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Introduction

			You have finally found it. A very special place created for small business owners who are seeking to answer that common, nagging question: “Our products and services are the best around, so why am I always scrambling desperately to find new customers and clients?”

			All businesses face the same challenge: how to attract a steady stream of the right kinds of customers predictably, reliably, and consistently in order to produce steady (and growing) cash flow, to create enough confidence that you don’t have to accept work from crazy clients and customers just to make payroll next week!

			If this doesn’t resonate with you, chances are you’re not the owner of the business you work for. If you do own a business, then it probably does. And regardless of what industry you’re in, no matter how big or small your team may be and irrespective of past success, then we want to congratulate you for being an entrepreneur. 

			You are the engine of the world.

			Rest assured: while you hold this book in your hands, you are with other like-minded entrepreneurs—friends who know what it’s like to sit in the seat where the buck actually stops.

			This book is 100 percent based upon real-world, direct response, education-based marketing strategies that have the power to consistently, predictably attract the right kinds of customers and clients to your business. Each strategy you’re soon to discover in the pages that follow has been proven by thousands of small business owners in every industry you can imagine, operating in large cities and small towns and everything in between. You’re going to meet many of them in this book. They’re men and women of all ages, all attitudes, all walks of life; some of them are right handed, some left. Anyone can do this!

			You have worked hard, created a solid reputation, and done great work with a long list of happy and appreciative customers. But you’ve discovered that just doing great work doesn’t automatically attract prospective new customers.

			Let’s get this out of the way right now: the business owners who are out there bragging that they get all their business by reputation and referral … either they’re lying to you or their business isn’t serving nearly as many clients and customers as it could be (a polite way to say they’re broke). Or else they are naive to the facts, and there is a grown-up attending to the marketing of their business so that the children at the kiddies’ table don’t have to concern themselves with where the food comes from.

			So you’ve tried marketing. You’ve spent serious money on ads that didn’t work, direct mail that underdelivered, pay-per-click advertising that drained your bank account dry, and probably a host of other approaches, none of which delivered the results promised or expected.

			Like most entrepreneurs, you sometimes feel confused and overwhelmed. You’re getting hammered on all sides with “consultants” telling you to do one thing or another and feeling like you have to press harder to do more and more—just to get by each month.

			We are here to help you—to mute all that noise and provide you with a set of practical and proven principles, not just theories, tactics, or the latest technology. We’ll also be sharing the resources you’ll need to consistently, automatically attract customers who are ready, willing, and able to engage your business. And by that we mean a scalable marketing machine—not only to attract new leads but also to convert leads into appointments, appointments into customers, and multiply one customer into two, four, and eight.

			Free Bonus Materials

			We’ve created a marketing toolbox packed with tools, spreadsheets, templates, case studies, bonus lessons, and step-by-step instructional guides to help you as you learn and implement the teachings in this book. They’re all available to you, as a reader of this book, for instant download, complimentary. We strongly suggest that you download the toolbox now so you have these materials available as you begin to read.

			Scan the QR code below for instant access:
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			Marketing is an ever-changing world, as new media seems to pop up every day. But if you learn the principles that allow some of the most successful businesses in the country to attract a steady stream of new prospects, you can make any media work, in any market, at any time, regardless of what might be happening with everyone else.

			When you develop a machine that automatically feeds new prospects and customers to your business on a daily basis, you will never again have to feel the anxiety of wondering when or where your next infusion of cash flow will come from! In fact, you will finally know the answer to the question that haunts so many hundreds of thousands of struggling entrepreneurs:

			“Our products and services are some of the best around, so why am I always scrambling desperately to find new customers and clients?”

			Where Did These Ideas Originate?

			These ideas began with a discovery—or, more accurately, a series of discoveries—that could well form the most important realization you’ll ever arrive at as an entrepreneur.

			Because it’s not enough to deliver a great product or service. You also have to understand how to market so you can have customers to deliver products and services to. In other words, you have to understand marketing. You can’t just expect to do great work and therefore have that fact automatically attract customers to you. It just doesn’t work like that in the real world.

			Let’s think about this rationally for a minute—and you’ll understand just how misguided most business owners are when they brag about relying on referrals for all their business.

			Whether you’ve recognized it or not, you are mostly in the business of solving other people’s problems. The first thing your customers and clients probably want to do as soon as you’ve solved their problem is put that problem behind them and not think about it anymore. So it’s not like most of them are going around looking for opportunities to tell other people about your services. (At least not until we engineer a way for that to happen!)

			Which means that it’s naive to believe that customers evangelizing for your business is going to figure into the top ten, or even top one hundred, things any one of your customers is going to be thinking about on a daily basis. This is why when entrepreneurs go around bragging that they settle for only having as much business as referrals may bring, they are either lying, and in fact they’re out doing a lot of marketing that they’re just not telling you about, or they’re starving for business.

			If they’re starving for business—which is a condition affecting a statistically high percentage of small business owners—it could be they’re telling you the truth about passively waiting for the phone to ring, thereby leaving a mountain of opportunity for other entrepreneurs (like you), or they could be engaged in the wrong kind of marketing.

			Either way, we believe that business owners who neglect the marketing of their businesses neglect their responsibility to actively market the availability of valuable products and services that give their customers the opportunity to have better lives!

			Of course, most of the owners of struggling businesses who settle for just waiting around for the phone to ring, or who rely on the crap that passes for marketing for most small businesses, have likely never learned about the sort of direct response, trackable, education-based, highly ethical, and wildly profitable upstream marketing you’ll be exposed to in this book. So maybe we can give them a break. But the fact that you are reading these words right now means you are likely more entrepreneurially mature than most small business owners. And while those business owners still hold on to fairy tales about how “being the best leads to success,” you already know that

			
					you can be the most skilled technician in the world and still starve with no customers;

					you may offer the very best services in your market and still starve with no new customers;

					you can have a positive attitude that Norman Vincent Peale would envy and be as motivated as a participant at a Tony Robbins seminar and still starve with no new customers;

					you can stand willing to provide great value, great service, great expertise and still starve with no new customers;

					your business can literally be a paragon of virtue, with the world seemingly singing your praises 24-7, and even as you bask in their applause, you can still starve!

			

			The realization you’ve probably come to, which led you to this book, is this: you could very well starve, you won’t get rich, and you certainly won’t have peace of mind … unless and until you have an affordable, efficient, dependable means of attracting a sufficient flow of qualified prospects, customers, and clients.

			Most business owners sort of know this, but they still focus on everything but the one thing that will make all the difference in the world to their success: marketing.

			Entrepreneurs have a responsibility to market their services. People really need your products and services! But despite all the advertisements everywhere you look, it’s actually pretty hard for most people to find the help that they need.

			Need proof?

			Consider the fact that even a simple search on the internet produces so many advertisements. Of course, it’s possible that all those businesses spending all that money for all those ads are just complete and total idiots who don’t bother to track or measure return on investment (ROI), and so they don’t know they’re throwing their money away. And certainly, that’s exactly the case for many of them. But isn’t it more likely that the only reason you see so many businesses advertising so much on the internet (and elsewhere) is because, even if it could work a lot better, it must be producing at least some business for them?

			In other words, the fact that so many people find themselves with no better choice than to conduct a Google search to find the help they’re looking for is strong evidence that there are a lot of people out there who need help and don’t know where to find it.

			Marketing allows business owners who seriously study and embrace it to live up to the moral obligation all entrepreneurs should take seriously: to ensure that when a prospective new customer needs their services, they already know how to find them!

			Marketing also addresses the responsibilities all business owners have to all those who are depending on the business to remain viable—by generating a steady stream of prospective new prospects, which translates to predictable and growing cash flow for the business.

			When built, tested, refined, and proven to work—day in, day out—even when you’re not there working, your Automatic Marketing Machine will become one of the most valuable assets of your business.  

			In addition, it is critical to understand that many of the frustrations and internal problems you’re likely experiencing with your business today are because you don’t have a good marketing machine in place. Many businesses stand ready to provide great products and services delivered by caring employees with noble motivations. But they fail because they don’t have enough sales opportunities. To paraphrase Thoreau, most entrepreneurs lead lives of quiet desperation because they don’t know how to create a steady and sufficient supply of new prospects, customers, and clients for their business.

			Why This Book? Why Now?

			I—RJon—first met my coauthor Danny when he and his business partner snuck into an event that I was hosting for a few hundred of the entrepreneurs whose small businesses my own firm helps to manage.

			Danny crashed our gate with a style that caught my attention and eventually earned my respect. Good thing Danny handled himself the way that he did, and good thing I kept an open mind, because that first encounter could have gone either way, and I am so very glad it went the right way. It was 2012. I was forty-one years old. Danny was just twenty-six years old. In the years that followed, Danny has been a client of mine, and I’ve been a client of his. We’ve had the opportunity to collaborate on a number of projects for each other’s businesses and for mutual clients of ours. The common thread in our work together: a mutual obsession with the philosophy of direct response marketing and the power direct response marketing has to transform any business in any industry when properly applied and harnessed.

			The principles in this book have been taught in various forms for hundreds of years and have been tested over and again by businesses of all shapes, sizes, industries, and locations that use them to create a steady flow of new clients and customers. Throughout this book you’ll discover how entrepreneurs just like you have used the very same strategies to scale, grow, and differentiate their businesses—to rise above the competition and to quickly demand (and receive) top dollar for their products and services.

			We’re here to give you the entire vision plus the architecture that will allow you to make this vision a reality. To help you become the prosperous owner of a real business and to free you from the endless, desperate need for the next new customers and clients.

			The teaching in this book will allow you to create certainty and security and stability. It will give you the blueprint to create a continuous and steady inflow of desired customers and clients who trust your business, rely on your business, and refer their friends, family, and/or business acquaintances to your business. The teaching in this book will allow you to create equity and wealth, not just day-to-day income—though it will help with that too.

			This does not require any special background—just the commitment to use what you discover. You can apply it to any kind of practice serving any kind of market; in fact you’ll soon meet entrepreneurs in this book who will demonstrate exactly how this system worked for them.

			For now, know that you can build an Automatic Marketing Machine—and transform your business forever—with what you’ll discover in the following pages.

			Let’s begin.

		

	
		
			
Chapter One

			
Let’s Cut the BS and Make Your Small Business More Profitable

			“The truth will set you free. But first it will piss you off!”

			—Gloria Steinem

			The truth of the matter is that you have been lied to for a very long time. Or if it makes you feel any better, you’ve been fed a whole bunch of bullshit about how to market your business. And that is why you are where you are with your business instead of where we know you want to be.

			Where you may find yourself is frustrated, scared, intimidated, insecure, and overwhelmed. Yes, it can be very frustrating to know in your heart that you have the capacity to do great work, if only you could find better clients and customers that would give you the opportunity to show the world what you’re made of.

			It can be very frustrating, too, when you find yourself in the office in the middle of the night or on the weekends instead of with your family, enjoying the fruits of your labors, and all because your business can’t bring in enough customers to afford you the confidence (or the cash flow) to hire the help you need so that you can stay focused on only the highest and best use of your time, energies, and talents. It can be pretty scary, too, not knowing where the next customer is going to come from, especially toward the end of the month!

			And it’s even worse when you see other businesses with less experience and less expertise in your local market who seem to be getting plenty of customers to make the long-term, courageous business decisions you know you’d be able to make in terms of hiring, training, investing in equipment … and turning down the wrong customers or even the right customers who have the wrong needs.

			It can be very frustrating to see these business owners making the decisions you wish you could be making, doing the things with their businesses you wish you could do with yours, and living the life you imagined when you decided to start your business … all because they seem to have figured something out that for some reason still eludes you.

			Well, we have some good news and some bad news.

			The bad news is that much of this book is probably going to piss you off.

			The good news is that if you follow the very simple instructions you’ll find throughout this book in plain English, detailing precisely how and why to build an Automatic Marketing Machine for your business, it will also set you free!

			So let’s get to it.

			Who has lied to me, and why?

			That’s what you want to know, right? Well, at the risk of distracting you from taking action that will help you make things better, we’ll indulge your curiosity for a bit. But only so you can get it out of your system so that we can devote the rest of this book to helping you recover from the damage already done.

			Let’s start by defining the terms:

			First, let’s talk about truth. Truth is reality; reality is truth. In other words, it is what it is, and one of the fundamental facts about truth is that while it can be changed by a person’s actions, reality cannot be changed merely by your wishes or wants or desires and not even by how good a person you are. Truth is not in the eye of the beholder. There is no such thing as a perceived reality. There are perceptions of reality, of course, but it’s still reality that’s being perceived differently by different people depending on their tools of perception. If you want your business to be more profitable, you’ll take this point seriously: truth is reality, and reality is truth, and businesses that operate from a place of truth tend to be much more profitable, especially in the long run.

			Lies are an intentional misrepresentation of a person’s best understanding of the truth.

			Mistakes are the result of a person being wrong about their best understanding of the truth but doing his or her best to express it as honestly as that person can.

			Bullshit is created when a person who has not bothered to investigate, think through, analyze, or ascertain the truth about something nonetheless makes representations about it. The key element of bullshit is that the representations made could turn out to be correct or incorrect, but at the time the representations are made, the person making them hasn’t bothered to figure it out one way or the other. That’s what makes it bullshit. When you ask a person why they did or didn’t do something and they have no explanation and it’s obvious they didn’t think it through, then that smell you smell is probably bullshit in the air.

			So let’s talk about who has lied to you about marketing, and why:

			College professors. If they told you that you don’t need to concern yourself with marketing, that just being the best would be enough to bring your business a steady stream of profitable prospects, then they were feeding you bullshit or else they were mistaken.

			Your first boss. If your first boss told you that you wouldn’t have to worry about marketing, then your first boss was probably lying to you. Why? Maybe because your first boss didn’t want you to think about marketing because he or she wanted you to focus on just doing your job or because your first boss didn’t want you to feel empowered, since we all know that whoever controls the flow of prospects to a business ultimately has the power to dictate terms to that business, and so maybe your first boss didn’t want you to know that fact of life. Gee, I wonder why!

			Your marketing vendors. Unless your marketing vendors have been asking you some very detailed questions about your financial goals, the value of your average sale, your sales conversion rates, your cost of goods sold, and your company’s current and planned capacity to handle how much more business … and unless your marketing vendors have been sitting with you every month to review campaign performance, metrics, A/B testing results, and ROI, then they’re lying to you at least by omission. And if they’ve been feeding you a bunch of bullshit vanity metrics that don’t matter or telling you that they can’t or you shouldn’t track response rates and ROI for every dollar you spend on marketing, well then, they’ve been actively lying to you. Or if your marketing vendor or whoever is managing the marketing in your business is a friend of yours and it makes you feel bad to admit that your friendly marketing vendor has been lying to you, well then, let’s just say they’re incompetent and don’t know any better.

			Whatever helps you sleep at night.

			We’re going to talk a lot about marketing vendors in this book—and most of what we’re going to tell you isn’t good.

			That’s because, we’re sorry to say, most marketing vendors are flat-out terrible. Over the years, we’ve both seen horror story after horror story in which an unethical and/or incompetent marketing vendor collects fat retainer checks from an unsuspecting business owner—for months or even for years—and leaves them with nothing to show for their investment. It happens all the time. It’s sad but true.

			On the other hand, some marketing vendors are really great! And it’s important that you have quality marketing vendors on your team if you’re serious about building a mature, profitable, sustainable Automatic Marketing Machine for your business.

			So to help you hire your next marketing vendor with confidence, we’ve identified and organized a list of proven, skilled, results-oriented vendors who abide by the marketing principles taught in this book and are committed to honesty and transparency. To view a list of marketing vendors who have been vetted and certified by our team, scan the QR code below or visit www.AutomaticMarketingMachine.com/Vendors.
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			So yes … you’ve been lied to. Probably by many different people. And you’ve probably been fed a lot of bullshit along the way too. But let’s put the past behind us now—because by the time you’re done with this book, you’ll not only know how to recover from the damage they caused you, but you’ll know how to create a marketing machine that will create a tremendous amount of growth, wealth, and freedom in your life.

			The Key Fact about Your Business That You Must Embrace

			Without a sufficient and steady supply of potable water, nothing else about your life really matters, because within about three days, you’re going to die.

			Similarly, without a steady supply of customers and clients with whom your business can exchange valuable products and/or services for money, nothing else about your business really matters, because within a matter of months, your business will die too.

			Neither your most impressive professional credentials, the high esteem of your peers, the quality of your work, nor any of your past professional accomplishments can change this fact of life.

			Neither will your willingness to work long hours at the expense of your family, your deep commitment to your craft, or your high ethics and professional standards save your business from its fate if it can’t attract a sufficient quantity of high-quality prospects willing to exchange payment for a solution to their problem.

			Being more educated or talented or skilled or willing than others has zero value if your business has no customers.  

			Plus, it shortchanges all concerned when you show up as less than the best version of yourself after too many days of stress and too many sleepless nights worrying where the next prospect will come from … and all the obvious and predictable ill effects that follow. Many business owners harm themselves and others—including their customers—by denying this reality. They desperately want to believe that better is better: having better credentials, having gone to a better school, having more or better experience, having more integrity or a better work ethic, having paid their dues, investing in better technology and tools … even offering objectively superior products and services! Better should be enough. And lest we get into an argument about that—we totally agree! Better should be enough.

			Perhaps in an idyllic and just world, that would be so.

			But not in this world.

			In this world you are not automatically awarded what you deserve or think you deserve. It’s not a pure meritocracy. If that were the case, there’d probably be no rich criminals and no poor priests.

			Successful business owners know money moves about for its own reasons, and neither need nor deservingness are magnets for it. Instead cash flow depends on powerful, well-crafted, measurable strategies—a tried and true system—that works across all kinds of media.

			At this point you’re either getting it or else (sadly) you may be like most struggling small business owners, who keep experiencing undesirable results but still refuse to consider the possibility that what they believed from college professors, employers, and mentors about running a successful business might have been just plain wrong.

			Fortunately there’s a better way to attract clients and customers to your business, and it’s the philosophy that this book is built upon: direct response marketing.

			Direct response marketing dates back many hundreds of years. It’s not new. It just works. In fact the most effective digital marketing today and all the marketing you see taking place in the metaverse that actually works … it’s all based on tried and true direct response marketing principles.

			Direct response marketing is as proven as any of the natural laws because it is rooted in the laws of nature. Unlike laws made by human beings, the laws of nature are nonnegotiable, and you can’t appeal them. While you can ignore them (and many do), you cannot ignore the consequences of ignoring natural law, though many try.

			Too many struggling entrepreneurs attempt, at their peril, to negotiate the laws of nature upon which direct response marketing is based. But you cannot negotiate with the wind. You cannot appeal gravity. You cannot stop the tides. But if you have the courage, you will learn to harness these natural laws and let them work for you to carry you toward your goals.

			A much more effective strategy than continuing to ignore, rationalize, justify, or argue about it when your business produces undesirable results, year after year, is to change your strategy.

			Don’t just defend the unprofitable actions already taken. Don’t be an advocate for the forces that are working against you. Instead, embrace this new and exciting opportunity you now have to take new actions. This book gives you a new lease on life. Don’t miss the opportunity!

			One such strategy that hundreds and hundreds and hundreds of our clients have tried … and now swear by … is to build an Automatic Marketing Machine that harnesses the principles of direct response marketing and let the wind work for you instead of pushing so hard against it.

			We tell you all this now because it may require some patience from you and some practice to start thinking about your marketing in this new way.

			This switch is critical because …

			You’ve Been Set Up to Struggle Endlessly

			As the owner of a small business, you face the constant pressure of having far too much to do and never enough time to get it all done.

			If you’re not careful, you can get caught in a trap with growing stress from year to year because of the demands coming at you from seemingly every direction—customer attraction; sales; managing production; hiring, training, and managing staff; anticipating and maintaining the physical plant of the business; and financial controls so you don’t wind up growing the top line but forget to take anything home from the bottom to feed your family.

			It’s all an endless challenge—or rather an interrelated set of challenges—that most small business owners simply aren’t prepared for. Which is why most of them feel trapped. Because they are trapped.

			The way out is by constructing an Automatic Marketing Machine.

			To illustrate let’s just take a typical example of a very capable small business owner: an attorney running his or her own small law firm.

			Let’s say this lawyer is ready, willing, and able to work ten hours a day times five days a week times fifty weeks a year. Of course this doesn’t mean our hypothetical solo lawyer is actually doing billable work for clients ten hours a day. Instead this very busy but still struggling lawyer probably prioritizes time as follows:

			Do whatever legal work they can—maybe four hours a day—because if you don’t do the work in front of you, then clients complain, and you starve.

			Put out management “fires” in the firm—probably two hours a day.

			Get around to sending out some bills—this lawyer probably takes about half an hour per day to account for (make guesses about) the billable work done in between everything else coming at him or her throughout the day.

			Meeting with prospective new clients—maybe one to two hours a day—except usually the prospective new clients haven’t been prequalified, preeducated, or preconditioned to engage the firm, and so conversion rates are unpredictable, which leads to a lot of demoralizing inefficiency.

			Marketing usually happens as an afterthought whenever the well appears to be getting dry—the nonstrategic, unbudgeted, and likely random events of marketing probably average out to about one to two hours a day.

			Total: Ten hours a day.

			And there you have it: a recipe for burnout from overwork, perpetual unhappiness, and a lifetime of needless financial struggles.

			So let’s follow the money to examine this last point …

			Let’s assume the lawyer from our example bills by the hour and manages to actually collect all four hours a day that he or she bills, times five days, times fifty weeks. That’s one thousand hours per year. With a billing rate of $250/hour, this law firm is going to max out at just $250,000 per year, and that assumes all billables are in fact billed and collected, which is unlikely.

			And assuming this lawyer is willing or even able to keep up the pace of ten-hour days times five days times fifty weeks, we’re still looking at a struggling law firm with an owner who is on the road to burnout. Because working ten hours a day, five days a week, fifty weeks a year is unsustainable and unrealistic.

			But let’s say there’s some superhuman lawyer out there whose family is willing to go along with this sort of plan with no end in sight. After overhead the owner of this firm is still only taking home between $100,000 and $150,000 per year, at least until our superlawyer hits the wall and it all falls apart.

			Sadly, there’s no end in sight for this lawyer. No escape. No time off. No vacation. No sick days. No leverage. No realistic expectation of sustainability. Life sucks for this lawyer. Life sucks for everyone around this sort of lawyer. And everyone involved pays a price—the lawyer, the family of this lawyer, and the clients, too, because their lawyer isn’t showing up as the best version of him- or herself. How could anyone?
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