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It’s one thing to use social media to try to gain followers and get your name out there; it’s a totally different game to use proven direct-response marketing principles to drive more leads and profits. This book delivers the keys to selling directly to cold traffic on social media, increasing your lead flow and opt-ins, to creating celebrity status online. Whatever measurable result you’re after with social media, there are step-by-step strategies and simple, effective techniques in this book that will speed up the time it takes for you to get there and save you from frustration.


—JOE POLISH, FOUNDER OF GENIUS NETWORK, WWW.GENIUSNETWORK.COM


This is the best book in the market today to drive sales to your business through social media marketing. It shows you how much more money you could be making every day.


—BRIAN TRACY, AUTHOR OF THE PSYCHOLOGY OF SELLING, WWW.BRIANTRACY.COM


Forget about highlighting text or dog-earing pages … I actually ripped several pages right out of the book and taped them on my office wall for easy reference. I was just thumbing through at first and found a Facebook tactic that I used on my own group page and got massive engagement within the hour. Crazy! This is absolutely the best social media marketing book available.


—KEVIN KRUSE, NEW YORK TIMES BESTSELLING AUTHOR AND FOUNDER OF THE KRUSE GROUP, WWW.KEVINKRUSE.COM


Doubters Beware! Grizzled, head-in-the-sand marketers take note. Those who believe “clicks” are marketing, awaken! Yes, you must measure effectiveness of your campaigns. Yes, you want a highly leveraged ROI. And, yes, most firms have not yet figured out how to monetize internet-based marketing. That was me. But it doesn’t have to be you. Each chapter reveals solutions to help you implement a profitable social media marketing strategy.


—LARRY V. PARMAN, FORMER SECRETARY OF COMMERCE FOR THE STATE OF OKLAHOMA, AUTHOR OF ABOVE THE FRAY: LEADING YOURSELF, YOUR BUSINESS AND OTHERS DURING TURBULENT TIMES, WWW.CEOMAESTRO.COM


As the CEO of a company that lives and breathes automation, I can say with certainty that the everyday entrepreneur should get their hands on No B.S. Guide to Direct Response Social Media Marketing. Kim does a great job laying out the tools, templates, and resources you need to create high social media ROI. Dan’s commentary focuses on creating, tracking, and monitoring those social media posts which align with his focus on direct-response marketing. All in all, if you are looking to grow your business using social media, make this book your guide.


—CLATE MASK, CEO AND CO-FOUNDER OF KEAP (FORMERLY INFUSIONSOFT), WWW.KEAP.COM


If you want to understand how to move people to action with social media, dig into this book.


—MICHAEL A. STELZNER, FOUNDER OF SOCIAL MEDIA EXAMINER, WWW.SOCIALMEDIAEXAMINER.COM


This book puts the “direct” in “direct response” with clear, candid, practical advice for anyone trying to rise above the avalanche of social media outreach. Their emphasis on results—meaning revenue, not awareness—is honest and a refreshing reminder how to allocate our time and resources most efficiently.


—NELL MINNOW, AUTHOR, COLUMNIST, MOVIE CRITIC FOR BELIEFNET, AND FOUNDER OF MINIVER PRESS, WWW.MOVIEMOM.COM


Social media can be a gigantic waste of time and energy or a seriously smart investment for your business. If you want to know the ROI-based way of doing it right, read this book.


—YANIK SILVER, FOUNDER OF MAVERICK1000 AND AUTHOR OF MAVERICK STARTUP, WWW.YANIKSILVER.COM


FINALLY, a book that cuts through the social media B.S. and teaches the real secrets for turning leads into new and repeat business. If you’re ready to super-charge your business with social media, then read and absorb the strategies from Kim Walsh Phillips and Dan Kennedy. It will change your business.


—JAMES MALINCHAK, FEATURED ON ABC’S SECRET MILLIONAIRE, FOUNDER OF “BIG MONEY SPEAKER® COACH BOOT CAMP,” WWW.BIGMONEYSPEAKER.COM


A lot has been written about leveraging social media and we have been conditioned to believe it’s easy, and it just happens. I haven’t found a book that clearly tells you how to leverage social media to generate leads—until now. Dan and Kim show you how to get a strong ROI, increased sales, and explain why you shouldn’t worry about metrics that don’t matter: “likes” and “comments.”


—DAVID H. MATTSON, CEO AND PRESIDENT OF SANDLER TRAINING, WWW.SANDLER.COM


This book is so valuable that I’ve handed it to my staff to implement its techniques. Kim and Dan lay out exact methods with case studies on how they got the results, which are so often held close to the chest of marketers. They teach you how to convert cold leads to paying customers, and the exact metrics of options and lifetime value of a customer.


—DR. JEREMY WEISZ, FOUNDER OF INSPIREDINSIDER, WWW.INSPIREDINSIDER.COM


I’m usually a speed reader who can finish a book in a couple hours, but this book is so helpful that I savored it and read it slowly. I freakin’ love how Dan puts down social media because he’s voicing the issues that kept me from buying ads there. And I learned a lot from seeing how Kim’s process can lead to the measurable results that Dan demands.


—ANDREW WARNER, FOUNDER OF MIXERGY.COM, WWW.MIXERGY.COM


Social media marketing takes paramount importance in any business that seeks to grow. This book is loaded with ideas and strategies to help you grow an extraordinary enterprise.


—DR. NIDO R. QUBEIN, PRESIDENT OF HIGH POINT UNIVERSITY, WWW.HIGHPOINT.EDU


Walsh Phillips and Kennedy deliver everything you need to accelerate your business’ growth online without any extraneous fluff. In hard-hitting bullets, two masters arm you with actionable tactics you will benefit from immediately. I’m personally starting to implement their strategies and will be advising my clients to do the same.


—KAIHAN KRIPPENDORFF, CEO OF OUTTHINKER LLC, AUTHOR OF OUTTHINK THE COMPETITION, WWW.OUTTHINKER.COM


If you want to grow your company with social media, you must read this book. I’ve read and reviewed a lot of business books. There’s so much fluff out there. Not this book. Dan and Kim go into detail with specific business building strategies for a return on your time and money.


—CLAYTON MORRIS, CO-HOST OF FOX & FRIENDS, FOUNDER OF READQUICK APP, WWW.READQUICKAPP.COM


Every time you communicate, you are either adding value or taking up space. No B.S. Guide to Direct Response Social Media Marketing teaches marketers how to cater messages for their audience. Dan and Kim’s combination of direct marketing principles and social media know-how make it easy for business owners to target their audience and stand out from competitors.


—SALLY HOGSHEAD, NEW YORK TIMES BESTSELLING AUTHOR AND CREATOR OF THE FASCINATION ADVANTAGE® ASSESSMENT, WWW.HOWTOFASCINATE.COM


If you want success and a life of purpose, you can’t let fear and doubt bring you down. Read this book to empower you to own the social media space and let your light shine to those who desperately need to hear your message.


—MARSHAWN EVANS DANIELS, ATTORNEY, AUTHOR, AND SPEAKER, MISS AMERICA AND NBC’S THE APPRENTICE FINALIST, WWW.MARSHAWN.COM


A lot of time and money is wasted on social media marketing. Many so-called “experts” expound theories and strategies that simply don’t work. In direct contrast, this book details how to take Dan Kennedy-style direct response marketing and apply it to social media to ensure real results. If you are going to use social media marketing for your business, arm yourself with this book by Kennedy and Walsh Phillips.


—RICH SCHEFREN, FOUNDER OF STRATEGIC PROFITS, WWW.STRATEGICPROFITS.COM
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In the Last Moments …


by Kim Walsh Phillips


In the last moments of finishing this book, I received the unfortunate news that Dan Kennedy had come down with an infection and only had a few days left to live.


I was in Capri on holiday, and although I was with close friends, none of them were part of this world of crazy pants direct-response entrepreneurs who would fully understand the impact of this news, nor did I want to ruin their vacation. So, I turned to the very thing this book is centered on … social media. There I got to see story after story shared about the difference Dan had made in others’ lives. (See just some of the many stories shared on pages xvi to xviii.)
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Not only did it provide comfort and solace, but inspiration to continue to pursue the mission of this book … helping you get your message out in a way that people will listen and more important, take action.


Admittedly, I love the irony that tribute after tribute was posted on Facebook about a guy who could only be reached with a fax machine.


While it wasn’t easy to complete the book not knowing if I would be able to talk to my co-author again until we get to heaven, I knew finishing this is exactly what he would have wanted. That and making sure there are a lot of calls-to-action in each chapter. In miraculous news, as the book was in final editing, Dan recovered and literally walked out of hospice. His living legacy lives on.


If you want to truly honor him while he is here to appreciate it, read, absorb, and then take action. His legacy multiplies the more we all succeed.


A Lot Has Changed … March 3, 2015


That’s when the original No B.S. Direct Response Social Media Marketing book was submitted for print. To say a lot has changed since then would be an understatement.


Barak Obama was president, Facebook Live was just available to celebrities, and Meerkat and Periscope were supposedly the next biggest things. Today Facebook Live is one of the most effective ways to grow your business on social media.


Back in 2015, Instagram was used to show chiseled physiques and not something you’d use for business.


Now with over a billion active users, it is rich in opportunities to generate leads and flip them into sales, regardless of industry, niche, or geographic location. And it is still possible to grow this platform organically, aka for free.


Personally, a lot has changed as well.


Dan Kennedy went through another sale of GKIC Insider’s Circle, now No B.S. Inner Circle, purchased by one of his longtime proteges, Adam Witty.


I sold my marketing agency to Josh Turner, founder of LinkedSelling, enabling my dream of devoting time to growing a coaching and training business, Powerful Professionals. And the focus? It worked. Powerful Professionals was just ranked No. 475 on the “Inc. 5000” for the growth we’ve had since 2015.


Dan released multiple books since 2015, including the new Magnetic Marketing: How to Attract a Flood of New Customers That Pay, Stay, and Refer (ForbesBooks, 2018), https://amzn.to/2liZfqc, and I released my first solo book under Entrepreneur Press, The Ultimate Guide to Instagram for Business (Entrepreneur Press, 2017).


Dan still hates social media with a venomous passion, except for how it can make money for him and his clients.


I still love it, for not only the ROI from my audience of a million plus, but also because of the power of community. I’ve seen firsthand how an online network can bring comfort to a grieving parent, resources to a family post-fire, and joy for those achieving milestones.


Yes, there are problems—dollars wasted by businesses, a comparison trap of “grass is greener” envy, and a time suck of epic proportion.


But that’s humans, my friend, not the media. The good news is, your story can be different: one of success and triumph; one of years of hard work that leads to your “overnight success” and becomes folklore for those entrepreneurs who come after you.


You are different because you have chosen to arm yourself with the knowledge, strategy, and path to accomplish your goals. That—along with your gumption and a little chutzpah—is all it takes.


In this edition, we’ve revised a lot. There’s a chapter on Instagram and LinkedIn, how to use live video to generate leads, and the power of filling your sales funnel through social media, and so much more.


The strategies are timeless and the techniques up to date.


Start with the Introduction, and take action one strategy at a time. No matter how slow you go, keep moving forward.




Introduction


Why Would I Write a Book About Social Media and More Important, Why Should You Read It?


by Dan Kennedy


Everyone’s talking about it, but nobody knows what they’re talking about.


As pervasive as this nonsense is, the buzz is becoming quantifiable, and more businesses are feeling pressure to join the social media bandwagon. But what are consumers’ purchases really telling us about social media’s influence? And what mistakes can you hope to avoid without falling victim to the buzz?


An unbiased, independent poll conducted by Gallup in May and June 2014 revealed that 63% of consumers are not influenced by social media regarding their buying choices, and only 5% claim social media has significant impact on their buying decisions.


According to the May 26, 2017, Social Media Week article titled “How Social Media Is Influencing Purchasing Decisions,” “Seventy-four percent of shoppers make buying decisions based on social media.”1 The Sprout Social 2019 Index dives a bit deeper on the subject, making the point that “this shift isn’t specific to B2C companies. B2B businesses are benefiting from social media’s purchasing influence too. Marketers need to identify what types of content and social actions will take that connection a step further. Sixty-one percent of social followers said posts offering discounts could encourage them to make a first purchase, while 45% said informational material would convince them to buy.”2


I have no love affair with social media. In broadest context, I consider it a “cancer of narcissism” destructive to society, a way for people to feel important with zero reason or merit, thus removing essential motivation for a creative and constructive work. It brings other ills, too, with which I won’t bore you.


As a marketing and sales media expert, I lean toward Tupperware CEO Rick Goings’ characterization of it as “antisocial media.” I see enormous waste of time and money by people creating small and unscalable traffic but also, in some cases, huge traffic to YouTube videos, Facebook sites, etc., with little monetary results.


But with all that said, I hold stock in a tobacco company, so I am not above making money on things I would not personally consume, and even consider a plague on society.


I also know smart people who manage to consistently use social media for real lead generation and produce directly creditable sales results.


So despite being a giraffe on a tricycle about all this, I’m in it. The reason I tell you this is to make the point: There are times in your life you are going to feel, maybe actually be, and certainly be looked at, like a giraffe on a tricycle.


Sometimes you volunteer for this—like my early days in speaking. “Awkward” doesn’t even come close. Sometimes it is pushed upon you—my corporate and personal bankruptcies all those moons ago. “Humiliating,” “depressing,” and “frightening” are inadequate adjectives.


When asked how he arrived at his brilliant discoveries, Einstein said, “I grope.”


Much has been said and written about trying to abbreviate the qualities and characteristics and behavior of top achievers, mostly in futility. There are no correct simple answers to anything, but if you had a gun against my pet—The Million Dollar Dog’s cute little head—and demanded the ultimate abbreviation, I’d say, resilience.


That includes a lot of groping … with the new, with the difficult, with problems.


For at least as long as I choose to keep working at my trade, I must agree to some groping and coping. It’s all OK. It is never what you bungle that defines you or your success.


Robert Downey Jr. is today a hugely successful and extremely rich actor. Only a handful of years ago, he was in and out of rehab, unbankable, uninsurable, and written off for dead by most in Hollywood.


Two real estate crashes ago, Donald Trump was fundamentally bankrupt, bedeviled by multiple creditors (including Chinese bankers), publicly embarrassed, and written off as dead by much of the media—the same media that genuflects today. Such stories are the true stories of the rich and most of the rich and famous.


The fact of the matter is, I decided it was important to co-author a book about direct-response social media marketing, and again with this revised edition, because no matter what I say, you are most likely still going to move forward with it. And in fact, some of the time, I recommend that you do.


I do have clients getting direct, profitable results, and I do see legitimate marketing being done in this venue. If you venture into social media, handle it with care. Do not be peer-pressured to follow how others are using it. I’d say 99% of them are doing it wrong.


One of your best defenses is to stay grounded about profit—not gross revenue. Real profit is the only proof of sound strategy or (as an investor) of capable management. I actually sat in a corporate boardroom and listened as a board member urged one small company’s leaders to copycat a Facebook strategy, using a big name company (in a different, unrelated industry) as the shining example to emulate—despite there being no evidence of any kind of profit derived from its grandiose exercise.


Incredibly, the others took him seriously. They should have burned him at the stake.


This is not to say that online or social media can’t be made to disgorge profit. Chris Cardell, a client of mine, described his uses of this media to earn great profits. My co-author Kim Walsh Phillips also created real, measurable, and profitable results from social media for her clients I know personally—and people I know can count. And now that she sold her agency, her students tout success in the strategies she teaches at Powerful Professionals.


This is why I wrote this book with her. She uses direct-response marketing principles to drive real results and profit. This must be your standard—money math—and no other.


Unfortunately, most businesses proceed without caution and make a lot of mistakes in the process. Proceed with extreme diligence to ensure you are not in the majority. Once again, that isn’t the wise place to be.


Data Speaks Louder Than Beliefs


by Kim Walsh Phillips


My heart was beating so fast I was sure everyone else in the room could hear it. Boom, boom boom … boom, boom, boom …


After I was done sharing my cost-per-client acquisition numbers and that my specialty was direct-response social media, the man said, “A social media person who actually cares about the numbers? I’ve never met anyone like you before. I’d like to hire you to work on my social media and bring you in to speak at my event of Shark investments.”


Inside I was freaking out. Kevin “Mr. Wonderful” O’Leary from NBC’s Shark Tank just asked me to do consulting work for him and speak at an event with people from the show. I mean, could this really be happening?


While my insides were a cyclone of pandemonium, I managed to squeak out, “That sounds like a great plan to me.”


All I could think was: Wait until I can tell my husband what just happened …


The Tall One (aka my husband Ian) and I spent many a Friday night after putting our girls to bed snuggled up on the couch geeking out on watching Shark Tank. We’d make bets on whether or not the entrepreneurs would get the deal, roll our eyes at some of the silly answers the guests would give, and always agree with Mr. Wonderful’s assessment.


When I got the chance to work with Kevin as a consultant for his investment firm, it was a giddy fan girl moment. And it just got better.


Turns out, he’s incredibly kind in person, but still no BS when it comes to business. That made me even more of a fan girl. He listened without hesitation to advice about his social media marketing and immediately saw a positive ROI.


We were hired to work with his investment firm, O’Leary Ventures’ newest initiative, Beanstox, a mobile app (see Figure I.1). Beanstox puts the power of investing in the hands of anyone who’s ever wanted to invest in stocks. Through the app, you can invest in big-name stocks, such as Apple and Disney, and do so by purchasing only a small percentage of a share. For example, you can make your first trade for less than $15 total.


FIGURE I.1:Beanstox App
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We were hired to increase Beanstox’s paid subscriptions. They had invested in other marketing avenues previously—such as radio and promotional appearances—and while they had some success, they were only seeing a 5 to 10% conversion rate from free downloads to paid subscriptions.


This seems to be a common challenge within many businesses; they can bring in prospects with free “lead magnets” or free app downloads, but when it comes to the actual exchange of money, sales aren’t where they want them to be.


In comes the power of direct-response Facebook marketing—a Facebook ads campaign focused on the goal of getting paid subscribers. We started by testing several variations of the campaign using assorted videos of Kevin, static images, and different copy options.


The results? Mr. Wonderful-worthy.


Daily downloads increased more than 300%, from around 40 per day to up to 120 per day with the addition of Facebook marketing. Within two weeks of launching, the conversion rate more than doubled (see Figure I.2).


FIGURE I.2 :Beanstox Conversion Rate
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Beyond the front-end Facebook campaign, we identified additional areas where the campaign could be optimized. For example, we saw that Android users were coming in at a higher cost, so we dove deeper into the data to find out why. We identified that Android users are shown a permission request to share various pieces of information with the app (photos, locations, etc.) instead of going straight to the app download. This was preventing potential users from completing their download process. Identifying these types of opportunities for optimization throughout the entire funnel is a key for maximizing results.


The overall ROI on the Beanstox campaign, including the fee paid to my firm, was over 200%. As in, for every dollar Beanstox put into marketing, they received more than two dollars back.


As Mr. Wonderful would say, that’s what “showing the numbers” is all about.


If you want a ringing endorsement of social media providing an ROI that is measurable and trackable, take it from a guy notorious about the numbers. Kevin said:


Not only is Kim the first social media marketer I ever heard that even mentions ROI, but that is her main focus. She is the first marketer I have ever recommended to all of my Shark Tank investments and who I use for my personal business. She has my full endorsement.


I went from working with Kevin’s investment firm to growing his celebrity Instagram and Facebook accounts. Using the same strategies I now teach, we saw immediate—like while we were still meeting—growth.


Seeing such success from projects where I worked directly with him, Kevin invited me to consult with some of his Shark Tank investments, several of whom became clients themselves.


When I sold my marketing company, Elite Digital Group, at the end of 2017 and launched a mastermind, one of Kevin’s investments—Snarky Tea—joined and is still a member to this day. (See the Snarky Tea campaign on page 179.)


At the last event I went to with Mr. Wonderful, he gave me several bottles of his Kevin O’Leary Fine Wines as a gift. I mean it’s a tough job, but someone has to do it … (As a side note, they are under $20 a bottle and delicious. Worth checking out, as you can see below.)
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I’ve had the chance to work with several celebrities over the years, both at my firm and now in our coaching business Powerful Professionals, including Top Chef superstar Stephen Asprinio when he opened his first restaurant, Nat King Cole’s Generation Hope foundation with his daughters to raise money for students who can’t afford instruments, and several TV and movie superstars presently.


The good news is, what works for them works for regular folks, too. You’ll find case study after case study—from B2B to B2C, from online business to offline business, from local to national—in the pages of this book. Pick your favorite and launch right away to start getting leads and turning them into cash-paying customers within a few minutes.


And because social media’s “how to” changes faster than Katy Perry’s hairstyle, we’ve put together a cheat sheet for you to get it all done quickly. Get yours at Nobssocialmediabook.com.


No matter what, remember … Results rule, period.




#NoBSsm Social Takeaways


Note: Throughout the book, you will find a synopsis of key points. Use them to post on your social media networks, and be sure to use the hashtag #NoBSsm. We will be monitoring this hashtag and will jump in to reply, continue the conversation, and give out prizes. Go ahead and post one from the list below now.


•  One of your best defenses is to stay grounded about profit. #NoBSsm


•  Let profit be the true measurement of results. #NoBSsm


•  Arm yourself with best practices and keep a doubter’s watch over the results. #NoBSsm


•  Social media marketing still carries the same rules as all other marketing—results rule. Period. #NoBSsm








1 https://socialmediaweek.org/blog/2017/05/social-media-influencing-purchase-decisions/


2 https://media.sproutsocial.com/uploads/Sprout-Social-Index-2019.pdf?utm_medium=Email&utm_content=GuideTrigger




CHAPTER 1


In Search of


Something Better


How to Find Profit in an Unprofitable World


by Dan Kennedy


Regardless of the media, be profit focused.


Some media readily lends itself to direct-response advertising and marketing. Some doesn’t. Social media, for the most part, doesn’t. It is like trying to use Jell-O as cement.


Marrying social media (which has its own profound culture, cultural norms, and participant expectations) with direct response (which has clear and, by definition, direct purpose) is like an arranged or forced marriage between strangers distrustful of each other and from different ethnic, religious, or socio-economic backgrounds. To reach back, it is reminiscent of Lonesome George Goebel’s line about feeling like a pair of scuffed brown shoes worn with a formal tuxedo. It is, frankly, a poor match.


Still, it is also now necessary.


If I bowed to my own preferences, I’d advise you to ignore all of it. But even if I did, you won’t, and I’d be a tree falling in a distant, deserted forest.


If you are going to be drawn into the ever-expanding morass of social media (and it is extremely unlikely you won’t be), then you need to insist it repay all the attention, time, and money you invest in it. I doubt you’ll stay a stubborn opt-out as I am personally. You obviously bought this book because you’re already in and getting deeper.


With two exceptions, all my private clients (as of this writing) are in. Most are managing—with some difficulty—to make it pay. That’s the thing. You cannot afford to just let it play. It must


You can’t afford to buy into nonsensical “new metrics” promulgated by the promoters of social media or by users ignorant of—or by virtue of employment by big, dumb companies—divorced from real economics. If you feel you must have presence, if you must participate, you must make it pay. In real dollars, not imaginary, hopeful metrics. Money.


We are all in the money business. Not the likes, friends, views, tweets, retweets, and viral videos business. The Money Business.


Most fail miserably at The Money Business. Only 1% get rich, and only another 4% achieve significant financial independence from owning and operating businesses of their own. The other 95% come up way, way short. One reason for all this failure is naïve, fantastical, delusional thinking and false optimism vs. accurate thinking. Weak-minded, thus overly influenced by peers, staff, a vocal minority of customers, popular fads, and each new, bright, shiny object vs. tough-minded thinking focused on direct profit from every investment. To that end, incidentally, I urge getting and reading my scariest, toughest, bluntest book, No B.S. Guide to Ruthless Management of People and Profits (Second Edition). You don’t want to fail at The Money Business.


Social media as a direct-response marketing tool has another problem: a growing hazard. Its chief owners at Google, Facebook, and others don’t like it. They dislike harsh, factual measurement of return on investment. They are openly, busily striving to attract more and more big, dumb corporate advertisers with big buckets of Wall Street money and a love of brand and image and bragging rights through numbers divorced from direct sales. They are in hot pursuit of advertisers who do not insist on direct return on investment. They have outright said as much, and I have been reporting on this evolution in my newsletters, notably The No B.S. Marketing Letter (GKIC.com).


The trouble for you is, these big brand advertisers are kings, queens, princes, and princesses moving into the social media castle. They view you as part of a rat infestation, and the castle landlord is very sympathetic to their wishes.


Trying to do marketing that actually works in this environment grows more difficult by the day. In fact, Facebook is regularly throwing advertisers right out the back door of the castle. To get back in, companies are required to redo their sites and behavior in ways that neuter effectiveness. Do not underestimate this problem.


Still, it now seems necessary to engage in this struggle—as sanely and smartly as possible. It is for that reason that I agreed to act as “chairman” of this book and that I chose Kim Walsh Phillips to be its “CEO.” In a field rife with fools and charlatans, I and my clients have found her to be a rare truth-teller—someone who views this media collection accurately and not through rosetinted glasses under the influence of Ecstasy, and someone who does understand direct response. She is a trustworthy sherpa through a dangerous jungle.


My Two Instructions


My message about all social media and about this book is a simple one: Be careful and be demanding. Brook no bullshit.


Consider Twitter’s former CFO, Anthony Noto, who infamously erred in sending a private message out into the public arena. As he painfully discovered, once such an error—of mechanics or of impulse—is made, it can be forwarded to the universe—fast—and it can’t be stopped.


The news is chock-full of executives, celebrities, and athletes being wounded and, in a few cases, ruined by an ill-advised tweet or Facebook post. Or, for that matter, hacked email. Even the private is no longer reliably private. Sony Pictures execs found this out. These same mistakes made even more commonly by small-business owners and entrepreneurs never make the TV news or get reported in The Wall Street Journal, but they foster mayhem just the same. This is also an environment where every complainant and every looney bird has a megaphone. The more you are present and active, the more you expose yourself to their type of social media terrorism: negative reviews, outright attacks, and bothersome complaints to the Facebooks of the world. This must be closely monitored and managed. It’s a price of playing in this sandbox. It carries an actual price tag.


Be careful, too, not to treat any or all of this as a replacement for any other media or for a sensible multimedia business strategy. The worst number in business is one. Don’t count Facebook, Twitter, LinkedIn, etc., as three, five, or 50. Social media is One. If you are overly dependent on any One, you are overly vulnerable—at enormous risk.


My client Chris Cardell in the UK is extremely clever about using Facebook profitably. At the time I wrote this, he was merrily minting money with it. But you couldn’t take direct mail away from him at gunpoint. He also uses pay-per-click and email, online video sales letters, radio, TV, and newspapers. He won’t be caught being lazy about this. And if Facebook boots him from the castle, he’ll survive quite well. More than enough will still be coming for tea ‘n’ crumpets.


A different client, after months of tussling with Facebook, getting booted and then getting back in, finally walked away. This client has upped advertising in newspapers nationwide and is happy about the results.


I can’t tell you what your decisions should be. However, this book can certainly help you make the best possible choice. What I can tell you with ironclad certainty is that over-dependence puts you in peril. The only secure strategy is a multimedia marketing strategy and a multichannel sales strategy.


If you are a success with social media, fine. This book can be a huge help. But if more than 20% of your leads, customers, or revenue comes from social media or more than 20% of your relationship with customers relies on it, you are a fool who is cruisin’ for a bruisin’.


Next, be demanding. In a poll reported in USA Today, 61% of small-business owners could not document or prove any direct return on their investments in social media activity, yet 50% said they were increasing time and money commitments—and only 7% said they were cutting back on it. Incredible. The CEO of a social media agency insisted those latter business owners were wrong. He claimed they do get returns from social media activity—they just don’t know what they are when they see them. If you like being told you are an idiot, you’d love this guy. I sleep pretty soundly, but I know whether I’ve had sex during the night. Nobody’s going to tell me I am having a lot of sex but just not smart enough to know it.


After one of retail’s big days, Black Friday, another USA Today article reported a 40% increase in social media campaigns by retailers like Walmart, Sears, and Amazon, yet IBM Smarter Commerce (which tracks sales of the top 500 retail sites) reported a decrease in online sales that day. Then an expert said, “While it may be hard to track how all this drives sales, most retailers agree that having people talking about their brand or store is better than not.”


Advertising software automation company Nanigans revealed current research in October 2018 detailing retailers’ ever-evolving Black Friday strategies. According to their data, “Marketers revealed that a quarter of their annual ad budgets are used to target shoppers during Black Friday/Cyber Monday weekend. With total U.S. digital ad spend by retailers expected to exceed $23 billion in 2018, retailers plan to allocate almost $6 billion in media toward this four-day period.


In terms of where advertisers are putting their dollars, the Facebook-Google duopoly is the clear winner. Retailers indicated that Google Search and Display (35%) and Facebook (18%) dominate their planned channels, but Amazon is a close third (15%). This underscores the appeal of Amazon’s evolving online ecosystem to retailers and reinforces the company’s growing momentum in digital advertising.
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Shaun Buck
August 21
I wits this post with a heavy heart. My mentor since | was 16 and before
he knew he was my mentor Dan Kennedy only has days left with us here
on Earth.
Dan and his teaching have literally changed my family tree.
| remember waking into a bookstore at 16 years old scared because | was
about to be a Dad and reading  dozen or more business books.
The only one | purchased | made was book authored by Dan Kennedy.
That started me down a 24 year journey of learning from Dan. His
teachings and those of Bill Glazers are what guided me in starting
Newsletter Pro. His courses and lessons shaped much of the foundation
of the marketing | use everyday for my clients and TNP.
1 remember telling my Wife many many years ago that if | was ever
featured on one of their Gold Call interviews | would have officially
arrived. | hit that goal a few times and even had a ful circle moment
when | co-authored the No BS Guide to Maximum Referrals with Dan.
1 can honestly say | wouldn't be here at this stage of my lfe o even own
the company | own without Dan Kennedy.
Thank you Dan for the years of guidance, thank you for being a massive
part of changing my life and my familes lives.
1hope you Rest In Peace and although | don't know where your heart is |
hope to see you again in Heaven one day.
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1am sitting in the airport
My plan for weeks was to finish our book while traveling and for the long
fight home.

‘The newest edition of our No BS book is due to the publisher.

1 was supposed to

But instead, | am reading all of the posts of peaple telling stories of how
their lives were changed by Dan.

Not only am 1 struck by the incredible legacy this man has made but I'm
in awe of the amazing people I've gotten to know because of him.

This photo is from the first time | met him,

1had no idea then that | would get to know him, would be able to
eventually call him a client, Mentor, co-author and friend. But | knew that
1 had met someane incredibly special

Even i he did despise social media, and women with hyphenated last
I1tried to tell him often how thankful | was for him but as often is the case
when we can't see someone anymore, | wish | had told him more.






OEBPS/images/pgxxix_1.png





OEBPS/images/pgxiv_1.png
GET YOUR “NO B.S. GUIDE TO DIRECT
RESPONSE SOCIAL MEDIA MARKETING”
FREE BONUS POWER PACK!

Get over $2,661 worth of bonuses including...

PREMIUM CHEAT SHEETS

* 27 Ways to Monetize Your List Now (§97 value)
« Instagram 21 Day Blueprint ($197 value)
« The Three-Line Post Formula ($97 value)
* Time Saving Tools (§97 value)
* How fo Create and Launch a
Blog in 10 Minutes ($197 value)

BONUS TRAININGS

* The Secret to Getting More Customers
Exactly Like Your Best Customers Now ($297 volue)

* Facebook Live Workshop ($297 value)

* Outsourcing Hacks to Get Work Done for You for
Pennies on the Dollar ($197 value)

* Facebook Ad Secrets ($297 value)

* Speed Method to Create Lead Magnets (§297 value)

« The Digital Course Launch ($197 value)

* Get 10,000+ Fans Now Masterclass (5197 value)

« The Social Sales System Challenge ($197 value)

WWW.NOBSPOWERPACK.COM






OEBPS/images/pgxviii_1.png
Lee Milteer
August 22.@

FROM LEE MILTEER | have not spoken yet publicly but DAN KENNEDY is stil
inHospiceandhas NOT pased a5 of et 0 mattr WHAT OTHERS A
mourning . We will Nave 3 CEAEBRATIONof Lis even at the G Srnit
in Oct for Dan in Denver. It would be important for you to be there to
participate in this Life Celebration 5o we can process his leaving and truly
‘CELEBRATE his Iie. Please go o the landing page Adam Witty has had
created to share your Prayers, love and appreciation for Dan so th

Kennedy family can read your thoughts and read some of them to Dan
https://ankennedyribute.com/

Love to all of you. Lee Milteer
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DANKENNEDYTRIBUTE COM
Atribute to Dan S. Kennedy - A Personal Letter from Dan S.
Kennedy






