think this is viable? And you often come back and ask me questions, which

would make me think yes or no, or ask other questions, which will give me an answer.

James: And you journal. I've encouraged you to journal, right? Have you observed this?

When you journal, and I'm keeping an eye on you, and I ask you a subtle question like,

Okay, tell me more about that, or whatever, versus when you don't journal for say, a couple

of weeks, then when you pop back up, like, so much has happened, and we're like, Whoa!

How did we go from here to there? Like, it's crazy how far you can get in just a couple of

weeks.

You did this one thing once that was just so off the wall, I'm like, I can't even connect these

two things. How did this happen? So I think the technique you're referring to here is get it

out. And make sure you surround yourself with either people or a system that's not just an

echo chamber or a yes man, that you've got someone around you to bounce ideas or re�ne

the questions. I think a lot of the challenge, the speci�c part here, is focusing on a winning

venture or idea. That comes through re�nement of asking the best possible questions and

looking at an idea from different angles.

So, like the macro stuff is, do you even have capacity for new stuff right now? Of the things

you are working on, which things are draining you, which things are already working well?

And of the things that are working well, is there a simple move that you could take that

would dramatically increase the results from that activity that mean all the rest of the

things fade away into non-existence?

And if you've got that assistance, or the ability to do that for yourself, which is probably

very rare, and I put myself in that bucket, I coach myself in that way, but developing that

muscle; so the way I developed that was I just used to purge everything out of my head

onto paper, or a whiteboard, then I'd step back from it, I'd leave it, I'd come back later, and

then start looking for the gold.
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And then I'd take a picture of it. And then I'd rub it away. And I'd be left with just a few

things that matter. And I'd ignore the rest. And I knew that it's on my camera. And I very

rarely look back at my camera roll. I don't think I actually have ever done it once, saying

I've run out of things to do, I better go and look at all those other 98 activities. I've

forgotten about them. They didn't matter, as it turns out.

 

   

 

Will: Yeah, de�nitely. And just one last thing on that is, getting the coaching from you. I

think a lot of people have this mindset where they want coaching to teach them extra

stuff, or give them more input. I think coaching is for me about focus and re�nement and

carving away stuff, more than giving me extra stuff.

James: Yes. Where's the statue of David inside the block of marble? I had this exact

conversation this morning. My �rst call this morning is a guy who's doing quite well, you

know, he's doing a couple of hundred grand a year, he's got enough money to get by. He's

doing some hobbies. But it's not enough to retire off. He's not feeling like he's maxed out.

And we worked out that he already has every asset he needs to have a seven-�gure

business. He just needs to rearrange it.
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And the metaphor I gave him was, you've got a scrambled Rubik's Cube, and we're going to

solve it. And it's going to look beautiful with the nice colors on each face. We just have to

rearrange. We're going to take some of the things he's got, package them differently, and

market them with a different face. And it's going to go berserk, I can tell. So I'll be looking

forward to getting him on the podcast in the future and to talk about the transformation.

But he had everything he needs right there sitting in front of him. So often, you don't need

to add anything at all.

 

Launching a digital product with limited resources

 

Next question from Adam. Five-hundred dollar budget, small social media following, no

email list, what's the best way to launch a new digital product?

Will: These questions are pretty hard to answer because it doesn't take into context the

audience, the product, the pricing. So for a general question, I'll give a very general answer,

which could be completely wrong, because I don't have the right context.

James: Well, let me give you some context.

Will: Yeah.

James: I'm clicking on the link in his email. Let's call it a religious audience. And it seems

like they want people to donate. That seems to be the purpose of this website. So I don't

know what product they might have. Maybe they've been listening to one of the

SuperFastBusiness case studies where one of our clients built a membership for his

religious audience for his ministry , you know, basically went online during COVID and

created a recurring subscription membership. So let's use that as an example, because I

think that's one everyone listening to this podcast can relate to.

So I'll rephrase this question, and apologies, Adam, if I haven't got it exactly right. But I

want to give Will a chance of answering this that will bring value to all our listeners. Five-

hundred dollar budget, small social media following, no email list, best way to launch a

new digital course teaching something that I'm an expert on?
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Will: Perfect. So I wouldn't spend a cent of that on advertising, because with ads, it can

take some time. It can take some learnings, and you're going to have to test, and if $500 is

all the budget you've got, maybe that's not the right platform. What I would use the $500

for is to invite people who already have an audience in my space out to lunch. I'd get to

know them, I'd tell them about the concept, explain why it helps them, explain why it helps

their audience, and offer to do some kind of revenue share or some kind of partnership

deal with them, to promote you into their existing audience. So that $500, I'll put aside

exclusively just to take people out, to meet people in my market who have my audience

and build those relationships. I wouldn't spend a cent of that on advertising.

James: You really walk the walk too. You took me to a nice restaurant down here at our

local beach, your wife and my wife, it was a lovely meal. And it's so old school, and it would

be easily ignored by an online marketer, because we fall for this trap of being online, and

we have to do everything digitally. I was thinking along the same lines.

For $500, you could send some nice lumpy mail. You could probably send �ve $100 value

courier packages to someone, you know, of something relevant to them. I've often said

this, but if someone sends me a bar of surfboard wax or a leg rope, or a surfboard key,

they're going to get my attention. A wax costs $6. Right? It's not expensive to show

someone you know them and send them something relevant to them. It's at the very least

going to let you read their letter. Like, even if they reply to say thank you, then you can

start your pitch. Great technique, Will. Unexpected and clever.

 

Is offering yourself for free a no-no?

 

Okay. Continuing on, Erik asks, he would like to know if the word “free” is negative to use

in marketing. Example, he wants to market his high-end coaching program, and he wants

to target customers with an outrageous offer. He's heard my episode that I did with Trevor

Toecracker Crook , in the form of me working with a group of his particular type of clients

for a certain period of time for free. He's convinced he can solve their problem. But it's not

him who needs convincing. He needs to convince them. So is it ever wrong to offer

yourself for free of proof that you can deliver in a long term partnership?
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Will: I would answer this in a more different way, because I don't think the root of the

question or the issue is this idea of giving something away for free. Personally, I think it

can be used really well, it can be used really badly. I don't think that's the main issue. I

think the main issue is that he doesn't see the value enough to ask people to pay for it. If

you're so con�dent in your services, why shouldn't people pay for your use of experience

and learning and everything like that? So unless you're just starting out or proving a

concept, or you're at the very beginning, that's okay; if it's a service or product that's going

to take a lot of time and effort and you know you can do a good job, you should really be

charging for it.

James: I agree. Two points, free can often attract people with no commercial intent. So a

bad context of free is, enter your email address to go on a draw to win a free iPad. Right?

That’s not going to get you a targeted customer. That gets you the email address of

someone who would really like an iPad, which is pretty much the entire population. It's

not very speci�c to whatever it is you're selling.

That's why I like incentives that are in line with the thing you offer. Like you know, enter

your email address to get a free LinkedIn course. Now you're attracting people who think

their life would be better off with a LinkedIn course, which is not the whole population.

Then the second thing is, he's thinking about doing work for free. And I agree with you, if

you're brand new, starting out, you got nothing to lose, you got no reputation, you're not

even sure if you can do the job well or not, then by all means, do whatever you can.

https://www.superfastbusiness.com/business/814-grillwill-1-your-marketing-questions-answered-by-will-wang-and-james-schramko-the-get-clients-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor


/

I used to do direct response �yers for my local dry cleaner for free, because I wanted to

practice split testing that I actually wrote the ads, I printed them out, I’d cut them up, and

then I paid someone to deliver them to 3000 households in the local area. And then I'd go

into the dry cleaner and ask him, which one people brought in? And I learnt about direct

response copy on my own dime. I paid for my own education. But I was brand new; I was

selling cars as a job during the day. So this is how I got access to new information and

experience.

I think if you want an outrageous offer, charge for it, but give them a better than money

back guarantee or something like that. Because if you are good at delivering what you can,

then you don't have that much risk that people are going to claim on you. And the worst

case, they're in a no-risk position for trying your services. And the quali�er is, they have to

pay to get in, so they'll pay, but you'll give them the money back if they don't think you got

them a result that was amazing, as per the episode with Trevor.

So I'd say be careful with that, the use of free, how you're using it. And I think it was a

really interesting question, because it's so easy to take a concept and then to mutate it

into something that's not bene�cial if you're not careful. Good chance you'll be doing a lot

of work for not much.

 

Is it a good idea to get leads by buying groups?

 

Okay. Here's one from David, is it a good strategy to acquire leads by purchasing Facebook

or LinkedIn groups with members in it that are compatible with your target market?

Will: Again, I would look at how much they're asking for, because I always feel like, well,

it's not really good to take over someone's group, but they built the group with their brand

and their message. So if group members don't resonate with your new message or your

new style of communication, that group is wasted. For the same amount of money, the

question I would ask is, can I build a group that's the same or better with my own branding

and messaging for the same amount that I'll pay this person for the group? And often the

answer is actually, yes, I can do a much better job if I invested this into building my own

group, rather than acquiring someone else's.
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James: Love it. By the way, if you're enjoying this episode, then be sure to subscribe to

SuperFastBusiness, because we have lots of different topics on this show. This is one

example of what Will and I are talking about. This is a brand new segment, Grill Will. If you

like it, can you let us know so we can do more of it? And if you hate it, can you let us know

so we stop doing it immediately? But I'm enjoying this, this is fun for me.

 

Should you keep your company and your personal brand separate?

 

So next one from An, when you're developing an authority presence for both the company

and yourself as a personal brand, do you differentiate them or keep them very similar?

When you then want to leverage the company authority branding for the launch of several

apps with different names as a common factor, what should you make sure you do from a

marketing perspective to not dilute your brands? Or should they all become their own

brand? So this is a branding positioning question. And I'm sure you can interpret that into

a nice little answer.

Will: Yup, so obviously, the caveat that we're a direct response marketing agency where we

work with direct results, branding isn't my strong suit, but I'll give this a crack. So I'm

always a big believer in building the personal brand. The personal brand can encompass

many different businesses. But people always relate better to another person versus

another brand. Especially at the very beginning, personal brand is great. Trying to build

both at the same time is hard work. But building one brand already, it's a lot of work,

trying to build two at the same time with different messages and things like that, it just

gets a little bit hard.

When you're at the stage where you're bigger, and you do have different products and

different services, then you can look at it and say, Well, which ones align to my core brand

and my personal brand, and which ones don't? And the ones that don't align to your

personal brand, maybe you do spin that off as its own little brand, create its own little

audience. But at that point, you should have a lot more resources that you can dedicate to

that.

So I would start with personal brand �rst and worry about the other piece a little bit later

on. But obviously, you know, this is from a direct marketer's point of view. It is a very

branding-orientated question. So I'd talk to a branding expert.
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James: From my perspective, I'm now seeing it's really important to brand yourself

personally, because it's easy to brand yourself. There's only one you. It's hard for people to

compete with you. You got a big moat to protect your brand if it's just you. And then you

can lend that credibility to whatever brand you're working on, like Elon Musk does with

Tesla or with Solar or with SpaceX. You can use that personal brand to throw a halo onto

your product and then the product can take on its own life.

Steve Jobs did with Apple, with Pixar, and they can be certainly very strong brands in their

own right. So yeah, I think building a personal brand is a good idea. And then lend your

other brands some power to it.

 

Which social media platforms should you focus on?

 

Question from David, if you're in the business coaching space, and you have zero followers

on social media, which platforms would you recommend working on to gain a following in

order of preference and why? If you could only pick one, which one would it be and why?

And what's the biggest mistake you see people make on social media when trying to build

a following for business purposes?

Will: I think the biggest mistake someone can make is to think about social media and the

platform �rst, before looking at the business. So if you're a new coach, and you don't have

a social media following, my question is, well, it doesn't matter. Can you go out there and

grow your business �rst before you even think about all the social stuff? So just to take

some context of what we do personally, I'm pretty slack with my own organic social media

content. We don't do a lot of content for our businesses.

And I found that I haven't needed to. It's not the way I want to play the game. I prefer to sit

behind the scenes, get my clients results and use them to highlight what we can actually

do. So I'm not on Facebook all the time posting, you won't see a single picture of me and a

�ashy car on Instagram, unless it's like a fun thing. That's just not my game. I don't play the

social media organic stuff too well.
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What I do really pay attention to is, what are my revenue numbers looking like? Are my

customers happy? Are they sticking around with me for a long time? And are they getting

results? And if they are, everything else is secondary. So if you really need to go and build a

social media following, �rst of all, ask yourself why. Secondly, build the one that feels the

most like you. So if you're great on video, obviously YouTube's good. If you like writing

stuff and sharing, maybe Facebook. Instagram, if your audience is on there. They're not

always on there if you're, for example, going after corporate clients, they're not checking

Instagram all the time. And LinkedIn is great for a professional audience. But at the same

time, you can sink a lot of time and effort into it, and not get too much back.

So if you're just starting out, I would say, don't even worry about that. Focus on the

revenue, focus on business growth, focus on who is my next connection or conversation

I'm having, and then you think about social media. Once you've got a team, you've got

more time on your hands.

James: I love that. I've said the same thing today. But actually I've said, just get a

customer. Just get a customer and get them a result. Everything after that is optional.

That's the only thing that matters right now. Don't worry about your book, your podcast,

your whatever, like, just get a customer and get them a result. So good. Good to have

backup on that. Thank you.

 

An established business worth buying

 

Another one from David, he's put in about �ve questions. What is the fastest growing

sector in the online business space? And if you were to buy an established business, what

type would it be and why?

Will: You know what, I don't know what the fastest growing sector is, because I honestly

don't care, because I'm not good in that sector. If I was to buy businesses, and this is

something that we've actually discussed, James, you know, the idea of me branching into

other businesses, I look at one that I know I can grow really well that lends itself to my

background experiences. Or I'll look at one that I'm passionate about, or that I've got a

really strong interest in.
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So you've got the business around sur�ng. If I'm looking at businesses, it'll be around

health or �tness, or even mindset, entrepreneurship, things like that. The sectors and stuff

like that, look, if I'm not happy working every single day, I don't care if it's the fastest

growing sector or not, I'm not going to do a good job of it. So I don't worry too much about

that kind of stuff. I worry more about, where can I have the most impact? And what

industry can I work in for the next �ve or 10 years and not feel bored and wake up excited

to work every single day?

James: Yeah, it's an interesting one. Maybe things like the star principle are driving that

question, which is being invested in the top performers within the fastest growing

industry. Perry Marshall talked about that . I know that booming industries are ones that

are pandemic-friendly, you know? Like, there are home improvements, everyone wants to

�x up their house right now. Solar energy, it's like, clearly, energy is going to shift in the

future. There are �nancing and mortgages type things, when people don't have �nancial

pressure, they're going to want to re�nance things. So there are fast things.

Again, if you want to take an investor role, then you have to do your research, �nd people

who are really good at buying businesses and growing businesses, people who are in M&A,

business brokers often publish newsletters. You've got to get busy tracking those things,

but I don't think Will or I are the experts on that. I'd rather have Matt Raad  on the show to

answer that question. So it's good about knowing our limits of what we do or not.

 

What are the different ways people now buy and sell?

 

Next one from Carl. Hopes Will well. Yes, thank you, Carl. I am. Will is too, right?

Will: Yup. 100 percent.

James: He wants to ask you about a modern day sales process, what are the different ways

or behaviors in which people are now buying stuff, like selling via email, selling over the

phone, sales calls?
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Will: Yeah, I �nd that the old school way, so selling over the phone, you know, talking to

someone over Zoom, having a consultative sales process, like the SPIN sales process

where it's all about �guring out what problems they've got, coming up with solutions, and

being very consultative; that for me, would never go out of style. Yes, there's new

technology coming up, I know that a lot of people are doing things like sell by chat, they're

doing things like text messages. I think that stuff is, it might work now, but I don't know if

it's going to work long-term, I don't know if something's going to come and replace it.

I like working off long-term principles, that if we get good at the principle, it doesn't

matter what system or what platform it is, we can just move across to that. So my thinking

is, I always want to have an in-depth understanding of the person trying to buy my

product. And the best way to do that is to have a conversation with the person. So if I can,

my preference is always to jump on a Zoom call. If it's not a Zoom call, it's a voice call. If it's

not a voice call, I don't mind going through via email and actually typing detailed

responses backwards and forwards between myself and the potential customer, which

might be coming on board.

I know all the other �ashy stuff works well at times. I've seen it applied well and still not

work, though. So I'm always at the principle, just talk to someone.

James: I love it. Fundamentals, I agree. For me, the de�nition of selling hasn't changed at

all. It's simply just helping someone improve their situation. I can feel good about that. In

order to do that, it's good to get strong pre-marketing so that your marketing is easier. And

then if you do that, then your selling is simple. And even agencies like Will's who do cold

outreach, he's still doing the effort in research, and he does the relationship building and

the initial back and forth to warm up the cold prospect before they get to the selling part.

Right? You don't just send out a cold pitch as your �rst email, do you, Will?

Will: De�nitely not.

James: Right. So it's still a process, it's just fast tracked and through a certain channel. So

whatever tool you use, whatever channel you use, just think of it as the more marketing

you do, the less selling you need to do. And a sale is simply the process of change from the

current situation to a better alternative situation. And however you can create an

environment that helps someone move through that transition, that's what selling is. It

hasn't changed forever.
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We're still going to buy in the future. And any type of channel that reduces the slippage is

good, which is why a telephone or Zoom is high value compared to just putting up an opt-

in page and jamming people to it with your spam bot.

 

Can you build a business on paid ads alone?

 

Okay, question from Bill. Speaking of Bill, in an age of paid ads, how essential are SEO and

organic traf�c? Can I build a pro�table business using paid traf�c only? Is this wise? If not,

what's the simplest way to get started generating organic traf�c?

Will: That's a really good question. When I �rst started my career in marketing, I was of

the opinion that SEO and stuff like that just doesn't matter. It takes too long, a lot of

unknowns. I've come to become a more of a nuanced marketer in understanding that there

are places where SEO de�nitely makes sense. And I've seen really good results come from

the right SEO operators. So for example, Gert  for instance, I know that he does a really

good job for clients, and they see actual results. So yes, SEO de�nitely has a place.

One of the things that I always advocate, though, is looking at your situation and your

runway to results. So the reason why we chose to go down the path of advertising and

copy is because I can launch a campaign really quickly and understand tomorrow if I've got

sales coming in or not. So if you have to sell as quickly as possible, SEO to me isn't the right

play for you. You should be looking at spending money to get your message in front of

people and get them responding in some way.

That being said, SEO is a long term game and over the long term, SEO can be very

pro�table for businesses. So it's about that balance. It's about, you know, can you have a

strategy that runs in the background where you don't see results for six to 12 months, but

you know that long term, the results will be there? But in the meantime, can you upload or

front load some of the results by doing paid advertising?

I've seen businesses grown to $30 to $50 million a year off the back of only paid

advertising. But those businesses are now looking at, well, what is our SEO play? So it

depends on the business. It depends on how competitive your industry is, and how good

you are in advertising and converting those leads from advertising.
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James: Yeah, I think the answer is a bit of a combo. I started with SEO, then I went all in on

paid traf�c. And then I did more SEO. And now I'm doing a bit of both. And that's the right

combo. It gives you good protection and long-term sustainability, super high pro�tability.

Big fan of SEO, big fan of paid traf�c done right; like the basics, like bidding on your own

name on Google, doing remarketing to people who have already visited your site, those

things are very easy to put in place and give you leverage on top of your existing activities.

So they're worth doing.

 

How to turn couples into clients

 

Great question here from Alicia, who's new. By the way, she's loving our podcasts,

enjoying the variety and different style of topics and presenters, which is great feedback.

Thank you. I've never actually asked for feedback. If you could go and put that on Apple,

you'd make my day, Alicia. Very new to the entrepreneurial world. So there's some context

for you. Just soaking it up at the moment and hoping to slipstream others. Very good

strategy.

So here's the question. She's a wealth coach, and she educates and empowers couples to

transform their personal �nances to live the best life. When marketing to her target

audience, she's found it quite dif�cult to get both individuals and the couple to say yes on

the initial consult. Usually, one of them's keen and the other one not. And so she doesn't

get to do the consult with them and ultimately, turn them into clients. Is there a technique

that she can use to overcome this?

I know the answer to this, but I wonder if you do, Will.

Will: Read it back to me. Is the issue that she can't get them both on the call and that she

can get one of them on the call, but they're not signing up because the partner's involved?

James: She can't get them both to say yes to an initial consult. So she's basically �nding

one of them picks up her marketing and is unable to get buy-in from the other. So the

question really is, how do I market to two decision makers? And maybe the sub question is,

or the assumption is that, she's probably initially only marketing to one is what I'm

reading between the lines there.
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Will: Yeah, I would actually look at my marketing as in, I've got my �rst yes. What are the

differences in thinking to getting the partner on the call? So I'll ask the initial partner

about what they've discussed as a couple and what their goals as a couple are, because

even between couples, the goals could be quite different. So I might, this is a really bad

example by the way, I might say my �nancial goals are to buy myself a Ferrari, and my wife

might say that's stupid. Our �nancial goals are to set ourselves up for retirement, not buy

a Ferrari, by the way.

James: This was last night at dinner, right?

Will: Yeah. But then, depending on who you're speaking to, you'll never get the other

person on the phone. So you've got to get the �rst person to buy in and share with you

what the joint goals are, or what the goals for both of them are, and speak to that to get

the other person engaged. Because you might be talking about the wrong thing to the

wrong person.

You've got to understand from a couple’s perspective, what are their couple goals? And

use that to say, Look, here's what I want to do. It's not just about you, it's about how we

can help both of you at the same time. But here's some messaging to get them to

understand exactly what we're trying to do.

James: Love it. A couple of things come to my mind. Firstly, an example is in the home

improvement industry. If you wanted to make an appointment for a roller door guy to

come around your house, or girl, and give you a measure up and quote, they will not come

unless both people are present. That's the �rst rule. So make a piece of content and make a

rule around, you will only do the consult if they're both there.

Make a piece of content that speaks to that. Just say, The number one reason couples fail

with their personal �nances is they breach rule number one, and rule number one is, they

need to be aligned on the same page. And that's why when we do our appointment, you

must both be there. So do your marketing directed at selling the idea that both people

need to be present for this to work. So that's one concept.

Another one is Dean Jackson 's more cheese, less whiskers. Create a message that is ideal

for one partner to pass on to the other rather than them being tentative or scared of

pushback if they bring it to the other partner. Make it so compelling that they actually

upvote it for you, to use a modern term. This is akin to a receptionist screening things for a

business operator. Like, if you want to get past the receptionist, you send a courier for the

personal attention of, with a big lumpy package.
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That is de�nitely going to be passed on to the desk of the operator. It's not going to be put

in the trash bin with all the other, like, typed-out, direct response, selling materials, like

the real estate �yers, you get in your letterbox. They don't even make it inside my house.

They get put in a bin on the way through the front door. So make the thing so attractive

that it needs to be passed on.

The third thing would be some kind of a Trojan horse, which is more or less the same

technique, that you need to put the message for the end user inside the �rst message for

the �rst user. And I encountered this a lot. When I was at Mercedes-Benz, I was dealing

with �rst-round decision makers and I had to get it through to the board of directors. So

we would often get the objection, it needs to go to the board of directors, or it needs to be

put to the annual budget or whatever. So contain the message within that so that it gets

passed on.

So you might need, like a rocket ship to get to the moon, it might need the boosters to get

away from the earth, and then it needs the little shuttle part that goes on to the moon. You

need two pieces to make this work, so see if you can put both pieces in the initial

messaging. So there's a couple of ideas for Alicia. Hopefully some of that's useful. And

we'll move on.

 

When people are tired of being marketed to

 

Next up is Jason. Some people can be tired of being marketed to. What methods are used

to get more positive energetic responses, and not including case studies and stories?

Will: I would say if you're marketing to people who are sick of being marketed to, you've

got the wrong message, actually. Like, that's a function of marketing. When I create

campaigns for my clients, I'm not trying to appeal to everyone and trying to persuade

people to come here and to change their minds about their product or service. A lot of

what we try to do is frame it in a way that we're answering objections or challenges or

frustrations people are already thinking about.
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So if your message is on point, people aren't going to be tired - or the right people, I should

say - aren't going to be tired of the message because you're speaking about things going on

in their lives and what they're thinking about. You only get people being tired of your

message if it's the wrong people getting the wrong message. So I wouldn't worry about

that. I would look at, who are my audience who will never get tired of what we have to say,

and how do I make the message so compelling that they self-select and qualify into what

we're doing?

James: Nice, awesome. I'm not really going to add to that. Like, I don't like the sale, the

how do we sell ice to Eskimos sort of philosophy of selling, because it's like, why would

you want to? Like, it just means you're a knob.

 

Can a Porsche dealer have a remote team?

 

Okay, from Adrian, my favorite Porsche dealer in the world, and part of the Maldives

alumni. His dif�culty is coordination of efforts. So is it viable for a business such as his -

he's a Porsche dealer, he does these classic Porsches, restorations, pre-owned - is it

possible to have a remote team looking after many aspects of their marketing tasks? Do

they need a manager and then a team? How do we achieve that?
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So traditionally, he's been dealing with most of it as the business has grown, and he's now

getting spread thinner. And he doesn't want that to continue. Is it possible a local

marketing GP is not the answer? Content and ideas are not the problem. It's just that he

needs help, and can it be done externally? Can I go �rst on this one, Will?

Will: Yeah, please.

James: When I quit my job, my escape technique was, I said to another motor dealer, I'm

doing marketing for motor dealers full time now. Would you like to come on board? And

they said, Yes. When can you start? And that was one of my two �rst retainer clients. They

did $5,500 per month. By the way, they didn't even ask me what I'm doing or for how

much, just to melt through any of the objections people get.

And I looked after them for about seven years, until I gave that client to another one of my

clients because it was no longer even close to the core of what we do. The same, I also

handed over an injury lawyer client. So yes, you can get someone outside of your business

to do the marketing, is my actual experience, but I'm interested in what you think, Will.

Will: I mean, that's the core of my business, right? We do a lot of the marketing for our

clients.

James: Yeah, that's what you do.

Will: So the short answer, yes, but �nd the right operator. So one of the challenges with

the marketing industry is that there's such a low barrier to entry. Anyone can do a crappy

$37 course and call themselves an online marketer or a digital marketer. Picking the right

company or consultant or agency is so important. So you need to make sure that they can

prove what they've done in the past. They've got a track record, they've got clients, they

understand marketing.

Make sure they take the time to understand your business, what makes you unique. If you

have a good agency, though, like I've helped some of our clients double and triple and just

go to new heights with their marketing, and we function as the marketing team. So it's

de�nitely possible, just make sure you �nd the right people to do it for you.
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James: I want to personally attest, too. I've sent Will many leads, people I've encountered

who need his help when they're a good �t for him. It's either 12 or 14 in a row now that

you've knocked it out of the park. It's very impressive to me. So I'm constantly impressed,

I'll say that's the right word. I'm not amazed anymore, because, frankly, I've seen so much

evidence, I expect it. But I was amazed in the beginning.

One that stands out in my mind was you took a client that's doing over $10 million a year,

and you doubled their funnel, which I think, that is impressive, all in caps.

 

When low-ticket is fun but high ticket more practical

 

Next up is toast Tim, he wants to grill Will and he wants to julienne James about

marketing. So he's having a bit of fun with this. He ran low-ticket offers that had upsells to

increase the order value and he's run high-ticket as well. They have great margins built in.

He personally leans more as a preference to offer low-ticket programs. But the modest

amount of sales needed for high-ticket ones for similar efforts make them a no-brainer. He

wondered what we both feel about this, either what you prefer to do personally or what

you feel works better for you and why?

Will: I always like high-ticket. I like high-ticket because it means you can put more effort

into serving your customers and give them better results. When it comes to low-ticket, I

mean, the industry average is two or three percent of people even complete the course,

and even less than that get the result. So when I do anything, I want to do it properly, I

want to make sure my customers get the results. The way to do that, for me, is to be more

involved and to have more hand-holding, accountability and support, and high-ticket is

the only way I can make it viable for my business or the ones of my clients.

So I'm a big fan of high-ticket. Low ticket, I think, can work as an entry point to your funnel

or to your business. But I don't think it's absolutely necessary to have.
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James: Not at all. I'd go straight for the high-ticket. I think the answer is contained in the

question. He said he only has to get a few clients and he makes more money and it's a no

brainer. Yes. I only added low-ticket in 2020 for the �rst time in about 10 years to my

funnel, because it's just not needed. With SuperFastBusiness, I really only deal with

people who are making $10,000 online already. That's the �lter. And if they're not, they're

not the ideal �t for me.

And then in the higher echelons, SilverCircle  and the partnership level, I get the best

customers, I make the most money, I have the most fun, they're the most interesting. So

yeah, I would de�nitely focus on the high-ticket �rst, if you can only have one, and then

back�ll it with what leads to that if you think the ascension model is all that and that and a

hat. And I put a whole chapter in Work Less Make More  about how I don't think the

ascension model  is all it's cracked up to be, because it's just not how the world works.

 

  

 

And if you want proof of that, pay attention next time you go to a bicycle shop to buy a

bike. Do you get one with training wheels? Or do you just get the newest mountain bike

that's out because you already know how to ride and you don't want the one with training

wheels because you've already been there, done that, not interesting to use. Stop pushing

people into a lower offering than what they actually need, and start serving people at the

highest level you want.

https://www.silvercircle.com/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/book/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/business-model-pricing-packaging/instead-of-the-flawed-ascension-model-try-this/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/business/814-grillwill-1-your-marketing-questions-answered-by-will-wang-and-james-schramko-the-get-clients-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
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And the best thing is there's virtually no competition at the high level. Hardly anyone

serving the high-level market. And maybe it's because I came from Mercedes-Benz and

AMG. I just have an af�nity with that level of the market. I love it. And they're the best

customers. So great question.

Will: I just spent $5000 experimenting with this and running a low-ticket offer into my

funnels, and I hated some of the leads, even customers that came from that low-ticket

product. I proactively refunded a lot of them because they just weren't the right �t. And

they never would have turned into a client for my agency or for my consulting. So for me,

I'm high-ticket all the way. And you're right, people who buy low-ticket aren't the same

people who buy high-ticket. So why try and market to them in the same way?

James: I had the worst feedback from this cohort of people who are recommended by a

good friend of mine, but he's trained his audience for really high detail. They expect

everything for nothing. And then when he sent them an offer to my product, which was

$17, there was like three or four people whinging about it. I couldn't believe it. It's just so

poles apart. And so I just refunded them. I made the product $9, and we added extra stuff.

So I took the feedback on the chin. But it did teach me a lesson, you know, and like, it's just,

I don't want to be the Mazda, Toyota, Hyundai, Kia market. I just want to be Mercedes-

Benz. That being said, I do love the customers I've got in SuperFastResults  in my $10 per

month Support Assist program . They're really good people. But a lot of them actually do

graduate through to SuperFastBusiness, which is probably, if I just waited longer, they'll

start there. So it's an interesting experiment. But for the most part, I really wanted to

validate 10XPRO  and set it up and get it working. And it's got this great income coming

through that’s additional, but it was the last step in my funnel, not the �rst step.

 

From service provider to membership site owner

 

Another question from Jason, what's the best messaging to pivot from being a service

provider to running a membership site? How does one explain that they have the right

teaching skills to be worth spending money on?

https://www.superfastresults.com/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastresults.com/supportassist?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.10xpro.io/?utm_source=SFB&utm_medium=Link&utm_campaign=SFB_Podcast&utm_content=Episode814transcript
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Will: That's a good question. I think the best way to explain it is just, well, I'll do two

things. If you are that good and if you are in demand, I would raise my fees. I would say,

Look, to serve my customers better, I'm putting more into what we do as a service.

Therefore, for new customers coming on board, I've got to raise my fees. That means that I

can serve less of the market, but I still want to have an impact.

So to do that, I've created a membership program for people who aren't ready for my high-

ticket service. In that way, I can still give you the help and assistance that will get you to

the point where you can use our services. So that'll be the message which I use.

James: Love it. I'd say just do it. Start as you wish to continue. Put up your offer page, get

people, go into it and get them a result. Put the results on the page. I have lashings of proof

and then the market can see that and make up their own decision.

 

The book-marketing technique you don’t want to miss

 

Question from Maik, hopefully I'm pronouncing that correctly. He'll be releasing a new

vegan family cookbook with recipes, not just for the youngest children, but also for hungry

kids in their puberty, dif�cult uncles and carnivorous dads.

Question is, what marketing technique is not to be missed when it comes to launching a

book? Especially interested in the lowest-hanging fruit, since we're really short on time to

set something up big.

Will: Lowest-hanging fruit in that market. My thinking is it's hard to change someone's

mind once it's made up. A carnivorous dad would never buy a vegan cookbook, or very

unlikely to. I would go to the people who would actually buy it, which would be the moms

or the people who are actually going to use it and cook the recipes for the family.

I would look at who has the potential to do a partnership with. I would look at vegan

Facebook groups. I would look at vegan in�uencers and strike up some kind of partnership

deal with them where they promote your cookbook. They can get a cut of it, you can pay

them directly, whatever it is. That's the methodology I'd use to launch it. So launch it to an

audience who are already receptive. So preach to the choir, essentially.
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James: Love it. Find out who's got your audience, make the offer extremely appealing to

them. Love it. For me, like, launching a book in my world, the easiest way to do that is to

get on podcasts. That's the 80:20. Tim Ferriss says it. John Lee Dumas  just did it. John

Warrillow  did it. When my next books come out, I'll ask my podcasting community to have

me on their show. It works. You do need to organize that a little bit in advance, and you

need to build relationships. But that's the 80:20. People listen to content. If you had no

time and no audience, you might want to join a couple of those vegan Clubhouse chats

that are going on with 1000 people and see if you can get up on the speaking stage for that,

because you've got to access someone else's existing audience.

 

If your offer converts, how many variations do you test?

 

Question from Stephen, by the way this Grill Will, I don't know if you knew what you're in

for Will, but I'm not running off the hook. We're going well done here.

Will: Awesome. Keep them coming.

James: I've heard some marketers - this is for a new offer and a set of ads - Stephen says,

I've heard some marketers test upwards of 1000 different variations on a campaign before

�nding the best version that gets results. If you have an offer that converts  and you have

the target audience dialed in, how many variations do you typically go through on ads? Do

you keep tweaking the copy and or the graphics or the video?

He's got here another question that goes back a step. You have an offer that you know

converts, is your time mostly on �nding the right audience or testing different copy and

content in the ads?

Will: Yep, so it all depends on the budget you've got. The bigger the budget, the more

aggressively you can test. We've had clients who have signi�cant budgets for advertising.

We've tested thousands of variations across audiences, across different areas on the

platform where it serves different messages, designs. It depends on the budget. The

purpose of testing is to have one thing up against another and have a signi�cant result in

that both have received enough traf�c for you to have a con�dent core into what's worked

better.

https://www.superfastbusiness.com/popular-podcast-series/only-whats-real-from-john-lee-dumas/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/business/797-the-art-of-selling-your-business-with-john-warrillow/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
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The way that we test or the things that are most important for me is I test audiences �rst

and foremost. That's probably the most important part. After the audiences, for me, it's all

about the headlines, and then the copy. Then it's the graphics or the video, and then it's

the other stuff that may or may not be as important in terms of an ad itself. So this is only

in context of an ad, a separate testing for funnels and pages and things like that.

If we test to the point where we've got good numbers, then what we do is we keep running

tests the whole time. We never stop testing, because you just don't know what variation

would spin up that just works really well. So what we do, though, is we reserve 80 to 90

percent of our ad budget on stuff that we know is working and producing a really, really

good pro�t. We then take a smaller component of ad budget and push that towards new

split tests.

So it's a never-ending process. You're never going to hit a point where it's like, this is the

ultimate ad, we're going to run this forever. It just doesn't happen.

James: What Will said. Except, I also just want to emphasize that what people don't

realize, when you're testing things, you can dial the mix of tests. It doesn't have to be

50:50. And Will said it. You could have 90 percent solid and 10 percent, I just want to hone

in on that. Allocate a portion of your energy or attention to R&D, research and

development. That was the secret sauce for us with our SEO business. We were always in

front of the changes, of our competitors.

I still innovate now. We test new things all the time. Always be testing is the mandate. The

second thing I want to add is this, once you've got that going, and you're running your

testing, look outside of there, what is the big geometric growth opportunity? How can you

get in front of a 10 times bigger audience? What other channel could you add to the mix?

Which of your other creatives could be coming at it from a completely different angle that

might knock it out of the park?

You just never know if there's a huge innovation available to you, aside from the thing

you're intensely focused on. So that's where people like me help you see what you're not

seeing or prompt that whole extra, Wow, I didn't realize that exists, type thing.
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How to tone your copy for an Australian audience 

 

Question from Christina. She's from South Africa, learns from some of the best

copywriters in America. But it's a bit too much, you know, like Australians say that as well.

The question is, how do I know which parts to tone down for the local market? Loves

marketing, but wants to do it the way Australians do it and apply it to the market.

Will: That's a good question. And you know, it's something that I've personally had to

come through as well, because I learned off of the copywriting greats. Copy is one of the

things that, in my industry, I still do. It's the hardest part for me to let go, because it's the

part that I enjoy and what brings such good results. For me, this isn't going to be an easy

answer. But you need to test a lot in your market.x

I would write a bunch of different copy, I would test to see what copy works well, test the

tonality of how you approach it. First and foremost, write it in a way that makes you

comfortable. So you've got to love the product, you've got to be a consumer of the product

itself. And use yourself as an example and say, would I buy this if I wrote it this way? And

then use the data to back yourself up to say, Well, if I wrote it this other way, what do my

numbers look like? Is it better or is it worse? And you'll start to get a feel for the market

that you're going into.

If you're marketing one product or one business, you're going to �nd that out pretty

quickly. If you're, for example, marketing across different businesses, it takes a little bit

more time. It took me probably about �ve or six years of solid copywriting to really get the

nuance between different markets, and I'm still learning to this day. I'll never stop learning

about copy, just because there's so much nuance to it. So you've got to start somewhere,

pick a place to start, sell it to yourself and use the numbers to kind of guide you.

James: That's it. Dial it up, dial it down. Test quite different variations, and you'll �nd your

answer.
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Implementing tactics that will get you referrals 

 

Question from Travis, what referral tactics are working for you right now? And explain the

process to implement it.

Will: So one of the best ones for me, well, obviously, the �rst and foremost is just do a

good job, right?

James: Being on this show. Having an endorser who people trust, saying that you do good

work, is pretty hard to beat.

Will: There is no greater source of referrals into my business than James. Like, when you

refer people to me directly, they're pretty much like, Okay, cool. What's the next step?

How do we get going? That's the best referral.

James: All my partners would say that. I would be the single number one best source of

traf�c. So if you can align yourself in some kind of strategic partnership or arrangement

where you are the perfect �t for their customers, that is a great strategy. And I love what

you said, Will. I would say the exact same thing, just get people results. If you get people

results, you can't help but get referrals. That's a part where I think some people fail,

they're not doing good stuff. Do good stuff.

Will: There's other smaller things that, you know, sometimes moves the needle,

sometimes it doesn't. In all the monthly reports we send to clients, we ask them how they

feel about our services. If it's a nine or a 10, we ask them, Hey, do you know anyone else

like you, because you're awesome, who we can work with? Sometimes we do it, sometimes

we don't.

Honestly, it's not as impactful as being on this show, having someone who endorses our

business and walks someone into us. So that's probably the number one thing, and then

obviously, having to do a good job of it, because if you have a relationship, but you do a

really crappy job for the people who get referred in, that relationship isn't going to be

around for a long time.



/

James: There'll be zero referrals. I would stop sending referrals immediately if a solution

doesn't get a result. And that's why it's critical when you make referrals. Only ever refer if

you believe the product or service is good, otherwise it re�ects poorly on everyone

involved. You don't want to be a part of that. And you can only have longevity if you have

integrity. Like, even the big ballers with fantastic results who turn out to be scammers;

eventually, they get their day. They get smashed, eventually, no matter how much you

think they're cheating and getting away with it, they don't.

 

A rapid fire grab bag

 

So, I got a grab bag of questions here from Darren, and he suggested I pick the best one for

the audience. So I'm having a quick look through here. But I want to treat this as a rapid

�re. I just want a one-liner from you, a really quick answer on this, because I guess I just

want them all.

What method or approach to marketing is no longer effective that was effective before

COVID or the inverse? What's working now that wouldn't have worked before?

Will: No longer effective, in-person events.

James: Same answer, in-person events suck. Virtual events are now �ourishing.

Will: Yup.

James: What are good marketing strategies for people that don't want to do podcasts, or

YouTube, or videos, or personal brand, who wants to grow his business behind the scenes,

doesn't want to be in front of the camera. His face would scare business off, I'm just

scrolling down. And he's got his face in the email. And Darren, you're a handsome fella.

Don't be shy. I think you look very honest and happy. You know? And I can't say that about

everyone. So it's like I often say, my voice doesn't sound that great. And people say, No,

you sound wonderful. So anyway. Good marketing strategies. Rapid answer. You basically

don't want to be the front.

Will: Yup. So either get a partner or an employee that you can put to the front or use client

testimonials and case studies to put it to the front. Otherwise, suck it up and just do it. I

was an introvert, got over it, got better at speaking, going on camera, all that kind of stuff.

It's worked really well. One or the other, use someone else or get better.
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James: Great advice. I've converted a few introverts like Greg Merrilees  to go from back to

front. And I've fostered a lot of people onto my stage at SuperFastBusiness Live who

wouldn't consider themselves the person that can present to an audience but they do. And

the other thing, yeah, just partner with someone who's happy to be the front person, or do

strategies like your LinkedIn outreach or things that are more text-based. I know a super

introvert who sells a lot of stuff via email, all via email. Not even telephone. No face to

camera, just emails. They're just really good at it.

Oh, here we go. If you lost everything and had to start over again, what would you do to

make your �rst million in annual revenue? Rapid answer, Will.

Will: A very silly answer, �nd a service I can sell for a million dollars in pro�t and go and

sell that to one customer. Slightly longer answer but still rapid�re, I would look at what

my service or product is, how can I spin something up really quickly that's high-ticket?

How many do I need to sell to get a million dollars in revenue or pro�t, and �gure out a

way to sell that one service or one product to a bunch of people.

James: Yeah. I’d do something around being a middleman, or I'd �nd someone with a great

product or service. And then I'd �nd someone who's got the audience and I'd try and make

that work and get paid at both ends. That's kind of a Bob Serling technique. And I did a lot

of middlemanning in the beginning. I had af�liates selling my SEO stuff that was supplied

by a contractor in India in the very, very beginning of that service. And then I went and

integrated and brought in my own team in the Philippines. So you can change the model.

But also, it's probably wrong question, wrong goal. It's not a realistic thing to do. You'd

have to do things to make that million in the �rst year that you wouldn't do if you had a

longer term approach to it, more than likely.

Will: Yeah. I know it's a rapid question, but I might just say one more thing to that. That

question, as you said, it's not a really valid question. Because if I had to start over, I've got

the con�dence, I've got the marketing skills I've learned over a decade.

James: You've got network, you've got assets. It's not a great question.

Will: Yeah.

https://www.superfastbusiness.com/popular-podcast-series/web-design-secrets-by-greg-merrilees/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
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James: Pros and cons of running a remote-based business versus working in an of�ce. This

is a great question for you, Will, because you've been doing both of this back and forth all

year long. He struggled with the freedom of being remote, but misses the speed and

ef�ciency and camaraderie of working together in person. Curious on thoughts of a hybrid

where there's a core team, but still heavy into remote work for the majority.

Will: This is going to be a good one, just because I've struggled with this. We've been 100

percent virtual for about four months now, I think, James. Last time I had a conversation

with you four months ago, I thought it was faster and more ef�cient having team next to

me. Ended up, I was just giving them crap tasks to do, they were doing crap tasks really

quickly. It wasn't effective. I don't care about ef�ciency anymore. I care about

effectiveness.

I'd rather not get an answer for three or four hours. But when I get the answer, that's the

answer I need, rather than trying to chase more things. I'm 100 percent behind this virtual

model. We've been 100 percent virtual since late November, early December last year.

And we've been growing really, really rapidly too. So I'm a hundred percent believer in

making virtual work, because it's so much better for your lifestyle.

James: Yeah, I think it comes down to personal choice. I haven't had an of�ce since 2008. I

do meet my team in the Philippines, normally, like three or four times a year, we get face to

face, we talk about stuff. Yes, you can do stuff quickly. But I don't want to go in an of�ce.

It's as simple as that. I'm happy at home. You know, I surf every day. It's just, I don't want

to do the travel, the commute. I don't want to be in a place with other people. I don't want

to work that much actually, if I'm being totally honest. So there you go.

 

When the product’s not converting, what do you fix?

 

Deborah asks, she says she digs a good grill. Lucky, because we're grilling hard today,

#GrillWill, leave us your feedback on Twitter, tag Will, tag me. Question is, what are useful

methods for identifying what the problem is if the product, which is an online course, is

not converting? Could it be the offer, the sales copy, the design, the traf�c, or any

combination of these? How do you know what to �x?
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Will: I work backwards. What are my lead to sales conversion rates like? Are they good? Is

it about 25 percent? It is? Awesome. That's okay. Let's look at the step before that. Are my

opt-ins turning into phone calls? Is it good? Yes, no? Let's �x that process. I'll work

backwards at each step of the way and look at, where is it falling apart? Is it the sales? Is it

the opt-in? Is it getting opt-ins for? Is it the ads? Are they too expensive? Not getting

results? I would work backwards. And that'll give you or tell you exactly what part you

need to �x.

James: Love it. I will say this, getting an offer that converts is the only thing you need

when you're starting out. And it's also, I think, probably the hardest thing to get. Once you

get it, everything goes from there. Can someone like Will look at what you've got and tell

you what's likely to be broken? More than likely that's where he's going to be able to help

you a lot, and until and unless you �x the offer, no point doing much else.

 

Seeking input on a postcard campaign

 

Question from Maree, loved the episode we did with Trevor Toecracker . Made her think

about going back to more traditional marketing for her ecom store. She makes these

awesome country clothing for horse lovers, just for context. Question would be in regards

to ecommerce. Facebook's making it dif�cult for targeting small audiences and looking at

ways to reengage past customers and win back and unopened emails, etc. Thinking of

doing a postcard campaign. Any thoughts, tips or other suggestions? Rapid �re.

Will: Love it.

James: Love it too. No-brainer. My mate Austin Brawner is an amazing ecommerce coach.

He teaches this. I've seen him do it with coffee companies. I've told customers to do it. I

told a client of mine who does scrapbooking, and it is going berserk. So yes, send out a

postcard campaign. Dean Jackson's right into it as well. I can't think of a reason why you

wouldn't try it.

Will: Yup.

James: Well that was easy. Next up, there's only two more.
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Supplementing a daily routine to hit goals

 

Martin's question, a day has many hours of opportunity, YouTube, Net�ix, just a click

away. What are your one to three most effective and ef�cient things I can add to my daily

routine to hit my goals? He already has good activity, exercise, sleep routine, etc.

Will: Cool. So �rst thing is rapid �re. One, I would praise one person. Appreciate one

person in your network for something they've done. Two, I would share one idea with a

person in your network that could be helpful. Ask their permission to get the share, or to

share the idea with them. Three, I would serve your customers and talk to a customer a

day. That's it.

James: Love it. In my case, I would spend a moment just to re�ect, whether it's closing

your eyes or whether you're just trancing around on your surfboard, just think about life,

play a movie of what you want it to look like. Visioning, I call this visioning. It's

straightforward technique. And you'll �nd that your brain will start helping you solve that

and getting you towards it. So especially, I pay attention to what things really piss me off.

What don't I want to do? What don't I like? What don't I enjoy? And how can I edit my life

to remove that sequence from the movie? And how can I improve it?

Sub question, what's your feelings and thoughts on using a little pocket gold card to look

at and imagine your ideal vision? How do you set and achieve your own goals? Well, I think

I just answered that. However you do it, it's �ne. Whether you put a whiteboard, vision

board, whether you play the movie without those things, whether you go and visit a

showroom to really lock in experience, whatever works for you. I think it's pretty much

proven from Maxwell Maltz right through. You get what you focus on.

 

How do you track actual keyword level?

 

Okay, last one, Darren asks, I'd love to know how to track actual keyword level with which

ads or clicks end up in Google as customers or clients. Looking for a new partner or

provider or marketing team. He's going to contact you, Will. So he's very interested to

listen to the answer. And thanks for everything we do.
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Will: Perfect. So looking forward to speaking to you. And in terms of the answer, look, it

kind of goes back to the very �rst question we had. So it's a good way of wrapping this up

in terms of attribution.

James: Similar question, isn't it?

Will: Very similar question. So many different ways to measure attribution. Use best

practice, pass URL parameters through, would be a good one. Keyword grouping would be

a good one. And just have a system, be consistent with it. That'll give you the right

answers. It takes a while to get right. Don't expect your reporting and metric attribution to

happen overnight. Companies invest millions of dollars, and they still don't get this kind of

stuff right.

So you know, it depends on the business, it depends on how you're setting up your ads, but

pass URL parameters through, report through your CRM, and one source of truth,

whatever that source is.

James: Love it. And you know, other things like coupons or dedicated landing pages, like

old-school ways that you can hard track things.

This is Episode 814. This is Grill Will. I've been grilling Will Wang  from GrowthLabz.com  .

He is a partner of mine, in full disclosure, because he's damn good at what he does. He's a

marketing agency, kicks ass, gets results. He's not a low-ticket entry thing. So if you're just

starting out and you got your �rst product, don't waste your or Will's time, because he's

really more interested in mature or serious businesses who have a budget and want to

really swing from the fences.

 

And the prize goes to...

 

Now Will, you promised a prize for the best question. From memory it was, �rstly you're

giving everyone who put in a question access to your new LinkedIn course. Whoever wins

the prize is getting a personal consult with you. Is that right?

Will: Yup, that's right.

James: And they're getting a SuperFastBusiness hoodie from me, sent to wherever they

want. Any address that I can send it from Australia Post in the mail, and a book, Work Less

Make More , a copy of the book, signed by me. Who's the winner?

https://www.superfastbusiness.com/tag/Will-Wang/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://growthlabz.com/
https://www.superfastbusiness.com/book/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
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Will: Ah, man, this is such a hard question, because they're all really good questions. Can I

defer this to you?

James: No. No, you can't. This is a GrillWill, mate. You're on the hot plate. There's

pressure. You have to think; of all the questions you've answered, which one do you think

was a high impact one or which one forced you to work the hardest? Which one was maybe

the most thoughtful one? I mean, there were some questions in there that were okay. And

there were some in there that I thought were really like, pretty good. But it's all on you,

mate.

Will: I liked the questions where it's more strategic thinking. So the ones where it's like,

How can I be more effective? That was really a good question, because it's a principle

behind it. So maybe that was a really good question. What are the three things that we can

do in our day to be more effective in what we do?

James: Right. Okay. So that was from Martin. He asked, what are the three most effective?

I really liked your answer to that too. You had a different answer to me on that. So, Martin,

congratulations. You're going to have a chat with Will, and I'm going to send you out, to

add to your collection, because I think he's been to almost every SuperFastBusiness event.

What I may have to do, Martin, if you've already got a SuperFastBusiness hoodie, is I

might �nd you a special edition SilverCircle  hoodie, but you've got to look after that thing

because they're extremely rare. Especially since I'm not even selling access to SilverCircle

anymore, like these things are ultra limited.

Will: And they're really, really good quality hoodies, too.

James: They are. They're great hoodies. I often see my clients in them or partners wearing

them on a call during winter. So that is Episode 814. Will, this is one of the longest

episodes we've done. But I think we've stayed true to the challenge. I've grilled you. You've

produced. I loved your answers. We've added in a bit of spice and �avor here and there.

If you loved this episode, let us know. If you hate this episode, let us know. We can make

whatever you want. Tell us what you want, and we'll give it some consideration, because

Will is coming back. A talent this good is going to be wasted unless we have him back on

SuperFastBusiness in future episodes. We're going to add this to our Get Clients Series  as

well. There’s a whole back catalogue of Will Wang goodness waiting for you on

SuperFastBusiness.com.

https://www.silvercircle.com/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Website&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
https://www.superfastbusiness.com/popular-podcast-series/the-get-clients-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=Grill-Will-1&utm_term=SFB-site-visitor
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And if you have the right kind of business or you think Will might be able to help you, head

over to GrowthLabz.com . Check out Will. Will, drop your email address here. Just go

direct. Will@...

Will: Yup, will@growthlabz.com. So we've also spun up a new consulting service now. So

even if you don't want us to run your ads for you or build your funnels, happy to consult in

your marketing as well. So reach out if you want some help with all that kind of stuff;

will@growthlabz.com.

James: There you go. Thanks for listening to SuperFastBusiness.com.

--

https://growthlabz.com/
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