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How To Use Funnels For
B2B Lead Generation With
Will Wang - The Get
Clients Series  
What exactly is a funnel and how can it be used in the process of

business to business lead generation? Growth Labz’ Will Wang

shares best practices and examples.
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Will Wang

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

691. And we’re talking about how to use funnels for B2B lead generation with my good

friend, Will Wang from growthlabz.com . Hey, Will.

Will: Hey, James, thanks for having me back on.
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James: Always a pleasure. Super switched-on guy, you’ve got a lot of things happening out

there. It was such a pleasure to spend some time recently in the Maldives  on the boat. I got

a universal vote for Will as one of the smartest guys ever. The conversations you were

engaged in, the tips you were sharing were gold standard. So I thought, wouldn’t it be

great if you could come along and share a couple of the ideas we talked about on this

podcast?

What’s in this episode

So why don’t we go straight into it and talk about the difference between what we’ve been

talking about before in previous episodes; we’ve talked a lot about cold emails , direct mail ,

and direct outreach , which is something I think you’re world-class at. And a lot of people

can’t do that. They have no idea about how to do that. But you do get quite a lot of

inquiries about where the funnels and online advertising come into it. So it’d be great to

talk about some examples of funnels that have worked to generate leads, how to get

started building your own quickly; we might even discuss some tools that you �nd handy,

if they’re relevant. And we’ll just continue out this series, because we’ve really had some

great discussions before. Every time you’re on the show, we’re getting some tremendous

feedback. We’re even getting some questions from time to time. But this is part of The Get

Clients Series  that you and I’ve been doing. And we’ve already packed together like, over

half a dozen episodes. So thanks so much for sharing. Let’s get into it.

Will: Yeah, awesome. And James, just before we dive into the content as well, I just

wanted to say how just absolutely amazing that trip to the Maldives was. Like, just you

know, everything about it – from the other people who were on board as well, they’re just

amazing entrepreneurs and business people, and just really humbling, in sharing all the

knowledge and stuff as well. And I mean, just the location and everything that came with

the trip, it was just absolutely life-changing. So I’m just super glad that I managed to get a

ticket on board. And yeah, looking forward to doing that again, for sure.

James: Yeah, the tickets for that are really hard to get. It’s actually like, always super sold

out. It’s been sold out about three years in a row now. So like, always a year or two in

advance. So it’s really great that you were there and that you’re coming back. Thank you.
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So let’s talk about how to use funnels for B2B lead gen.

Will: Yeah, absolutely. So, you know, one of the things that really inspired me to come back

and propose this as a topic is, John Lint  from 10XPRO  was on the trip as well. And, you

know, it got me thinking about some of the stuff that we’ve been doing, and some of the

questions we’ve been asked in terms of funnels. So I think the topic gets complicated a lot,

and a lot of internet marketers have kind of taken this word “funnel” and kind of built it

into a different beast. So what I really want to do is kind of simplify the idea of a funnel,

the concept of the funnel, and really talk through some examples of what we’ve done, the

process in building it, and also some of the tools and technology that we use to make it

easy for business owners to go and build the brand funnels.

James: Sounds perfect.

Will: Cool.

Just what is a funnel?

So I guess the �rst place to start with is just what a funnel is. And I wanted to de�ne it

from my simplistic understanding, or how I kind of talk to people about this stuff. So I

know it gets complicated, but really for me, all the funnel is, it’s not even about

technology, or what tools you use, it really is just a process of going out to the market and

getting the attention of the people you want to talk to, showing them a bit of a journey,

and you know, teaching them how you can actually help them, and then making them some

kind of offer if you’re the right �t. So I think at a simple level, that’s the way that I look at it.

It’s a very human, it’s a very person-to-person driven activity, rather than a technology-

driven activity.

http://www.superfastbusiness.com/popular-podcast-series/the-membership-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=B2B-Lead-Generation&utm_term=SFB-site-visitor
http://www.10xpro.io/?utm_source=SFB&utm_medium=Link&utm_campaign=SFB_Podcast&utm_content=Episode691transcript


/

James: It’s interesting you say that, and I wonder, what are the differences between B2C

and B2B? Because we’ve put B2B in the title of this show, Episode 691. And we should

clarify: what audience are we talking about here? Will: Yeah, so the audience we’re talking

about is generally businesses selling products or services to other businesses. So the B2C

funnels, yeah, there’s a whole range of them. And it can range from people selling a $5

trinket online to people selling courses online. So what we’re talking about, really, is a way

of getting in front of business owners or other business owners, and getting them to raise

their hand and say, Hey, I’m kind of interested, can we have some kind of conversation, or

some kind of way of looking at if we’re right to do business and help each other and create

a win-win scenario?

James: Right. So I imagine there’s all varying degrees of complexity for the pathways, and

maybe you can give me a range of what they might look like.

The three steps of a funnel

Will: Sure. So I think if you’ve been in business or done any kind of sales and marketing

course, different people approach it differently. But at a very simplistic version, or at a

high level, I think there’s three steps to a funnel that have to be tackled. And those are

awareness, consideration and conversion. So that’s, you know, the simplest way to look at

it. And awareness is, hey, do you know about what we do? Consideration is, have you

thought about if what we do is right for you? And conversion is, do you want to come on

board and work with us to get some kind of result or some kind of outcome that’s going to

move you from where you are to where you want to be?
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There’s other versions of it that you might see online. There’s six different versions, or six

different steps rather. And they look at other other elements like discovery, evaluation,

intent, purchase, and loyalty. And that’s all well and �ne. But my view is, keep it as simple

as possible. And think about the people you’re talking to. And really realize, you know,

what does it take for someone who’s never heard of you before to decide that you’re the

right �t for their business, and then to engage your services, or buy your product?

James: Right. So if you are building out a new pathway or a funnel, you’re going to start

with the simple version, and then build on it, rather than start with a more complicated

one, and then remove steps.

Will: Yeah, exactly. So it also depends on the type of business and the type of products. But

I think that’s a really good way to transition into how we kind of think about building a

funnel, or the planning and the principles behind how we actually use the funnel,

especially with when we’re looking at it from a B2B perspective.

https://www.superfastbusiness.com/business/691-how-to-use-funnels-for-b2b-lead-generation-with-will-wang-the-get-clients-series/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=B2B-Lead-Generation&utm_term=SFB-site-visitor


/

A look at the planning process

James: Perfect. Okay. So essentially, you got to get the right people and the right process

for them, and get them all excited. And then I suppose if you’re going to go about this

process from scratch, you’re going to have some kind of planning process. So what’s your

process?

Will: Yeah. So our process that we use for ourselves and for our clients, it’s actually,

funnily enough, even though we live in such a big tech world, we actually take a lot of pen

and paper, or, you know, in our of�ce here, we’ve got really big whiteboards. And we

actually write and map out what we do when we build a funnel for clients. So typically,

what we like to do is we like to work backwards.

James: Gotcha.

Will: And we look at a business and we look at the products that our clients sell or that we

sell ourselves, and you know, we map out all the bene�ts that we think our product or

service provides to the client; we look at what pains that the market might be feeling, and

really match it up to why we think our product is the best at actually helping them solve

their pain, or providing the bene�t to them.
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So I guess you could say we start with a level of psychology; we really dive deep into

what’s going on in the minds of the people that we want to work with. And some of our

clients work with Fortune 500 companies, but within those companies, you’ve got to

understand that it’s more about the human-to-human element. Rather than think about

you’re selling to a company, it’s more like who are you selling to; what person within that

company are we dealing with? So that’s going to help you understand them

psychologically, what they’re thinking about, what their KPIs are, and you know, what

makes them tick, and what drives them in their business or in their careers.

James: Okay, and next?

What are the possible objections?

Will: Yep, next step is understanding or going backwards from that. It’s okay, so we’ve got

our offers, we’ve got our products, we’ve got our services, we honestly believe that these

are the best, we can help. The next step in working backwards, I would say, are looking at

what objections someone might have, that they might come across when it’s time to

actually make a purchase.

So things like price is always the �rst one that comes to mind. But it’s actually one of the

easiest objections to tackle. And I think we’ve actually done an episode on this as well . But

it’s really about listing out, you know, what’s stopping someone from doing business with

you. Like, is it a trust thing? Is it that they haven’t heard from you before? Is it that, you

know, it’s not their money, so they’ve got to get approvals? So it’s really understanding the

buying process, as well as the psychology behind why someone’s looking to buy.

James: Perfect.
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Self-liquidating and loss leader offers

Will: Yep. So before that, before we even get to objections, obviously, there’s a few steps.

By the time we’re talking about objections, you probably make an offer to them already. So

there’s a few steps that we need to do to get them to the offer stage, before you even

answer objections. And those steps are understanding what we can get them, or do with

them, rather, to build that trust, build the relationship and build the authority. So you

might have seen a few funnels on your travels on the internet or on Facebook or LinkedIn,

on social media platforms, where they come in with a lower-taste, or a lower-version

product, or a cheaper product for you to buy. So into the marketing terms, I know some

people call it a tripwire, but I really don’t like that term, because it’s got some negative

connotation to it. It kind of feels like you’re trying to trick people into buying something.

But another term is self-liquidating offer or a get-your-foot-in-the-door offer.

James: Self-liquidating is a little bit more detailed than that, actually. Self-liquidating

simply means that the cost of marketing is covered in the purchase price, so that you now

own a customer without any cost.

Will: Yeah.

James: A tripwire is what they put on explosive devices to make it explode. So I also dislike

that term. I think it came from the digital marketer camp, and that’s okay. But it could just

be a lower-price offer. Dean Jackson  refers to it as having a prospect raise their hand and

identify themselves as a customer. And that could be through a small product. And if it

happens to offset the marketing cost, then of course, you can scale more volume. So you’ve

got that initial transaction. And of course, we know it’s much easier to make a sale to the

same customer. If they trust us enough to make a purchase, and we were able to deliver on

our promise, there’s a good chance they’ll spend more with us.
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Will: Exactly right. And you know, from my corporate career working data, I think the

numbers are something like, it’s seven times easier to sell to someone who’s bought from

you already, given that it was an okay or a good experience, than to �nd someone new. So

that’s the kind of psychology or the reason why that we’ve got a smaller offer in there. And

I think traditionally, some businesses have called this a loss leader offer, where they take a

small loss to get you to commit to buy something from them.

James: Right. So that’s basically, if it’s not self-liquidating, then it’ll be a loss leader.

Turning prospects into leads

Will: Yeah, yeah, exactly right. So that’s obviously at this stage where they’re trying what

you do, they’re building that relationship and building that trust. But even before that

stage, even before they become a client or a customer, they’re generally, you know, a lead.
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So next stage working backwards, is looking at, well, what do we need to turn someone

from a prospect into a lead? And I know we’re using some sales terms and things like that,

but the way I look at it is, a prospect is someone that might potentially be interested, at

least someone who raised their hand and taken some kind of action, whether it’s giving

you their name in the email to get something from you, that shows a higher level of

interest than somebody who’s just seen your ads.

Bear in mind the timeframes

James: And it’s probably worth pointing out, you know, what we’re talking about, the

timeframes on this. When I was speaking with Scott  from Wicked Reports , he said it takes

60 days to break even, on the average, of $1.5 billion worth of transactions. So it’s quite

rare, actually, to make money or to even break even in the �rst two months for a lot of

people who are paying for ads. Especially if you take into account setup costs, and the fact

that you’re almost certainly going to have a learning curve at the beginning there. So I

wanted to put some realistic information there. I’m wondering if you’ve found that to be

the case as well, that you don’t always break even on the second day of a campaign.

Will: Yeah, that’s a problem. It’s a misconception that a lot of agencies who may or may

not be doing the right job, are kind of pushed into the market, the expectation that you put

a dollar into a campaign, and tomorrow, you can pull out two dollars. It just really doesn’t

work that way. And that’s a really good point, because with marketing, what it is, it’s a lot

of testing. If you have a good marketer or a good agency in your corner, what you actually

do is cut down a time that you’d have used or have the funds you’d have spent on getting to

the same conclusion or getting to a really good campaign. But there’s still some element of

testing in there. So when we look at bringing a client on board, we always tell them that it

could take between three to six months to get a really great working campaign. But it’s all

about the process of �nding something that works really well. Because once you do, that’s

when you get the really big success stories. But it doesn’t happen overnight. There is a

process behind it.
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The process behind the successes

James: Perfect. So keep telling me about this process.

Will: Great. So I guess with the process itself, let’s take an example, just to make it a little

bit more clear. I’m going to volunteer some numbers that we’ve run for ourselves, and also

an example that we’ve got from some other clients of mine, because I think that’ll make the

message just a little bit clearer as well.

James: I like that. I like that you’re using speci�c campaigns rather than just being

theoretical or making stuff up, because we know that there’s evidence that this has

happened before.

Will: Yeah. There’s been some big claims that we found out just a little bit down the track

that are full of �uff. So I kind of prefer using real data and real evidence, because that’s just

the way that we work, anyway. So I guess I’ll volunteer what we do at Growth Labz for

ourselves, �rst. And I want to talk about a campaign that we ran, probably, I’d say it’s

about eight to 12 months ago. So it’s a campaign that we were running using Facebook,

and trying a little bit of LinkedIn ads going into both the tech and also the �nancial

services space, which is the space that we’re playing in terms of looking at clients.

So what I’m going to do is I’m going to go through what a customer’s journey was, from

seeing what we do all the way to deciding if they’re wanting to work with us or not, and

then share some of the numbers around that as well. So we’ve talked about going in the

reverse order when we did the planning, in terms of looking at the offer and working

backwards. This is kind of the right way around, or the way that people kind of experience

it.

It started with ads

So the �rst step for us was we ran a bunch of ads on Facebook and LinkedIn. Now I know

that you’ve had Ilana  on the podcast, and she’s amazing at this ad stuff as well. So I think

that’s de�nitely worth a listen.
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James: Yeah, that’s teachtraf�c.com. She’s good at Facebook, Google, and she’s actually

running my YouTube ads now. She’s quite talented when it comes to that stuff.

Will: She is. Yeah, I saw that. And her content is really great as well. And I really like the

fact that she’s driven by data, which is, I think, so important if you’re going to do it this

way.

So going back to, you know, what we actually did, was, we ran a series of – well not a series

– a bunch of different ads on both Facebook and LinkedIn. So when we do ads, we do a

whole lot of split testing. But essentially, all the ads did was, you know, we talked about a

common problem in the market they had, we talked about ways that they might get to

solve the problem for themselves. And then we showed a few examples of how we’ve done

that in their market. So that was the �rst step. That was going through and getting the

awareness of who we are, and what we’ve done.

James: So that’s like a proof builder, it’s like the case study format of demonstration. And

ideally, it’s someone who’s sort of relevant or known by the prospect.

Anchoring the trust

Will: Yeah, exactly right. So, you know, just to that point, as well, James, what we did was

when we planned out the funnel, we said that one of the major objections that we think

the people we’re reaching out to and seen the funnel would have is trust in the market.

Because there are a lot of not-so-great agencies out there, and they’ve done a lot of bad

things. So for us, it was really important to anchor that trust really early on. So the way

that we did that was talking about, you know, what we’ve actually done and showing the

proof throughout the entire process.

So, off the back of that, what happened was people saw the ads, they clicked on it. And

what we did was we delivered value in advance. So at the time, we were running a

webinar; now we’ve kind of transitioned into just doing a video that they can watch

anytime. But it was a webinar that really dove into step-by-step how we solved the

problem that the market had. So obviously, for us, it was a webinar showing them some of

the campaigns we ran in the past, you know, how we set up campaigns, the numbers that

we got from the campaign itself into that market.

https://teachtraffic.com/
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Nurturing the interest

From that step, what actually happened was, some people would see it, go, Okay, that’s

cool. But yeah, they wouldn’t take any further action. And then what we do is we have an

email nurture sequence. And we have talked mostly about pages and steps and landing

pages and sales pages and things like that, so far, but I wanted to also enforce the point

that a sales funnel isn’t just the landing pages; it’s also how you can make it afterwards –

the email nurturing sequence, and every point of communication between you and the

people coming through it and seeing your business.

James: Nice.

Will: Yeah. So for us, you know, after they watch that webinar, there are kind of two

options. One was to book a call with us and understand how we can help their business.

And the other one was to go through and go through an email nurturing sequence, where

we showed them even more examples, give them even more value, and then kept asking

the relevant points and the right points, depending on what emails they were reading and

what they were clicking, if they actually wanted some personalized help.

James: Would you still use a webinar today?

The trouble with webinars

Will: It kind of depends. I think people are kind of getting busier. We’ve seen that a lot of

people were doing webinars the wrong way, where they kind of try to make it look like it’s

a live webinar, or they make it look like, you know, there’s only 10 spots left on this

webinar. And I think there’s a little bit of a negative connotation now when it comes to the

term “webinar”. So it used to be very effective. I’m �nding it to be a little bit less effective.

That’s kind of why we’ve gone through to just let people consume when they want to

consume, rather than forcing them to do it at a certain time.

James: Perfect. Yeah, I’m hearing the same thing – a video on a page, called a video or a

movie or a documentary, letting people watch it immediately, and then following them up

with a messenger or remarketing. And cart abandonment type sequences can be very

powerful. And you can skip the whole webinar tech nightmare.
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Will: Yeah, exactly right. So you’re saving yourself another piece of software that you had

to go out and buy previously. But you know, we’ll come back to that. But essentially, what

we’re trying to do here is we’re trying to track numbers, in terms of how much we’re paying

for someone to actually book a call with us, across the entire funnel, including the email

sequence, and then looking at if that’s worth doing, versus the customer lifetime value

that we’ve got for every customer to get through.

James: I love it.

White paper and case studies

Will: So that’s the �rst example. You know, you’ve got to be really super tight and really

understand numbers and the steps that you go through as you do that. So I think one part

that we didn’t talk about in that example, which I’ll come back to with another one that I

found, was a client that we do this for in the software space service, in the tech space. So

kind of similar to start off with, you know, we had a bunch of ads that called out a problem

that people were having within a certain industry. We got them through to consume some

more content that was developed just to talk about problems. So in this case, rather than a

video, it was actually a white paper, and a case study.

James: Yeah.

Will: And then what we did was, we made an offer straight from the case study, straight

from the white paper, which was a free demo of the software piece, which is actually more

common. People are kind of comfortable within that space to just try something,

especially if you don’t take the credit card.

James: Yep.
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Retargeting and email

Will: Now, what we saw work really, really well in that funnel was email nurturing, but

also the retargeting. So when we say retargeting, it’s kind of like, we can track what people

do online. So we can track what page they’ve gone up to, and how far they’ve gone within

our funnel itself. So we knew that people were done with the case study. If they hadn’t

read it, or they hadn’t taken the next step, we knew who those people were as well. So we

went back and showed them some different sets of ads, added some more value, before

ultimately asking them to take a trial.

James: I think you also said emails, and I’m a huge fan of email . I know that’s the single

biggest part of my funnel that works the best, is once I get the opt-in, communicating with

people and moving them through to purchase. 

Will: Yeah, we’ve really found that as well. And especially for B2B stuff. What we’ve seen is

that with B2B, especially for high-price or high-ticket offers or products, it’s really hard to

go for the sale straight up, because there’s so much trust, and there’s so much of a

relationship that you have to build, that I �nd email to actually be the best-converting and

the most cost-effective way of actually doing that. So, you know, we can talk about this

later. I think it’s a whole topic in and of itself. There’s a lot of things and personalizations

you can take when people take certain actions off emails, like depending on if they’ve

registered email, depending if they click on a certain email or a link that you have in emails,

you can actually do build out separate paths that really talk about what they’ve done and

what value you think they’ll get, depending on what they do.

Sequences you need

James: Yeah, you most de�nitely should have custom sequences based on behavior. And

that’s the secret sauce. Absolutely. So how did that one go?

http://www.superfastbusiness.com/conversions-selling/does-email-marketing-still-work/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=B2B-Lead-Generation&utm_term=SFB-site-visitor
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Will: Yeah, it went really, really well. So I think, from memory, what we did was, from their

own efforts, we actually dropped the cost per lead for them, or cost per demo, by about, I

think it was 60 percent. So for example, if they were paying $100 previously to get

someone to demo the software, they were now paying about $40 to $50. So that worked

really, really well. And it was really the email and also the retargeting which was having

that kind of effect.

James: Love it. Yeah, so the case study, it’s low-tech as well, not that hard to put together a

case study and turn it into a PDF and get that front end happening.

Will: Yeah, exactly. But it was really the back end of the funnel which pulled most of the

weight, and was the reason why it worked so well. But I think that’s a part that not enough

people talk about – you know, what happens when someone actually knows about you,

and has opted in for something. You know, most of the time, people just go back and say,

Well, how much more traf�c can you buy? But a good funnel should maximize the amount

of traf�c you have, and really give you as much of a return on your investment as possible,

before you go out and spend more money on buying more traf�c.
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James: Well, that’s really one of my favorite tricks. And that’s where I’m working in my

sweet spot, is when I’m helping a business, I’m often looking at their existing database and

�nding a lot of opportunities there, whether it’s creating a new product on top of the ones

they’ve got. There’s three or four sequences that every business should have, and often

they’re missing. And one of the most obvious ones is a sequence for people who look at a

sales offer and then don’t purchase. If you’re not following them up, you’re probably

leaving 20, 30 percent sitting there, right there.

And then there’s other ones like going back to people you’ve already dealt with in the past

and making an offer to them. It’s just such a simple sequence to put together based on a

time, you know, and segmenting out people who are not current active buyers or who’ve

been buyers in the past, but not purchased and you can go and wake those ones up again.

Will: Yeah, and it’s actually such a good point, and so funny as well, because sometimes it’s

kind of like the old analogy of a mechanic always leaves his car till last and never �xes his

own car. You know, coming from the Maldives trip, one of the things that I realized as we’d

sit around on the sessions was that I wasn’t doing that part well enough within our own

business. So it’s really funny, because I think, you know, that’s such a good point that it’s

always worthwhile looking at your database and what you’ve done over the past three or

four months, then going back and just talking to people who have talked to you before,

because they might not have been in the buying position, but now they might be.

The value of regular content

James: That’s one of the beauties of having a podcast or regular video content like I do,

because it allows us to keep sending out emails, letting people know there’s new content,

and you’re just constantly able to make an offer. Every podcast has an offer for people to

become a member of SuperFastBusiness , whether it’s mentioned in the podcast, or

whether it’s in the email that accompanies it. So it’s one good catchall, is what I call Own

the Racecourse . And that’s just that constant publishing of content.

I imagine when you start activating campaigns for some of these clients, you do pick up

segments of their audience who used to buy from them or had forgotten about them, and

now they’re seeing them again active in social media, and then they reactivate.
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And one thing that fascinated me when I started doing short videos  is I reactivated a half a

dozen of my peers from the old industry I used to be in from when I was running

Mercedes-Benz. I had several people on LinkedIn watching my videos and then

commenting and then asking if you want to catch up for coffee, and then some of them I’ve

done business with. So, you know, it reactivates sleeping agents from, I’m talking past 10,

11, 12 years ago. It’s just reactivated them. So getting on that LinkedIn with paid campaign

and Facebook ads is going to get you right in front of several segments. It’s people who are

already dealing with you now, and making them feel like, you know, they’re especially

excited that they chose you; it’s people who used to deal with you, who you might deal

with again; and then it’s new people who might deal with you.

Technology’s role

So tell me about your process of when you �gured out what you want people to do and

how you’re going to serve them and where you’re going to communicate with them and

what the pieces are, whether it’s a PDF, or a video or a webinar, and you’ve got the words

written. Then is that when you start sticking it into technology?

Will: Yeah, it is. So for us, it’s more about the psychology, but the tech is actually quite an

important piece. Because obviously, if you don’t have somewhere to put this stuff, it just

doesn’t get out to the world. So once we’ve got everything done, you know, once we’ve got

what we call the copy, or the words written up, we know roughly what we want it to look

like, then we look at tools, you know, software pieces that we use to make the entire

process much, much faster, and you know, more effective as well.

And so one of the tools that we’re actually moving most of our clients and also our own

services to is actually 10XPRO , which it was great to actually catch up with John on the

Maldives trip as well, and understand what he’s actually working on with this software

piece. Because I’ve listened to the podcasts that you’ve done with him, and, you know,

diving into some of the really advanced stuff, it was really amazing to see what he can

actually do.

http://www.superfastbusiness.com/category/business-tips-videos/?utm_campaign=SFB-Post-PDF&utm_medium=PDF&utm_source=SFB-Post&utm_content=B2B-Lead-Generation&utm_term=SFB-site-visitor
http://www.10xpro.io/?utm_source=SFB&utm_medium=Link&utm_campaign=SFB_Podcast&utm_content=Episode691transcript


/

James: I remember your eyes lit up when we were explaining what it does. And you’re one

of a growing number of people who are switching across. Right now, my webmaster is

building out a 10XPRO installation as well to house some of our stuff, and I’d like to move

more of our things across, and then I’ll have a master brand where I can put things,

because the tool’s just that good. So that’s pretty exciting.

Exciting features of 10XPRO

So you think 10XPRO can handle most of the things that you were talking about when it

comes to funnels and sales pathways and segmentation in combination with whatever

autoresponder or CRM system you’ve been using, and of course, it can handle receiving

the payments and upsells and downsells and custom pixels. I am curious, what features of

10XPRO were you surprised about or excited you the most?

Will: Well, I think some of the automation and some of the different pieces that he had,

that’s in there, like really lit my eyes, I mean, as you were saying. I remember sitting there

with John thinking, look, I’m not sure if this can handle what we do, because we do put out

some pretty complex funnels. And as he was showing me all the functionality, yeah, those

were a few expletives that came out of my mouth and I just thought, wow, this guy has

kind of built it with such a good understanding of marketing, and such a good

understanding of how these things should work in combination as well. So I think some of

the biggest things that really stood out to me was the fact that he had all these different

elements, including quizzes, on there as well. We use a whole bunch of different software

to do quizzes as well, but, you know, he’s got a quiz module built straight into 10XPRO,

and it looks really good and functioned really well. So that in itself saved us one other

piece of software that we’ve been using.

James: Yeah, I just went through someone else’s quiz today that they’ve built on 10XPRO.

And it’s all there, all the modules. If you want to do webinars, if you want to do live

meetings with your members, if you want chats, what else? There’s deadline funnels and

all sorts of things, features that it sort of does everything you need, and it’s fully hosted.
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I was just looking at our tools bill today, you know, some of the software we paid for and

everything from security software to hosting. And it all adds up, you know, when you try

to glue together bits and pieces from everywhere. It’s so much simpler to have one place

to log in, and just get on with the job.

Will: Yeah. So I think the biggest takeaway for me was, you know, having everything in one

place can be such a big time saver as well. For example, with the own funnels that we’re in

the process of building for ourselves, we were using other software to build a quiz and and

the quiz had to push through before the landing pages. The landing pages then had to, you

know, show a video. And just the amount of different systems people were bouncing

across, then obviously feeding all the data back to our CRM and our email system. Like

that’s all handled with one spot. So when I saw that, I was like, wow, you’ve literally taken

hours of work that my team would’ve had to put into it, and just put it onto the one

platform. And it just kind of talks to itself, which is awesome. Like the way that I kind of

look at it is, it’s Apple, except it’s customizable.

James: So you think it will save you time when you’re building out these funnels, and you

can test more things easier?

Will: Yeah. So that’s one thing that I really liked about it too, just the way that the

software approaches split testing, because with all the stuff that we do for our clients

especially, we do a whole bunch of split testing, like we endlessly split test. And I think the

way that he set up the split testing, or the functionality to split test, is really smart. It’s

actually probably one of the better ones that I’ve seen. Whereas other ones, you know, you

have to go out there and you’re limited to the amount of split testing you can do, and the

way that it gets reported back. I really liked everything that I saw in 10XPRO.

James: Nice. All right, well so in summary, what we’ve been talking about today is just

some examples of how to use funnels for business to business lead gen, and you gave us a

couple of speci�c campaigns that we can break down. We’ll put the show notes, of course,

on episode 691; we’ll make a nice little PDF, and we’ll also make sure we put a prompt to

get in touch with Will. Will Wang is, frankly, Will, you’re a genius.

Will: Thanks, James.
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James: And growthlabz.com , that’s where you go if you want it all done for you, if you just

want the results and you’d like to pay some money to Will and have him map out your

campaigns, take all the things he’s learned from doing all the campaigns before, and just do

them for you with your input and get there faster, then that’s certainly a great option for

you. If you’re going to try and do it yourself, then take the information from this show,

from this free podcast. I would recommend you go and grab 10XPRO, because it’s a terri�c

tool, and get building your funnels and you will have the top platform, the top

information, and you should be able to speed up your results. So that’s what we’re all

about here at SuperFastBusiness. Thanks again for joining us, Will, and I look forward to

having another episode of our Get Clients Series  in the future.

Cool. Thanks James.
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