
Module 2 - Strategy 

Pedram: 

Welcome to the module on marketing. This is an important one, obviously, and you're probably 
thinking, "Oh, man, that's what I need." Let's just first kinda get into whether or not you get 
what marketing is, the difference between marketing and sales. I think you have a very good 
way to break it down.


Spike: 

Well, you know, it's funny because a lot of times people say sales and marketing. First of all, a 
lot of times they have that backwards. 'Cause usually you market before you can sell. But 
sometimes people thing they're synonymous. They say sales and marketing, marketing and 
sales, and they say, "Well, okay, it's interchangeable." If you're in a corporation, you have a 
marketing department, you have a sales department. They understand the distinctions, but to 
really simplify it, Pedram, it really comes down to this. In my mind, marketing is about 
conveying value or distinction, and sales is about earning trust. The better I am at marketing in 
terms of conveying my value and conveying the distinctions that make what it is that I do, what 
it is that I offer unique in a certain way. And it could be a commoditized business and still could 
be unique. That makes my selling much easier. But if someone doesn't trust me, if they do buy 
from me, chances are they're not gonna buy from me on a repeated basis. And one of the 
things we want to do throughout this whole process is that we want to make sure that we don't 
just get into episodic transactional episodes of one thing at a time. We want to be able to build 
things that are sustainable. And marketing is important to that, right? To me, and this is 
something that businesses often miss, and if they do do it, and if they did do it, a lot of times it 
changes, and they're slow to react to it. And that is knowing who your customer is. One of the 
things we do in this process is that we have people create a client avatar. Now, what's the 
difference between a client profile or an ideal client description, and a client avatar is that a 
client avatar to me, Pedram, is you're speaking to the person. You know, who is that person? 
What is it that's important to them? What is it that keeps them up at night? What is it that gets 
them up in the morning? What problems do they have? What desires do they have? What 
unmet needs do they have? And how can I align what it is that I do as a business owner, what 
it is that I offer as a product or service that helps them improve the quality of their life, enhance 
the value of their business, or allows them to better serve those values in the things that are 
most important to them? In going through that exercise and really putting your perspective 
through their eyes and seeing your business or seeing their life as it is allows you to 
communicate differently and allows you to convey value differently because you're being a lot 
more specific, and you're being a lot more strategic in your messaging and your marketing.


Pedram: 

It's funny, when I first started doing camera work 'cause I'm not a trained film guy, right? 
Someone said, "Well, you've been a physician "this long time, think of a patient that "you really 
care for, that you want to heal." So, there was always this lady, named Vernice, and she was 
sweet, and God, she had all sorts of health problems, but I would just look through that lens 
and be speaking to Vernice. And I knew her story, but I was speaking from my heart to a 



person. Then, when we started developing client avatars for like the Urban Monk, my different 
businesses, it's like, oh wow, this is a real deep dive into basically defining who the person is 
that you want to help. 'Cause one of the biggest, and I'm guilty of this too, like who's this 
movie for? Everybody. That's way too big.


Spike: 

Well, it is, Pedram, and I'm a firm believer that if you try to appeal to everyone, you'll appeal to 
no one. What happens is that you become irrelevant because you don't segment yourself. 
There's certain people that I do business with and certain people that I don't. It doesn't mean 
they're bad people, doesn't mean that I'm too good for them or vice versa. What it means is is 
that if I try to do something for everyone that means I can't put my best efforts in terms of 
doing what it is that I do best for the people that are gonna benefit the most. So, by being able 
to define who that person is and really have a deeper understanding of their needs than 
perhaps they even have for themselves. One of the greatest things we can do from a marketing 
standpoint, from a selling standpoint, from a servicing standpoint in business, and I think in life, 
is be able to speak to the unspoken, unmet need and be able to do it in such a way that we 
can do it more succinctly, more accurately, more caringly than people can do it for themselves. 
You know Jay Abraham, who was a client of mine for a long time, and a colleague and a friend, 
he had a great way of saying that if, and he doesn't take credit for this, he's the guy I learned if 
from, so that's why I give him credit, but he said the person that has the ability to articulate a 
question or articulate a need better and more effectively to someone else, the person who 
hears that question will automatically assume that they have the answer, the person who's 
asking the question, because they were able to articulate in a way that this person always felt it 
but didn't know how to say it, or didn't know how to express it, or didn't know how to fulfill it. 
So, part of your marketing and part of the process we take people through is how can you 
recognize the unmet needs? How can you speak to those unmet needs? And how can you 
provide a benefit to someone that makes them not only feel that it was a good transaction, but 
it was a great relationship in the fact they did business with you.


Pedram: 

That's not easy, it's very nuanced. But it's the most important work you can do at kind of the 
baseline of your marketing plan because everything else kinda spins out from there instead of 
just trying to shoot a shotgun everywhere. It's like spearfishing for the exact person that you 
know how to speak to.


Spike: 

It is, and it's part of this process, Pedram, and part of what we take people through is that 
once they've who their client avatar is and you'd kind of identified those needs, we help you 
figure out your unique value proposition. Now, I distinguish the unique value proposition from a 
unique selling proposition because selling sometimes, again, is down the line. But the value 
proposition, everything we do in business, everything we do as human beings is somewhat 
unique. The distinctions may be subtle. The combinations may be short, but at the end of the 
day, what we do, how we do it, and who we are is different than anyone else. So, by being able 
to articulate what your unique value proposition is that speaks to that person that you 
recognize probably better than they might even recognize themselves, or you know them in 
terms of needs better than they may even know themselves, allows you to not only convey 
your marketing message but allows you to offer things from a product and service standpoint. 
Whether they be the things that you do now or the things that you develop, or the things that 
you source later on allows you to create better value and more lasting value in that relationship 
than just a single transaction.




Pedram: 

And that's the best part, right? Is anticipating what they're gonna need and what they're gonna 
need next because you understand where their pain points are. So, it takes a little bit of 
research. It takes a little bit of work, and we've got the tools for that so don't worry, those are 
all in there. So, one of things I wanted to talk about here is, you were talking about 
understanding your avatar and really defining what that avatar is. Then, we're talking about 
understanding your market. What's the difference?


Spike: 

Well, when I talk about the market, I'm talking about the broader community or collection of 
people, right? So, for instance, if I sell preteen fashion, I may be selling to millions of girls that 
are between two and 12. But at the same time, when I speak to them I'm speaking to them 
individually, or I'm speaking to the person who's the decision maker, in many cases which is 
gonna be the mother, or the father, or one of the parents, or the people that provide the 
support for them. They're making the decisions, but ultimately, those decisions are being made 
in many cases by the person that you're speaking to. Now, I advertise and I try to appeal to 
that segment, but when I move from the marketing into the selling process, I want to be able to 
speak to them one on one. I may be speaking to millions of them one on one, but I want to 
speak to one at a time, but at the same time I want to be able to communicate with the entire 
market.


Pedram: 

How does one do that? I know that where that's kind of bridging into sales, but that's really the 
magic of really connecting the dots here. Where I think good sales and marketing teams nail it 
and then other people just kind of flounder.


Spike: 

Sure, they do, Pedram. It's a brilliant point that you bring up, and it's a crucial component of a 
business and branding goes into that. One of the things that I do with businesses, one of the 
things we put in this program is that we talk about who is it that has access, influence, 
credibility, and ideally, a potential willingness to introduce you to their market. Now, in some 
cases, that willingness may be for paid advertising. One of the things that makes Facebook 
work is that people will make decisions based on the decisions that people have made that 
they want to be like or the people that they identify with. So, by recognizing who that person is 
and where they hang out and who influences them, how they make decisions, and being able 
to be present and being able to be appealing and attractive to that person in that medium is 
critical. But if we don't know who they are, or if we don't know how to market, if we don't know 
what appeals to them, if we don't know who influences them, who makes decisions for them, 
who makes decisions with them, we can't effectively market on an ongoing basis without just 
being a commodity. Walmart doesn't market beyond price. Now, they're starting to change that 
because they're bringing in higher brands, but they knew for the longest time that it was 
convenience, it was selection, and it was the cheapest price. Well, guess what, Amazon came 
along and all of a sudden, Walmart recognized that price isn't gonna be the only thing. We still 
have location, we still have selection, but Amazon has better selection, chances are better 
price. They don't have location, but sooner or later, people have access to computers and 
mobile devices, and they can make decisions. Their competition changed. So, they started 
speaking to people differently like, "You can come here and get Tide for $3.99, "but oh, by the 
way, if you want to buy a designer brand, "we now have this over here as well." So, from a 



marketing standpoint, being able to recognize that there's shifts in taste, and there's shifts in 
desires, and there's different things that cause people to make different decisions at different 
times is what allows us to not only grow our business but to continue to evolve our business.


Pedram: 

We're talking about branding and positioning. Now Walmart is very specifically shifting the 
message of their brand. They're saying, "Oh, we have designer labels "and all these types of 
things." So, you understand your avatar, you understand the broader market that you're in. 
Then, will you come in and really kinda nail your branding and positioning inside of that 
ecosystem, yes?


Spike: 

Yeah, and sometimes, Pedram, it's a combination of things. It used to be that people 
competed on price, or location, or selection, or novelty. And there's some other factors, but 
generally they kinda fall into those categories, but now people have almost infinite choices. 
There's a brilliant man that I met a few years ago, and he's a colleague and a friend, and he 
talks about that price was only an issue when two things came about. Number one, was that 
there's an alternative source of supply, and there was a fully informed buyer. But before those 
things, people bought what they could buy because that's all they had to choose from. Now, 
people have almost infinite choice, right? And they're fully informed. If you go out a buy a car 
today, you know exactly what the car cost to make, you know what the invoice is, you know 
what the dealer markup is, you know what incentives are there. But if you were in the middle 
Iowa in the 1960s and you wanted to buy a truck, you had one dealer to buy from. You could 
buy that one, you could buy that one, you could buy that one. This was the price, if you don't 
want it, go to Montana and figure out how you're gonna get your truck back here. But now, 
because of that, we have to be able to figure out what is it that distinguishes us. And 
sometimes, it's not just one factor. When you look at what you do for the people that you serve 
and the things that you do, you don't do just one thing. You bring your heart, you bring your 
passion, you bring your knowledge, you bring your experience, you bring your care, you bring 
the products, you bring the services, you bring your expertise, you bring your colleagues, you 
bring your network, you bring all kinds of things that in that exact combination, doesn't exist 
anywhere else outside of you and outside of your business. So, for a business owner to be able 
to take the time to figure that out, not only does it convey more value to the marketplace, it 
makes it much easier for you to recognize what it is that you should do, what it is that you do 
do, and what it is that you shouldn't do, and who it is that you're not.


Pedram: 

So, when we talk about the unique value proposition which you hear this in business all the 
time. It's like, okay, so I'm a dentist. There's six dentists down my hall so what's my unique 
value proposition? Let's unpack that a little bit.


Spike: 

Yeah, and I'm glad you asked because one of the things that we created was a template for 
people to go through that. It could be the type of service. It could be a service plan that you 
have. It could be your pricing. It could be the smile of your receptionist and your director of first 
impressions that makes all the damn difference. It could be the fact that you recognize when 
your patients come in that they have a spouse or they have a partner, and you know the 
partner's birthday, or you know that they go on vacation certain times of the year. Or you know 
what religion they are so you know what holidays they celebrate. And being able to recognize 



what it is that you do reliably. predictably, scalably, and profitably is part of how you define that. 
By going through that exercise and figuring out exactly what it is that you do. It's not the same 
as what everyone else does. And by being able to put that up there, not only should it be a 
source of pride, it should also be an operational motto and an operational mission of what it is 
you do in business and how you do business.


Pedram: 

We have that tool in this chapter, in this module, so just get in there and do it. We're not leaving 
those for our own sake. This your work, this is to help you get ahead. I want to talk about lead 
generation 'cause this is kind of like everyone's like, "Oh wow, so advertise on Facebook." I 
mean, Facebook is happy to take your money, but it doesn't always work. So getting all of the 
things that we just talked about down first almost seems like a prerequisite to understanding 
how to do lead acquisition. If not, advertising ain't cheap.


Spike: 

No, it's not, and Pedram, as you know, and as we've talked about before, advertising, 
marketing in general, is either an investment or an expense. It's only an expense if you're not 
getting a return that's equal to or greater than what it is that you're putting out. The bottom line 
is that we can go broad and sometimes people will shotgun things. They'll do trial and error 
marketing which number one, is very, very expensive. Number two, there's no guarantee that 
it's gonna get a return. And as we've talked about often, that marketing can either be an 
expense or it can be an investment, depending on the return you get. Part of the decisions that 
we make, we have to measure the impact and the return that we get, but also recognizing 
where people hang out. We do certain things on LinkedIn, we do certain things on Facebook, 
we do certain things in space ads. I've worked with companies that did broadcast advertising 
because they knew where their buyers hung out. They knew where their buyers gathered 
information. They knew where their prospects were most likely to take action on behalf of at 
least investigating what it is that they offered. So, being able to put those things in place is 
really, really important. Look, you can go broke or you can become a millionaire using ad words 
on Google. The problem is, if you're not strategic, if you're not refined, if you don't measure it, 
you don't know if the people that you're reaching are the people that have the highest 
probability to enter into a transaction with you, or the people that in some cases may be buying 
from you on a repeated basis or referred people to you. Being able to put that plan together not 
only leads into your sales later on, it allows you to be more effective in terms of how you spend 
your time, energy, and effort in your marketing.


Pedram: 

I'll give a concrete example of this. We have an academy that teaches filmmakers how to 
sidestep Hollywood and distribute their films online. We had a pretty great ad sit going and 
everything's working. We brought in a guy who was like, "Look, I can bring your costs down."


Spike: 

Right.


Pedram: 

So, we went from eight bucks a lead down to like three bucks a lead, and everyone's jumping 
for joy because this is big time. But then you start to see the applications, and all of a sudden 
it's just like these guys are a little flakey. Then as they go through, they're not answering. I don't 



care if it's three bucks or 50 bucks a lead so long as it's the right lead for the right thing. That's 
where I think everyone's just so worried about the cost per lead versus the value of that lead. 
The right person, someone will spend $2,000 on a lead if they're selling a $200,000 home, 
whatever it is. It just makes sense based on who this person is and what you're offering them.


Spike: 

You know, I was talking to a client of mine yesterday who does lead generation where they go 
out to all the social media profiles, and they can pull in information about that person based on 
their social media and those types of things. One of his customers that buy data from him 
spends $150 a lead for a phone number, an email and a name. That's it, $150. Now, what they 
happen to be selling is annuities so you don't have to close a lot of them in order to make a lot 
of money on the thing. I was talking to another client of mine couple months ago, and he was 
just starting his business out which was a new venture for him, and he said, "What do you think 
about if I go down "and I get a bunch of postcards made, "and I put 'em in Starbucks?" Okay. 
And he said, "Well, do you think it's a good idea?" I said, "It's a great idea if you just want to 
"waste some money and you want to "just put something out there because "when's the last 
time you went to Starbucks, "looked at something on the bulletin board "and actually entered 
into a transaction?" And he's in a very, very niche industry, and it wasn't something that was 
necessarily gonna appeal to the coffee culture. But he said, "Yeah, but it's marketing." "Well, 
maybe when you were in real estate. "Maybe when you were in mortgages "it might've been 
effective for you, "but it's not gonna be effective for this business." So, being able to recognize 
what's an activity and what generates a return is key.


Pedram: 

I'm gonna jump ahead a little bit 'cause we're gonna talk about this in a later module, but 
whether you are spending $150 per lead or $8 per lead, you have to understand your numbers. 
So, if you don't understand the lifetime value of an acquired client, there's no way in hell you 
know what you can afford to spend on a lead, right? And so, we're gonna get into that because 
those are kind of the brass tacks of just operating a business, but I think a lot of people are just 
like, I don't know, just spend more, or this costs too much. Well, it doesn't if the lifetime value 
of your customer is three grand or 50 grand. Then, $150 is a drop in the bucket.


Spike: 

Well, it is. Then, it's just a question of aligning how much money you're putting out for 
marketing versus your cash flow. Because sometimes if you don't monitor that properly, you 
could actually grow yourself out of business. When you think about it, and we'll get more into 
lifetime value, there's kind of the three components that people talk about. You get more 
people to buy, you get people to buy more often, or you get people to buy larger amounts. 
Those three things are critical, but there's two other things that I think are vital. Number one, 
you get people to buy sooner because your marketing's better and you earn trust faster. If 
normally it takes someone six months to make a decision, and now they can make that 
decision in six weeks or six days or six hours or six minutes, you grow your business. But on 
top of that, if you can get people to buy longer. So, if someone typically stays with a dentist for 
a year and a half, and you can get your clients to stay for three years, guess what? Your 
business is gonna probably be twice as profitable because one of the most expensive 
components of a business outside of their direct product and services fulfillment is the cost of 
a lead, the cost of a buyer. The cost of acquisition. On top of that, if you're able to get more 
referrals, and we'll get into that when we get into sales and when we get into operations, but 
being able to evaluate what is the value of that lead over time. What does it mean to my 
business not just in terms of cash flow but also in terms of profitability is often the thing that 



makes a business to the point where you're barely breaking even or just barely surviving versus 
being very, very successful and being very, very profitable.


Pedram: 

There's a metaphor that a coach when I was in healthcare talked about. Either you're a farmer 
or a you're a hunter. A hunter's always hunting fresh kill, and they're just like I gotta eat, I gotta 
eat. Whereas the farmer understands their lifetime value and just starts to sow the seeds and 
cultivate the fields. And you know, this dentist might be upside down for a couple months on 
their lead acquisition, but if that person's gonna stick around for three years, that's just a cash 
flow game at that point.


Spike: 

It is, and it's very predictable, very scalable and very manageable business.


Pedram: 

Yep. One of the things that I think is very effective but also very over-hyped right now is social 
media and social media networking and all this. Everyone is a social media guru, and they'll 
happily take your money. But if you don't know what you're doing there, you're in trouble. I'd 
love for you to speak to that.


Spike: 

Yeah, one, when a lot of the social media first started out, it was free. It's kind of like when 
Google started. They didn't know what the hell they were gonna do with that thing when they 
created it, but they knew it was gonna be good. So, they figured out how to monetize the 
interest and the segmentation. Facebook did the same thing. Instagram does the same thing. 
You want to get featured, you want to get profiled, you want to get elevated? You're gonna pay 
for that. So, social media, like any other channel for marketing, is really about communication, 
interaction, and information sharing. If you tried to advertise to everybody on Facebook, I don't 
think you would have enough in all the banks in your city to buy all the advertising that exists 
on Facebook just because it's so broad. But by being more strategic, by being more selective, 
and by being more process-driven, and more data-driven, you can make better decisions. A 
company that I worked with three years ago, they went from the onstage selling model with 
seminars to creating an online funnel for information. When we started testing online ads for 
Facebook and Google and those types of things, I think we started off at a couple hundred 
dollars a day. When I stopped working with the company almost four years ago, they were 
spending about $70,000 a month. Not because they were just spending more money, but 
because for every dollar in, they knew how many dollars out they were getting. They knew 
exactly the value of that client, they knew the value of that transaction. So, it was very easy for 
them to make the decision about how to scale. Obviously, social media's changed, keywords 
have changed, all those types of things so it wasn't a static environment. They had to 
continually, not only evaluate it, but also adjust. Now they do other things. They went and 
started doing radio advertising about a year and a half ago because Facebook wasn't 
performing as well as it was, keywords weren't predictably scaling the way they had hoped so 
they started looking at other types of things including direct mail.


Pedram: 

Which isn't dead. Direct mail's actually back.




Spike: 

It is.


Pedram: 

There's a big difference between social media advertising which is here's my thing, click here, 
here's my sales page, become a customer, and social selling which is also a thing where I think 
a lot of people get lazy. Which is, "I did all this stuff "and all these people commented." Yo, 
someone is reaching out to talk to you, and so if you don't put in the time and deploy some 
resources, human resources to just stoke conversations. You know, kind of work the sales 
funnel. I think people have gotten lazy 'cause they assume that there's some magic box that all 
of a sudden produces money.


Spike: 

It's the new billboard advertising. It's electronic billboards, right? You remember before, if you 
wanted to reach a lot of people, you put a billboard on the 405 outside of L.A., right? You could 
reach hundreds of thousands if not millions of people a day. The problem is if they're not your 
buyers, if they're not the people that are paying attention, if they're not looking at the billboard, 
or if it's cloudy or whatever, you really have no way of knowing number one, whether it's 
effective, number two, if the dynamic of the people that are driving down that highway has 
changed. But also, if you're just figuring that a brand is gonna cause people to buy, that's 
advertising, that's not earning trust. That's just creating awareness.


Pedram: 

Earning trust, we keep coming back to this. What does it take to earn trust?


Spike: 

Great question. We go into a lot of depth with that. That's one of the reasons why I talk about 
joint ventures and referral systems and those types of things 'cause if I already have the trust of 
somebody who has the trust of someone else, the chances of this person doing business with 
me because they trust that person 'cause this person did business with me goes way up. 
That's one of the reasons why social selling did work for a long period of time. Now the 
problem is it's kind of gotten drowned out. But on top of that, you can look at things like your 
risk reversal or your guarantees. You can have the try before you buy. I mean, look at the 
freemium models for a lot of the content and information sellers out there. They'll give you a 
free report so you can see a little bit about it and then if you like it, then they'll migrate you up 
into a sale or something else. So, there's a lot of ways to do that, but the bottom line is 
recognizing that people have more choices today than ever. Things are more accessible to 
them than ever. But on top of that, they have more noise around them than ever, right? You 
know the old acronym about attention deficit disorder. A friend of mine coined the term about 
five or six years ago when there was an explosion of social media, and he called it MADD, M-
A-D-D, which is Marketing Attention Deficit Disorder. You had so much stuff going in front of so 
many people, and people had so many choices. It's the parallax of choice. They just get 
overwhelmed, and they just shut down. They just stopped buying because they just didn't trust 
themselves to make a decision, they didn't trust the information, or they didn't trust that that 
was the best decision because there were so many other choices out there.




Pedram: 

Yeah, and that's a very difficult proposition for someone who's in business. I think the moral of 
the story is you've gotta stay ahead of the curve. You've gotta understand. But you have to 
understand the dynamics. It's not like, "Oh, man, Facebook shut down, "Google changed their 
algorithm, I'm screwed." These guys that you were talking about, they juked, right? They went 
to radio, they went to newspaper. It's the survival game. If I'm a hunter gatherer, I know that 
there's a bush that has berries that I like, and I go over there and it's gone or the berries are 
gone, what do I do, sit down and cry and die? I go look for another place to feed my family, 
right? And so that's also an instinct that we need to cultivate a little bit in our students here. 
Look, you just learn the framework of business and just always understand that you need leads 
and you've gotta get 'em in, and there's always a place where people are gonna be hanging 
out so find 'em.


Spike: 

Yeah, and Pedram, part of that is about having that perspective that what you're doing today 
may not be the best answer forever. So, if you have something that's working, don't wait until it 
stops working to start developing something else. Test something else on a small scale to see 
if it gives you a better performance and see if it grows because a business that builds its 
transaction, it's relationships and everything on a single platform of marketing or a single 
platform of communication is pretty much destined to fail because things do change. I mean, 
the Federal Trade Commission comes in and regulates radio advertising differently. Claims that 
can be made in magazine advertising has changed. It used to be that if you had a dot com and 
you had a domain name, boy, people would buy from you because you were online and 
therefore you must be sophisticated. Now, if you don't have a domain, they think there's 
something wrong with you.


Pedram: 

Right, right, and they're scared. They're scared to buy online in a lot of ways, right? There's a 
lot of privacy issues and all sorts of things. So, in terms of kind of building the credibility as 
well, there's testimonials. If you have testimonials of people who look like you as the customer 
it's like, "Oh, wow, she looks just like me, "and she had this problem and this worked." Or 
endorsements like if Dr. Oz says this guy's cool, then it's, "Oh, I love Dr. Oz." So, there's a lot 
of ways to go about doing that, but the moral of the story is you have to do it to build trust. 
And it doesn't stop on the marketing side. We're gonna talk about this. On the fulfillment side, 
"Oh, wow, it's great, "we got their money." Then what? Did you deliver a good product? Did 
you follow up with them? What was your experience of this company? I think a lot of people 
miss it once the cash register rings. They're like, woo hoo, and then they forget about all the 
operation stuff that we'll talk about in a later module, obviously.


Spike: 

Pedram, I guess the point that I would use as a kind of a period on that subject is that's why 
it's so important for you to understand what it is that you do. Because if you make the promise 
and you don't deliver, not only did you lose the sale, not only did you lose trust, you lost 
credibility and the chance of that person giving you a second choice or a second chance is 
probably pretty small. So, by understanding what it is that you can do predictably and reliably 
and consistently and then making that part of your unique value proposition and featuring that 
prominently creates the expectation not only for the product and the service and the 
experience but also helps set the buying criteria for people.




Pedram: 

Yeah, back to the first module, right? Just get real good at understanding what you're doing. 
Last thing I want to talk about is affiliates and alliances. It's a great way to get going, a great 
way to start, and I know that there's a lot of strategies there.


Spike: 

Yeah, and Pedram, when I use the term affiliates, for the online community, they often equate 
affiliates to people that are sending my offer out to their email list which can be a component of 
affiliate marketing, but I use affiliates as a much broader thing. I kind of encompass joint 
ventures which we go into in some of the selling modules and some of the later things, 
strategic alliances, as well. But an affiliate could be a referral partner, it could be people in your 
community, it could be people that know and trust and love you, it could be people that you're 
associated with, people that you've done business with whether it be through testimonials or 
recommendations or endorsements. But it's anybody who has an alignment or a relationship 
with you that would be willing to either help assist you deliver the value that you deliver to their 
marketplace or another marketplace or ideally, help introduce you either to their marketplace or 
share their influence or their credibility or whatever it is that they offer to help advance your 
business. And it doesn't have to be just for your own interest. It could be because it helps them 
deliver more value for their audience or for their client base. Or it could be that it makes their 
product more valuable because something that you offer isn't something that they offer, or 
something that enhances the sale, or something that makes before they do business with them 
more valuable, or something that is an add-on component later on. By being able to determine 
those types of things, we take people through a process saying, "Okay, who could be your 
potential affiliate partners?" And it's not just email marketing, it's not just social sharing, it goes 
much greater than that.


Pedram: 

Yeah, and we'll share a tool so that we can go in there and really help identify that. I used to do 
that, someone taught me early on, go find all the affinity groups on Facebook that are similar 
and just start going through. You're like, "Wow, the Center for Living Peace, "the Friends of the 
Earth, wow, I didn't realize "there's all these cool people out there." Then, you reach out to 
them and say, hey, we share the same message. How can we help each other? Synergy is 
really one plus one isn't two. I mean, it really builds value.


Spike: 

And it's the difference between exponential growth and incremental growth. If you walked 30 
meters, and every time you took a step you added one step, that's incremental growth. If you 
took 30 steps, you'd go about 30 meters. Exponential is that if you took those same 30 steps 
and every time you doubled it, by the time you got to 30 steps, you'd be traveling around the 
world several times. So being able to identify exponential opportunities that allow you to 
expand your growth as opposed to just adding the one plus one is two, but adding the one 
times two times two and just growing exponentially allows you really to have a much, much 
greater impact. And same with credibility, same with influence, same with messaging, same 
with product bundling, same with service opportunities. And people love to do business with 
people that are like them, people that they trust, people that they like. But also, I think even 
more importantly now, and probably more prominently now, is that people want to do business 
with people who share their values.




Pedram: 

And a lot of our entrepreneurs are value-driven. So, we're trying to fulfill the backside of that 
which is let's get your business robust because if you're not leaning into it and sharing your 
values, then shame on you. It's like they don't even know who you are. You haven't done 
yourself or them or the world a service by not really taking a stand for your values. You've got 
to communicate 'em.


Spike: 

Agreed.


Pedram: 

It's a big deal. So, we've got a lot of resources in this marketing section. Just get in, dig, and 
again, don't get overwhelmed. Do what it is that you need to do, but the basics and the 
fundamentals need to be there, and there's a lot more resources that we'll kinda consistently 
add as we grow the academy, but just know that these are your tools. We didn't put 'em there 
for posterity's sake. We put 'em there for you to get into 'em and roll up your sleeves and get 
to work. So, we'll see you in the next module.


