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If your internet business isn’t cranking along the way you want it to, there may be 
a few very specific reasons. Some of the common ones are: not creating a bona-
fide expert presence online so that prospects find you credible and trustworthy 
when they first encounter you online, not having an integrated connection 
campaign that includes multimedia elements such as email, audio, and/or video 
components to maximize emotional congruence through maximal exposure to 
multimedia inputs, and struggling with focus during the course of the day, to 
simply implement what you know needs to be implemented in your business. 
 
You see, when you have a bona-fide expert presence when someone finds you 
online, you immediately create a frame that leads them to believe that you are 
credible and trustworthy, and credibility and trustworthiness are critical if you 
want an online client to invest with you. This is much more important online than 
offline, because offline you can talk with someone face to face and they can see 
and hear your authority, expertise, and credibility. But online, it is rare that you 
meet someone face to face, and many times it can be a 100% virtual experience, 
so it is critical that you have already established the foundation of credibility 
online before talking with them or attempting to sell them either personally or via 
emails, sales letters, or teleseminars and webinars. If that credibility foundation 
is not in place before you begin the sales process, it can be an uphill battle to 
create it later. 
 
Once you have that initial first-impression and frame in place, then you transition 
to building on that credibility and trust foundation via an integrated connection 
campaign. This might involve email, audio, video, and/or social media. But the 
real key here, and this is more important than necessarily which elements you 
use, is that the elements you use are emotionally congruent and consistent. For 
example, if you have one person make your videos, another write your emails, 
and still another coordinate your social media campaign, you might be 
inadvertantly behaving differently (for example, using a different “voice”) in each 
element.  
 
This creates a scenario of cognitive dissonance in the gut of the prospect, and the 
campaign just doesn’t feel right. They don’t know why, it just doesn’t “feel right” 
to them. Humans don’t have to know why something is amiss to avoid it. It’s kind 
of like an apprehension you might feel approaching a dark alley at night. You 
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might try to avoid that dark alley if possible, yet if someone were to ask if you 
were scared, you would likely say “no,” but having said “no” you would still know 
something didn’t “feel right” so you chose to avoid the alley. 
 
The same thing is the case with your prospects when the email, audio, video, and 
social media campaign doesn’t “feel right.” And worse yet, if your competitor is 
doing a better job making it “feel right” - in other words, creates a more 
emotionally congruent campaign - he may win the business even if you are better, 
can offer better results for your clients, or even priced lower than your 
competition! 
 
The third area that might be holding you back in growing your online business is 
more abstract, and thus harder to deal with than the above 2 scenarios. 
 
It involves focus and the ability to implement in a busy world. For example, you 
may know what you need to do, perhaps writing new web copy, creating a 
powerful connection campaign, or creating that expert presence, but each day 
when you think about doing it, something comes up. Like clockwork. 
 
Or you might try to work on the important things, maybe you even set time aside 
for them, and yet you feel like you can’t focus when you are working on your web 
business. And if you can’t focus, you usually can’t get the job done! 
 
What often is happening is a lack of focus. Perhaps you feel scattered, or you just 
don’t know what to do next. Or you know what to do next, but your attention isn’t 
right, so you keep getting stuck.  
 
This is the hardest issue to deal with, because it is usually internal, not external, 
but it feels like it is external. For example, the perceived issue is that email keeps 
interrupting you, but in reality, your email has no power to control you. Instead, 
internally, you have allowed a condition to develop where you are literally 
addicted to the feeling that happens when you click on an email. And when you 
have to avoid clicking on an email, then you feel a level of withdrawal. And that 
dopamine-hit then withdrawal pattern may occur hundreds of times a day, and 
after awhile the addictive feeling becomes habitual, and it becomes your habit 
that email appears to control you. 
 
Or you may not be able to focus on the task at hand. And it’s probably not that 
your “focus muscle” is not working; you can focus just fine if you go to a ball game 
tonight. But instead, your mind tells you that since what you are working on will 
not impact or improve your business for, let’s say 30-60 days, then the email in 
your inbox which is relevant today is more important. Of course, in reality, the 
long term work you do on your expert presence and your integrated connection 
campaign is much more important, as it’s completion (or lack thereof) will dictate 
your future new-business level and the revenue associated with that. But 
intrinsically as humans, we are wired to naturally deal with what is an issue right 
now as opposed to the future (if you are in a savanna and a cougar comes at you, 



moving NOW is far more important than planning a crop that may or may not 
turn into a harvest in 90 days. So we are literally wired as humans to prioritize 
the urgent, rather than the important. 
 
So what about you and your business? Is your expert presence on your website 
and your web foot print living up to your established expertise? Is your email and 
social media campaign completely psychologically and emotionally congruent so 
that prospects are maximally induced to invest with you? Are your future goals, 
steps, and projects solidified to such a degree that their importance wins out over 
the daily interruptions, or do you feel controlled by the daily events such as email, 
social media, and immediate revenue issues? 
 
If you’ve said “no” to any of these questions, read on... 
 
 
 
We Are Entering the Expert Age, the Age of the Expert 
 
You see, when the internet got started, the key was just to put up a web page 
selling what you taught or sold, and if you were the first person to get a page up, 
then you got sales. Because there was very little competition. 
 
Then we entered the search engine age. That happened as perhaps dozens of 
competitors entered your niche, and the way to get sales was to get to the top of 
the search engines. You could get your sales page or squeeze page featured in 
google. The main name of the game was links - the more inbound links you had, 
the higher you featured in the search engines. 
 
Then hackers and spammers made that process degrade, so the search engines 
have made it harder and harder to rank sales pages. Then we entered the content 
age - you got traffic to your site by having content online and getting the search 
engines to feature your content. 
 
About the same time, we went through the email marketing age. You 
differentiated by getting someone who came to your content online, to join an 
email list so you could market to them via email. And of course that was easier 
when you were the only person in your niche, and has gotten harder and harder 
now that in some niches there might be 300 competitors, each sending your 
prospects a daily email. That makes it tough for you to stand out in your daily 
email! 
 
Then we entered the competitive age. Now that there are hundreds or thousands 
of competitors in many niches, and search engine marketing is harder and harder 
and it’s harder to cut through the email clutter, and social media is so cluttered 
that although possible, it’s not easy to cut through the clutter there, brands and 
businesses are lowering prices to compete for your business (or you are lowering 
prices just to get someone to choose you). 



 
As you know, the problem with lowering prices to compete is that as everyone 
just keeps lowering prices, no one wins, and eventually your prices are so low that 
you aren’t making money, even if you sell a lot of units. 
 
So now where are we?  
 
The search engines are harder and harder to get traffic from, email is hard to 
break through, social media seems prospective in theory and for large companies, 
but in reality it is hard to grow a business just on social media, prices for your 
information and coaching are going down, and there are more and more 
competitors. 
 
It is almost like information online is becoming a commodity. And as it becomes 
more and more of a commodity, prices for the information keep going down. 
More and more resellers are coming on board, selling the same things over and 
over again at lower prices. 
 
People are taking the same basic information, putting a spin on it, writing a hypy 
sales letter and people are being attracted to bright shiny objects all day long. But 
when you get into that bright shiny object, you find it’s more of the same old, 
same old, when you really get down to the nuts and bolts. 
 
So the question is this: if you want to rise above the fickleness of the search 
engines, you want to cut through the clutter in email and social media, and you 
want to elevate your prices far higher than your price-dropping competitors, what 
do you do? 
 
I believe you bring your business into the future . . . into the expert age. 
 
In the midst of information being commoditized, prices going down and down, 
and content being harder and harder to get featured on Google, let alone the 
difficulty of getting emails opened, the truth of the matter is this: your prospect 
can probably get the information he needs for cheap, for very little. He can buy it 
from your competition for cheap. 
 
He can read another email from your competitor, see a sale, and buy the 
information at a discount. 
 
But what is happening is that since more and more people are selling for less and 
less, they are no longer able to offer expert advice. Sure, they can sell the 7 steps 
for less than anyone else. But they can’t offer expert expertise and advice because 
since they are selling for so little, they can’t afford to help people personally. Also, 
many of your competitors are just resellers or rebranders of plr, that means that 
they might not even KNOW your topic! 
 



So your prospects can get the raw information from your competitors at a 
discount, but they cannot get expert advice from them. 
Enter the expert age. 
 
But they can get the expert advice from you. 
 
When you become an expert - and position yourself as an expert - instead of an 
information seller, you immediately vault yourself past all the competitive clutter. 
 
But you cannot fall into the trap of thinking that since your competitors are 
selling the information for cheap, that you have to sell your advice for cheap, too. 
 
You don’t. 
 
Because your prospects cannot get the expert level advice they can get from you, 
from anyone else. They cannot get YOUR experience from anyone else. 
 
They cannot get YOUR experience, your expertise, from anyone else. 
 
And when they cannot get your experience, your expertise, your expert advice 
from anyone else, and when what you have to teach them vaults above the 
commodity information that your competitors are selling, then you now have the 
power to cut through all the clutter. 
 
Think about this, how many emails from experts do you read each day, out of the 
300 or so you may get each day? Maybe 5? Are they the same 5 each day? Why do 
you read their emails instead of the 295 other emails from everyone else trying to 
tell you the same thing? Is it because the 5 experts you are opening their emails 
and reading are people who have a higher level of experience, a higher level of 
expert advice, and you get more from them than you do reading the other emails? 
 
You see, when you position yourself as the very best in your niche, when you 
position yourself as someone whose every email, every blog post, every article, 
every training is top-notch and desirable, it is easy to get your emails read, easy to 
get your social media posts read and tagged. Because people WANT to read them. 
 
If you are having an email open problem, it’s not because there are too many 
competitors out there. It is because YOUR email doesn’t mean anything more to 
your prospect than all the other emails out there. 
 
YOUR email, every day, has to become one of the 5 emails per day out of 300 that 
your prospect reads, just like you read only a few emails that come in each day. 
 
And it’s not just email. The email is the end point. 
 
It’s about expertise. 
 



When you are a true expert, who truly knows his stuff, then your blog posts will 
show it, your articles will show it, your training will show it, your coaching will 
show it, your emails will show it. 
 
You won’t even have to try to write a good email. It just happens naturally. It’s 
kind of like communicating with your wife. If you are truly happy with her, truly 
love her, truly feel that love, you don’t have to try to be nice. It’s just part of you. 
Same thing on your list. If you have to try to write a good email, try to write a 
good blog post, then likely you don’t have enough inside you that is ready to burst 
out in the form of expert advice. Now it could be that you just don’t know how to 
get it out, but that can be fixed! 
 
When you position yourself as an expert, people see you as an expert, then you 
are no longer competing against everyone else that is sending your prospect an 
email or a social post.   
 
Because your prospects WANT to work with YOU. They WANT to listen to YOU. 
They WANT to read your emails. 
 
By being - and positioning as - an expert, then it is easy to cut through all the 
competitive clutter. People are seeking you out because you are the best. Because 
they want to learn from you. 
 
 
Imagine a business that operates like this: 
 
A new prospect comes to your website, and when he reads some of the powerful 
content on your website, he can tell that you instantly stand head and shoulders 
above your competition. Then perhaps he watches a video on your website, or 
maybe listens to a 20 - minute audio, which is so full of high-level information in 
your niche that he solidifies his belief that you are an expert. 
 
He chooses to download your entry - level giveaway training which adds him to 
your 21 day email campaign. The entry - level giveaway is written at a higher level 
than most experts or gurus in your niche, so your prospect is, frankly speaking, 
amazed at the level of content you are providing for free. He begins to wonder, if 
you put this much material online for free, how much more incredible value 
would he get if he were to invest with you to learn more, perhaps joining a 
coaching program. 
 
Then each day for the next 3 days that he is on your email list, he receives another 
top-level bonus training guide which continues to amaze him at the level of 
information you are giving away. 
 
During the time that he is on your initial 3 day email campaign, he is being 
exposed to some of your higher ticket training programs, ranging from $2,000 all 



to way up to $10,000. He sees that if he wants to talk with you one on one it will 
cost him an $800 investment for one hour of your time. 
 
Combining the incredible information he is receiving from you that proves that 
you are an expert with the professional and highly advanced exposure on your 
website, with the high pricing structure he sees from you, he begins to genuinely 
believe that you are the expert from whom he wants to learn. 
 
Contrast that with what goes on with most web businesses, perhaps even yours: 
 
The prospect comes to your website, is presented with a few non-sequential, low 
level introductory level articles or blog posts that are written for the purpose of 
getting search engine traffic or are written to appeal to the beginners who come 
to your website. 
 
If he chooses to join your list, he receives random emails based on what you 
decide to send out that day, he receives sales letters to join your various 
programs, and if you are using a “product funnel,” the first item he is asked to 
buy is low ticket, any where from $10 up to $97. 
 
What does this 2nd prospect think of you after 3 days? Imagine if this prospect 
were to join both your list, and the person’s list who is positioned as an expert 
solidly, on the same day (that’s what usually happens, isn’t it, when someone is 
looking for more information about something, they go online, find a few 
websites where they can learn more, and maybe join a few lists). 
 
After 3 days, who do you think he wants to learn from? 
 
The web business that has a beginner-level, search engine focused site, and where 
he receives disjointed emails that don’t genuinely anticipate or meet his needs, 
and he is exposed to $10 - $97 offers? 
 
Or the web business that has high-level content that he has never seen anywhere 
except if he paid for it, an email campaign that is highly coordinated, contains 
information exactly targeted to his needs and questions, shows you as having 
high value because of the price you charge for consulting and your training 
programs, and genuinely anticipates his needs and desires? 
 
After 3 days, who will he want to continue to follow, who will he want to learn 
from, and if he were so inclined to want more training or join a coaching 
program, which expert will he hire? 
 
 
Which web business structure do you have in place in your own 
business? 
 
Which web business structure do you WANT to have in place in your business? 



 
What is holding you back from putting that structure into place in your business? 
 
You really can have a business that operates like that, and, frankly, it’s not that 
hard to do. 
 
There are just a few moving parts, here is what you need: 
 
An expert presence anywhere your prospect might encounter you - your website, 
your blog, Google, your email campaign, Facebook, anywhere your prospect 
might encounter you. 
 
A high ticket offer (or offers) that show that you are valuable (meaning that if 
they see that you have a training program for $1000 or consulting for $500 an 
hour, you are more credible than someone who sells their training for $10 or 
consults for $25 an hour) 
 
A genuine coaching program that teaches your prospects what they need to know 
or do (this is the hardest thing to do in this list, but I can teach you how). 
 
An integrated email campaign that sequentially moves your prospect from being 
a prospect to being a client. 
 
Once you have those moving parts, you’ll need to tell people in your niche about 
your expert presence, so they’ll tell others, so Google will take notice, so Facebook 
with take notice, and so when someone is looking for something in YOUR topic, 
YOU are the first person they think of. You can also leverage relationships with 
others in your niche, asking them to talk about you on their blog or website, and 
to make that really easy, you can offer to write content or blog posts for others in 
your niche, and put a link back to your website at the end of each blog post or 
article you write (guest blogging). Of course, in addition to telling people and 
having them share your wonderful web site with others for free, you can use paid 
methods too, things like pay per click or solo ads (which is a short way of saying 
paying someone to mail an offer to their list). 
 
And the last thing you’ll need to have in place is a way to stay motivated and 
focused as you are working. You see, one of the things that hurts entrepreneurs 
the most, since they don’t have a boss and a time clock breathing down their 
neck, is the tendency to get distracted while they are working. 
 
You know how it is, you wake up today meaning to get some work done, write a 
new report, write a sales letter, write a new email, but 2 hours after starting work, 
you find you are still reading emails or watching YouTube, but you haven’t gotten 
any real work done. 
 
One easy way to combat this is to do an easy exercise that determines how bad 
you really want your business to succeed. You see, I have discovered that desire is 



more powerful than distraction, meaning that if you want to do something 
REALLY bad, nothing distracts you. 
 
For example, if you were rushing out of the house to go to a concert where you 
had a backstage pass to personally meet your favorite singer (who is it?), if the 
phone rang, would you answer it? If your email beeped would you answer it? 
Probably not. 
 
But if you will answer the phone while you are working or read email while 
working (unless you are specifically reading emails that are asking you if they can 
buy your consulting), then that just means that your desire for success is not as 
strong as your desire to answer the phone or read email. 
 
So if you desire to read email is greater than your desire for success, then you are 
actually doing what you want to most do. 
 
So if you want to be more focused at your business, you have to really get clear on 
your business, on what you want out of it, and how bad you really want to 
succeed. Because if you really want to succeed bad enough, you’ll stop being 
distracted. Distractions will not be more important during working hours than 
the work. But if you keep prioritizing email and Facebook over your success, you 
will get what you prioritize (isn’t it that way in life in general?!) 
 
 
The importance of an integrated email campaign that sequentially 
moves your prospect from being a prospect to being a client: 
 
In the earlier example where I shared with you what the prospect would 
experience if he arrived at your website, was presented a highly professional, 
content-laden experience at the website, downloaded a high-value giveaway, then 
was introduced to a high-value multi-media connection campaign delivered via 
email, you could easily see how powerful it could be if the prospect is sequentially 
exposed to the exact piece of content he needs to move forward and make a 
buying decision. 
 
The email campaign is a critical part of that, but what most people I see doing 
these days is writing an email a day (or every other) day that either sells or 
delivers content. With a small percentage of people, I see a concerted effort to tie 
the content and sales emails together in a coordinated string of emails that tell a 
story from beginning to end. 
 
But imagine if your email campaign could be so much stronger, so strong that it 
engages your prospect at a deeply psychological and emotional level that leads 
him to desire to work with you more than working with any other person in your 
niche. 
 



Here’s the thing, humans are not one-dimensional. Meaning that if your entire 
email campaign is a bunch of written emails, or is a litany of videos to watch, or is 
a set of disjointed daily emails, although those emails and videos might singularly 
engage or logically convince your prospect of one idea at a time, a coordinated 
effort with multiple sensory experiences can increase that engagement 
exponentially. 
 
A lot has been discussed about the engagement that video creates. When 
someone is watching a video, they are less likely to be checking email or talking 
on the phone, or even surfing and spying on Facebook. And when someone is 
watching a video, multiple senses are being used: audio, visual, and processing of 
the information. Compared to audio (which is only your ears) or print (which is 
only your eyes, and only digital information, no pictures), the video can control a 
greater percentage of the brain. So it creates a greater sensory experience. And 
when you create a greater sensory experience for your clients, assuming that 
experience is positive, you create a greater psychological and emotional control, 
which ultimately means your prospect will be more likely to buy from you in the 
future. 
 
However, the danger begins when you extrapolate out that a little video is good, 
then a lot of video is better. You see, the first video someone watches totally 
engages him, and he is likely to perhaps watch the video all the way through. But 
no matter how engaged he was for that first video, the odds of him watching the 
next one all the way through, go down. (Think about your own experience. 
Perhaps you watched one video from your favorite online teacher, but did you 
watch every next video that he released?) 
 
So that means that sending video after video after video means engagement is 
going down and down and down. And not only is engagement going down, but 
you are training your prospects to make a choice in the middle of their 
engagement, to STOP interacting with you. You are training them to abort 
whatever they are interacting with you on, as soon as they get bored, tired, or run 
out of time. 
 
But imagine instead if you had a strong content campaign that was presented 
after someone watched a video. They watch the first video, which totally engages 
them. They want to learn more. But now that you know that they are less likely to 
watch another 90 minute video, instead of sending video, you send print. 
 
Now, BECAUSE they became so emotionally engaged during the watching of the 
video, when they read your next content piece, it will literally explode in living 
color. Because they have heard your voice and seen their face, you will literally 
put sound and a face to your reading. Just like you, right now. If you know my 
face, and you’ve heard my voice, right now you can probably “hear” me talking to 
you. 
 



That’s what happens when your prospect is exposed to video early in the 
campaign. Their reading engagement goes way up for the life of the campaign. 
But if all you use is video long term, the engagement goes down over the life of 
the campaign. This is a classic case of a “little is good, but a lot is too much.” 
 
So the next question might be, well what percentage of video, written, and audio 
should be included? Well, instead of thinking in terms of percentage, think in 
terms of engagement. 
 
What will it take to maximally engage with your prospects? 
 
Perhaps 1 video at the beginning that totally engages. Then mostly print from 
then on, with small doses of progressively shorter videos and small doses of audio 
that augments the video and the print. 
 
Your email campaign should be progressive, meaning that it should start at the 
needs of your prospect when he meets you initially, then as you move him 
through the email campaign, it should progressively anticipate your prospects’ 
needs and desires as he moves through your campaign, and ultimately lead your 
prospect to doing business with you so that his needs can be totally met through 
working with you. 
 
Can you see how having a sequential campaign like this could be much superior 
to having a campaign with some random mix of content and selling emails, like 
perhaps someone has advised you in the past?  
 
A sequential campaign that knowingly moves your prospect from where he is 
when he meets you, educates him about you and about the process of working 
with you, and ultimately engages him in working with you, is the most powerful 
email campaign. 
 
Think about it: what is the point of your email campaign? To sell? To educate? To 
send daily emails so you build a relationship? 
 
Or all 3? Your email campaign should simultaneously, sequentially, and 
intentionally lead someone from not knowing you to building a relationship with 
him, educating him on his next step, increasing the desire to work with you and 
not your competitors, and ultimately lead him to invest with you guide and teach 
him in a paid environment. 
 
That IS what you are looking for, right? 
 
An email campaign like that? 
 
Your email campaign should not be random, hopeful, or guessed at, but should 
be very specifically and intentionally crafted to create an intended result, namely 



that someone builds trust and respect for you, develops a desire to do things the 
way you teach, and ultimately desires to enroll in your paid training program. 
 
Any email campaign that does less than that is in some way a compromised effort 
at writing an email campaign. 
 
 
One of the most important parts of your business, although it is highly 
overlooked, is the motivational part that keeps you focused and non-distracted in 
the midst of constant distraction in your world. 
 
So far we’ve talked a lot about what kind of business might generate the highest 
level of conversions to your paid training or coaching: 
 
An expert presence business where every touch the prospect can see that you are 
the preferred expert to learn from, an integrated email campaign that 
progressively moves a prospect from being a prospect with low relationship to a 
buyer with a high level of trust and a desire to work with you and only you, and a 
coaching program or training program that teaches clients what it is that you 
teach and educate. 
 
The entire business will be engineered with the end in mind: that of turning 
prospects into clients, as opposed to the way most businesses are engineered 
today: writing an entry level product, then adding a low ticket product, then 
adding a mid ticket product, then adding coaching. Writing emails as they come 
to you, or struggling to decide what to write in your emails. Struggling to decide 
what to teach in your program. 
 
But when you start with the end in mind - the exact result you want to get for 
your clients, everything else becomes easy. You simply create a coaching or 
training program that teaches a client what to do, you write an email campaign 
that strategically leads someone down a path from not knowing you to trusting 
you enough to invest with you, and create a web experience that augments that 
email campaign. 
 
But no matter how intentional you are about the kind of business that you want, 
until you slay a few enemies, you will likely not succeed.  
 
These are the enemies: 
 
1) Time (or the lack of management of the time) 
 
2) Lack of focus  
 
3) Distractions including email, youtube, facebook, the telephone, etc. 
 
4) Not willing to do the hard work necessary for success 



You want a powerful expert-presence-based business that has an intentional 
progressive email campaign that leads someone from not being a client to being a 
client, right? 
 
And you want it bad, right? 
 
You highly desire to have that. 
 
And you know how to do it, right? 
 
So what’s missing? 
 
What is holding you back from having that business of your dreams? 
 
It’s pretty straightforward: 
 

1. Create an expert presence online 
 

2. Write a progressive intentional email campaign that leads someone from 
where they are to working with you 

 
3. Offer a coaching program or info training that fulfills their needs or desires 

 
Not too hard. The steps are easy once you know them. 
 
But you may not have that now. 
 
Is it possibly because your time isn’t under your control? 
 
Do you have absolute, dictatorial power over the use of your time? 
 
Think about this, if someone told you that each day, at the end of the day, they 
went to a bar and had a drink. And everyday 4 hours later they ended up having 
had 10 drinks. 
 
What would you say? 
 
Whatever you would say to that person, it is no different for you if you intend to 
spend 10 minutes in email in the morning, and yet find yourself dominated for 4 
hours. 
 
The question is this: is your desire to read every email within 30 seconds after it 
arrives in your inbox greater than your desire for a successful online business? If 
it is, then continue to make reading email a priority. 
 
But if it is not, you have to decide which is more important to you. 
 



It’s just like the person who finds themselves in a bar each day and has 10 drinks. 
His wife comes to him and tells him that if he doesn’t spend time with her each 
day instead of having 10 drinks. If he wants to keep her, if he cares about her 
more than the drinks, he must find a way to stop going into the bar. If he 
continues to go into the bar, then it is obvious he cares about the drink more than 
her. 
 
In the same way, if you continue to read email obsessively, it is obvious you care 
more about the emails than you do succeeding. 
 
And if that is the case, you might as well stop investing in your business, stop 
buying training programs, stop reading emails about how to build a business, 
because those very emails to which you are addicted are specifically holding you 
back from the business you claim you want. 
 
This may be harsh. And if it doesn’t apply to you, you can laugh right now. But if 
it applies to you, you have 2 choices: either ignore it at your own peril, or make a 
decision to change things forever starting today. 
 
What is your choice? 
 
So far we’ve talked about distractions. 
 
Time management is similar. If your desire to achieve is greater than your desire 
to not have to follow a schedule, then you must become master of how you use 
your time. 
 
Just as in your finances at home, if you don’t budget to pay the mortgage, your 
tithe, and your groceries, you will soon find that new shoes, new clothes, and 
vacations are more prevalent than your bills paid on time, if you don’t tell your 
day what to do, then it will control you. 
 
If you don’t decide what to do with your time, you will likely fritter it away. If you 
want to write a 100 page book, all you have to do is schedule the time necessary 
to write it. In chunks. For example, let’s say it takes you 30 minutes (1/2 hour) to 
write one page. 
 
All you have to do is schedule 100 1/2 blocks of time, then show up for those 
blocks. If you were to schedule one hour a day (that is 2 - half hour blocks each 
day) then in 50 days your book will be written. 
 
Same thing if you want to write a 21 day email campaign. Schedule time to write 
one email per day and in 21 days, your email campaign will be written. 
 
If you are not a naturally productive person, or maybe even if you are, if you don’t 
specifically schedule your time - and then follow that schedule, you probably 
won’t succeed. 



Imagine if you hired someone in your business to answer the phones from 12 - 4 
in the afternoon and she only answered the phones from 2-3? You would 
probably fire her. She has failed at the execution of her job. 
 
Well it is the same way with you. 
 
If you schedule something like this: 
 

8-9     write one email 
 
9-10   write 1/3 of a sales letter 
 
10-11  write 2 blog posts 
 
11-12  lunch 
 
12-1    outline one coaching lesson 
 
1-2     meet with one client 

 
If you don’t follow that schedule, you fail. You are fired. You will not succeed. 
 
Okay, okay, that sounds harsh. You claim, “I am not fired, I work for myself. I am 
my boss.” 
 
Well, how good a job are you doing? 
 
Would you fire you if you worked for someone and he paid you a salary? 
 
Here’s the thing: being a successful entrepreneur is HARDER than being a good 
employee. 
 
So if you are working LESS HARD as an entrepreneur than you would be if you 
had a boss that might fire you, then OF COURSE you aren’t making the money 
you want online. Of course you aren’t succeeding. 
 
What needs to change to get you to the place where you are succeeding? 
 
 
Focus. 
 
I assume if you are reading this, that you have read what I just wrote about 
distractions and about time management. So I don’t need to re-teach the 
concepts of desire for success.   
 
So assuming you have a desire for success that is greater than your desire for the 
distractions or for the time-robbers, then focus becomes easy. 



Here’s a rule in life: 
 
The thing you desire most is the thing that is easiest for you to attain. 
 
Yes, yes, I know you think there might be a dichotomy between what you desire 
and what you do, meaning that you believe you desire to lose weight MORE than 
you desire that cookie . . . but if you eat that cookie, it proves that RIGHT NOW 
your desire for the taste of the cookie is greater than your desire to lose weight. In 
order to lose weight, your overall desire for weight loss MUST be greater than 
your desire for cookies (or your wife has to lock the cookies up!) 
 
In your business, desire wins. 
 
I’ll show you. 
 
Here’s an example: 
 
If you are walking to the mall with your wife, to walk through a really boring shoe 
store to help her pick out a pair of shoes you don’t like, then your desire is really 
low, right? 
 
So if someone approached you on the way to the mall, and offered you a cookie, 
and it would mean you could delay getting to the really boring experience at the 
mall by 5 minutes, you might take the cookie. 
 
It could be argued that your desire for that cookie was greater than your desire to 
go the mall. 
 
Now, consider this: 
 
You are invited to a private VIP party with your favorite football player and your 
desire to meet - and interact with - this favorite football player is high. 
 
The condition is that you arrive at the party at 6 PM sharp. 
 
It is 5:55 right now. 
 
There is a 5 minute walk from your car to the party. 
 
If someone presented you with a cookie that would consume 5 minutes of your 
time, would you take the cookie? 
 
Why not? 
 
Because your desire to meet the football player was greater than your desire for 
the cookie! 
 



Now, if you TOLD me you desired to meet the football player, but you took the 
cookie and showed up late and were locked out, what is it very obvious you 
desired more? 
 
The cookie or the meet? 
 
Your business is just like that. 
 
You can’t use the excuse, I was distracted, and still tell me your desire for success 
is greater than your desire to satisfy and mollify all distractions. 
 
Your desire for momentary peace by taking the cookie, reading the email 30 
seconds after it comes in, or chasing bright shiny objects is greater than your 
desire to succeed. 
 
Still think I am wrong? 
 
Consider a drug addict. 
 
Today he tells you he wants to get his life right. 
 
He promises to go job hunting tomorrow. 
 
Tonight his friend comes over and says, “want to smoke a joint.” 
 
He misses the job hunt tomorrow. 
 
Your response to him tonight? 
 
Do you still buy his story that he wants to get his life right, or do you tell your 
wife, I told you he wasn’t ready to change? 
 
His desire to smoke is greater than his desire to work. Hands down, no argument. 
 
It’s the same way in your business. If you don’t make the changes in your life that 
are necessary for success, your wife probably won’t buy your story that you really 
want success. 
 
Neither do I. 
 
If you are reading email for more than 30 minutes a day and not getting the 
results you want in your business, then email reading is more important than 
results to you. 
 
Hands down. What you spend your time on is your expressed desire. 
 
So what is your choice, read more emails, or build a real business? 



Here’s the thing, sometimes I get asked: how do you focus so well so that you can 
accomplish so much? 
 
And I tell people, it’s not really hard for me. 
 
And I mean it. 
 
You see, it’s hard for me to focus on things I don’t want to focus on. I didn’t want 
to focus on geography when I was in high school. I wish I had. But I didn’t. I 
disliked geography, and therefore it was not easy to focus. 
 
But it is easy for me to focus on things I enjoy. If the Broncos are playing, it is 
easy for me to focus. If they are winning it is even easier. 
 
If the Broncos are in a game-determining final drive and the phone rings, I won’t 
answer it. I am focused. It is easy to focus. 
 
But if my wife has me watching some show about zebras in Africa, and the phone 
rings, then it is very hard to focus on those zebras while the phone is ringing. 
 
It is easy to focus on things I like. 
 
It is hard to focus on things I don’t. 
 
I like my business. 
 
I like the work I do. 
 
It is easy to focus. 
 
You see, my desire for success is greater than my desire to answer the phone (I 
don’t like talking on the phone, so it makes it easy) 
 
My desire to write this report is greater than my desire to see what someone 
emailed me today. I have 5,000 unanswered promotional emails. What is one 
more? (Make no mistake, emails from my customers are a high priority!!) 
 
My desire for changing lives by offering the most complete internet business 
training in the entire world is much more important to me than any advertising 
email I could read. 
 
More important than anyone’s Facebook page. I don’t follow anyone on Facebook 
- don't have the time.  
 
My desire to help others change their lives for the better is more important than 
the phone, my email, YouTube, Facebook, anything else buy my relationship with 
family and good friends. 



I don’t have to “focus” I just “do,” because my desire is great enough. 
 
If you are struggling with focus, I challenge you that your real problem is desire. 
 
You don’t desire your business enough. 
 
You may tell me, yes I do, but if you aren’t focused on it, then you don’t. 
 
Just like if you tell me you desire your wife more than you desire your Harley, 
your drink, or anything else, but you spend more time with your Harley, your 
drink, or someone else than you do with your wife, you CANNOT convince me 
you desire her more. 
 
You cannot convince me you desire success MORE than you desire the nagging 
feeling in your stomach when your email is closed for one hour. 
 
At this point, the choice is yours. 
 
When you desire success more than you desire your addicting distracted 
behavior, success will find you. 
 
By the way, would you like an exercise that will help you understand and draw 
out the desire in your life in such a way that you will realize you desire your 
success more than the distractions, so that you can begin to focus as I do? 
 
 
Ok, I’ll give it to you. 
 
But let me say this: if you just read through the following exercise, it won’t do you 
any good. 
 
If you genuinely desire success, find a way to take the exercise somewhere quiet 
where you have no Smartphone around, no email around, or anything else 
distracting. 
 
Here it is: 
 
Answer these questions 100% fully, one at a time, before moving on: 
 
1) What is it you really want to accomplish? What do you desire? 
 
2)  What would it mean for you to accomplish it? What would it mean for you in 

EACH of these ways: 
 

a) financially 
b) psychologically 
c) emotionally 



d) how would it feel? 
e) how would it affect your family 
f) what would it really mean for you to have it? 

 
3) What are the 3 things that are holding you back from accomplishing it? 
 
4) Now ask yourself this: how much is it costing me to NOT have this thing, this 

accomplishment, how much is it costing me NOT to overcome the 3 things that 
are holding me back? 

 
(hint: it is costing you whatever you said in a) through f) above. 

 
Meaning that if your answers were this: 

 
a) $10,000 
b) I would feel successful 
c) I would have more confidence 
d) it would feel incredible 
e) my wife and children could live in a nicer house, my children could go to 

a better school 
f) it would change my life 

 
Then NOT achieving your goal by allowing the things that are holding you 
back to continue to hold you back, is costing you this: 
 
$10,000, success, confidence, a feeling of incredibleness, my wife’s house, 
my children’s education, and my life 
 

 
5) How much longer are you willing to allow the 3 things that are holding you 

back from (your answers) to continue to hold you back? 
 
6) What is it going to take to get you to accomplish what you want? 
 
7) How much longer are you going to continue to allow everything else to distract 

you and rob you of your future? 
 
8) Are you ready to take your life to the next level?  
 
9) How bad do you desire the specific success we discussed in 1)? 
 
10) What are you willing to do to accomplish that success? 
 
11) Is your desire for 1) greater than your desire to check email every 5 minutes, 

buy bright shiny objects, or keep up with social media? 
 
12) If it is, what are you going to do about it? 



 
Do you have more clarity? 
 
Can you see how this exercise can completely change your life if you sincerely do 
it and then react to it by focusing on your dreams and desires instead of your 
momentary distractions? 
 
But let me say this: if you just do the exercise, and then do nothing with it, 
nothing changes. 
 
We’ve talked about controlling your time, becoming master of your time and your 
desires instead of allowing your temporary desires rule your life. 
 
And now we’ve talked about, and you’ve discovered, some psychological triggers 
that will help you get - and keep - the focus on you need to achieve what you want 
to achieve. 
 
But now you have to do it. 
 
You have to take your dream, your vision, your focus, that thing you want that 
will drive you to success, and build a solid business that will fuel that plan. 
 
The business will be solid, it will not be seat-of-the-pants, it will not be bright 
shiny object-driven, it be a strong business that helps others achieve something . . 
. whatever it is that you are good at, you will be building a solid business around 
that thing. 
 
Instead of a building a business that is focused on the latest fad that comes down 
the pike, instead it’s a business that is real, it’s solid, it’s focused on delivering 
real value to real people, and those people pay you based on the value you deliver 
to them. 
 
We are entering an age online where just rehashing and repeating the same 
information over and over again and trying to make a living teaching the same 
thing over and over again just isn’t going to cut it. 
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