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This is going to be
arguably the best
interview | do of this
session. The reason it’s
going to be is because it is
going to multiply the
capability online, the
convertibility everyone in
audience, and everyone
starting any kind of a
business online or offline
will every do. It’s going to
empower, | like that word,
and trust and instill,
installing you the ability to
understand how to
command ethically
mindshare of your target
audience for long periods

of time.

It’s going to explain why
almost everyone who
does anything online
using any form of selling
communication is wrong.
It’s going to tell you what
to do right. It’s going to
tell you how to put
fabulous advantage in
your hands and your
business. Put your
competitors at a monster
disadvantage. | hope I've

got your attention.

( %J=Jay B=Jon Benson )
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The man we’re going to
interview, Jon Benson, is
acknowledged not just in
North but

worldwide, in something

American,

like 40 countries as the
absolutely definitive
expert in powerful,

effective  online sales
video
His

breakthrough work has

video letters, or

sales letters.
generated  billions  of
documented sales.

Billions. He has perfected

very powerful but
universal strategies that
once you understand

them, anyone can apply.
He tested

re-tested, again and again,

has and
his approaches, concepts,

formulas, methods, and
principals against all the
other supposed experts in
online marketing, and he
has won continuously and
dramatically in test after

test.

He has agreed to open his
mind and his methods for
us for the next 35 to 60
minutes, and I’'m going to

take selfish advantage of it
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Jon:

Jay:

Jon:

for each of every one of
you. Jon, welcome, and
thank you in advance.

Thank you, Jay. Thanks a
lot for that glowing
introduction. Hope | can
live up to it. Great to be

here.

[inaudible 02:38]

The start of this was when
| created the first video
sales letter in 2009,
around that area that
really took off. | was in the
diet space, still am, the
diet and fitness space just
for my second career, my
other job now. | wanted
something that was more
unique that a sales letter,
and was playing around
with some ideas that were
in the avenue of how do
we create a hypnotic
effect while you’re

watching a video?

Back then, video
streaming wasn’t like it is
today. It was pretty
crappy. One of the ideas
was just to put words on
the screen. The discovery

of that was kind of an
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accident. The discovery of
how that worked was |
just didn’t want to shoot a
that

was

visual video day

because | really
scruffy. | just decided to
put my script on a screen
the

Saw

and read words.
When |

happened to the sales, |

what

extrapolated that to, |
wonder if | could make a
20-minute video for my
sales page. It just jacked
the conversion 600%.

The next thing | know, I'm
writing these things for
various people. |
off to

never
started be a
copywriter, but there was
a persuasive formula
within that natural first
output of a video sales
letter that became the 3X
formula. It became what’s

S2

in sales for my

generated  almost
billion
customers alone, about

S12 billion total in sales.

It is very counterintuitive.
Your assumption is that
pretty is going to
outperform ugly. That's

just not the case. That's
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Jay:

not that case with most
sales pages either. Most
sales pages that are ugly
outperform the sales
pages that are pretty. This
is taking that to the
furthest extent. You’ve got
words on the screen, and
that’s it. You’'ve got very
little visuals in a video
sales letter. It’s the power
of the language because
when you’re reading you
get a lot of the hypnotic
effects going on. A lot of
things that are embedded.
Commands, pacing, and
cadence, things that you
can’t get in a sales letter.
It’s just a text tool.

I'm going to do a quick
pre-translation so that
everybody who’s
watching knows what you
just said and the power of
it in its full magnitude.
What Jon just said was he
played around and
discovered that using the
words, the text, running
across the screen and
reading them had a more
powerful impact than

mere video.
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Jon:

He also said, because Jon
has lot of background in
understanding how the
mind  works, and |
understand it also, is
when you use words and
you read them, you have
the ability to do things
that are almost, and
they're all ethically,
hypnotic, but inflection.
Cadence. Pacing. You can
build up. You can do
emotionality, things that
totally lost in the
prettiness of a
sophisticated video. Once
he discovered that, he
tested and tested, and
he’s refined it over and
over again until now it’s
pretty much the standard
in the world of people
who really want to
maximize and multiply the
results, not just have
pretty pictures and pretty
videos on their screen.

Continue, Jon.

Right. That is pretty much
it. There’s a lot of reasons
why that works. There’s a
reason why this works for

most industries. If you're
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in highly visual industry,
let’s say that you have to
sell, let’'s say you're a
caterer. You have to sell
the way the food looks.
This wouldn’t be the best
selling vehicle for you, but
if you’re in most of the
information markets
spaces that are out there,
if you’re in internet
marketing, dating,
finance, certainly fitness,
and a plethora of other
industries, this is one of
the most powerful ways
to lure someone into a

compelling story.

We all know this. When
you tell, you sell. When
you tell a story, you tend
to be able to sell, reach
more people, because
you’re reaching them on
What

video sales letters end up

multiple levels.

doing is they end up
reaching you on those
levels that are not just
from a story based level,
you can write a story, but
again, vyou hear the
inflection. You hear the
tone. You hear cadence.

Rhythm is very important.
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amount of
the
this is so
the

information

Also the
information on
screen,

important, Jay,
amount of
that you’re allowed to see
on the screen is limited to
5 to 15 words at a time.
Just think about that for a
second, folks. When you
get an email that’s super
long, or you get to a
webpage, and it’s all text,
or even if you get to a
sparse text page. There’s
text and pictures and text
and picture, there’s a lot

of friction going on there.

In a video sales letter,

there’s no friction

whatsoever. It’s a
frictionless environment.
You've got just 5 to 15
but

they’re going by pretty

words on a slide,

rapidly. You don’t know
when the next slide is
going to appear because
sometimes you
paraphrase the end of a
sentence. In other words,
you might riff a little bit,
so the prospect is left

guessing on when the
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Jay:

next sentence is going to

come on screen.

That creates this hypnotic
effect that works so well.
That’s one of the reasons
we believe video sales
letters outperform
text-based sales pages.
There’s a limited amount
of words on the screen so

the friction is reduced.

Great. Now, Jon, you
spend enormous amounts
of time creating them for
people for very lofty fees,
and you have programs to
teach them how to do it.
I'm going  to ask
respectfully, not to steal
all your proprietary
thunder, but can you give
us at least a fundamental
formula that we can
understand? Maybe
construction, or elements
that most people would
not think to include? Just
some really cool
distinctions and
discoveries that you have
uncovered?  Just tell
people if they want to try
it themselves and test it,

and they can prove to
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Jon:

themselves, even if they
only execute partially well,
that it will make a
profound difference.

Sure. | can actually just
give you the five steps
that need to get there.
There’s a five-step
formula. I'll just give you
those five steps and tell
you briefly what they are.
This is stuff we’ve tested
over the past five years, to
the tune of $1.2 billion in
our customers specifically.
We know the formula
works. We know it works
really well. It keeps on
working, and there’s all
sorts of leeway and
variances that you can
have inside that structure
to bring your own
personality to live, which |
think is very important. |
think  personality-based

selling is huge.

The five steps that I'll talk
about, are step number
one is called the snap
suggestion, and all that is,
is a pattern interrupt, and
the way you position the
first 20 to 30 slides, which
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are most important in a
video sales letter. It’s the
most

important in any

introduction. It doesn’t
matter if it’s a webpage or
if you’re speaking in
public. You're first seven
seconds is everything. For

that, it’s about the first

minute online. If you
haven’t captured the
attention in the first

minute, you’re spinning
the wheels.

If you're telling someone

exactly what they've

heard a million times
before, like if you hit a
weight loss site that’s says
for example, it starts off,
“Do you want to lose
Are

frustrated with dieting?”

weight? you
We hear commercials like
this all The

answer to those things for

the time.

the person may be yes,
but it’s already instilling in
their subconscious mind,
I’'ve heard this before. This
is going to be like, fill in
the blank.

We talk about this in my

course. You can dismantle
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that thought that this is
just like, fill in the blank.
the
prospects within the first

By simply telling

minute, “Now what you're

about to see is unlike
anything you’ve seen
before. It's completely

different.” | just want to
point out that you need to
find that one thing in your
product or service that is
completely different, that
is very unique. You don’t
have to tell them what it
is. Just saying that it is
something different s
enough to snag
somebody’s attention.

In that first minute, we
get a pattern interrupt,
which basically dislodges
the thoughts that are
going on in the mind of
the prospect before they
hit the webpage. If you'll
work through the sales
the

position rather than of

process from of
you, walked through from

the position of your
prospect. Are they waking
up in the morning, going,
“Wow, | really wish | had

a .. blank product,
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whatever your product is.
| really wish I had a, blank.

Then they go, here’s an
email from that’s talking
about, blank. | think I'll
click on it. I'm in this
perfect world where I'm
not disturbed by children
or by animals, or hurrying
out the door to get to
work. | can pay all my bill
effortlessly. That person
exists in a vacuum. That
would be the most rare,
awesome client you could
ever have. It's the client
that doesn’t exist, is what

| say.

What | do is write for the
client that does exist. The
client that does wakes up
in the morning, feels
really lousy and miserable.
Doesn’t

with.

really want to

deal Let’s just
pretend again this is a
weight loss offer. It can be
any offer in the world, but
weight loss is where |
came from. They really
don’t want to deal with
the fact that

struggling  with

they’re
their
weight. Maybe they just
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hate the way that they
feel when they get up.
They’re really sluggish.
They look in the mirror,
and they go, “Ah, | can’t

believe | let myself go.”

This is pretty much the
extent of the thinking.
Then the kids, then the
dog, then the work. Then
maybe they will see an
email from you. Maybe
they will think, “You know
what? Maybe I'll just read
it. What the hell. It may
be something different.” If
they get to your page, and
the first

seconds is talking to them

very seven
about, do you want to
Their
reaction is almost, what
do you think? That’s so

stupid. Just window out.

lose weight?

That’s where the pattern
interrupt comes in handy.
They come to our video
sales letters, and they’ll
see something completely
they’ll

something that will break

weird, or see
their pattern. What | want
to do is snap their pattern.

In that pattern snap, |
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Jay:

want to give them a
suggestion. We do this
with NLP. It’s simple NLP.

Jon, let me interrupt for
one second. Jon has
studied, and is very
masterful, at NLP. | need
to clarify. NLP is not
necessarily manipulative
in the negative way. It is
the study of the science of
how the brain works and
what the brain responds
positively or negatively to
because if you don’t
understand the way your
prospect, your client, your
market thinks, you can’t
have ethical marketing

advantage.

When he talks about
pattern interrupt, what
he’s saying is you want to
shock somebody to think
differently about
something they’ve always
thought the same way.
When they think the same
way, it becomes basically
marginalized in  their
minds. When they see it
from whole new vantage
point, it gets their

attention. | just want to
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Jon:

clarify and make sure they
get the power of what
you’re saying. Continue.

Great. That can be done
with a sentence or phrase.
The very first video sales
letter | ever had, a picture
of a jacket, a leather
jacket. | started out
saying, “This is a magical
jacket. It's actually a
magic weight loss jacket.
You're going to find out
what I'm talking about
when vyou watch this
video all the way until the
end.” I've already laid the
suggestion right there. |
suggested that they watch
the video all the way to
the end.

| said, “Because this magic
jacket, believe it or not, is
the answer to weight loss.
| know that that sounds
like a very strange thing to
say, but you’ll see what |
mean in just a few
moments.” Open one loop
after the other. What's
interesting about using
the magic jacket is that
that just comes from the

story line. The story |
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created was a true story
about how | smuggled
doughnuts out in a big
looked at the

jacket from that point on,

jacket. |

and it’s like | literally stole
doughnuts in my weakest
part, when | was obese.
That was the line in the
sand. That was the lowest
moment in my life. The
became a

jacket just

symbol. It became
something | would fight
against. It became kind of

magical.

What's interesting is that
the
that, a lot of people said,

psychology behind
wait. You can wear a
jacket and lose weight? It
was a lure, and one that
worked very well, into
getting people into
watching that video. It
have to
My friend
Josh [Pelsier 15:48] wrote
that
started off, “My name is
Josh, and this is a
goldfish.” this

picture of this big goldfish.

doesn’t even

make sense.

a dating website

There’s

“In a few minutes, this fish

is going to teach you how
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to get laid.”

It was completely
[inaudible 16:05] left field.
It’s going to show you the
secrets. That’s a pattern
interrupt. What Jay was
saying. | hear this, but not
frequently. | used to hear
it all the time. Now, these
days | don’t hear it as
that NLP s
manipulative or NLP s

some sort of nefarious

much,

concept. No. It’s how your
brain works. All it is, is
talking to the parts of
that

your

your brain
circumvents

conscious mind into your
subconscious mind, and it

gets the noise out.

The

marketing,

behind

idea

idea

the
behind selling anything, is
to reduce friction, reduce
noise. Remember those
two phrases. Friction is
anything that slows down
the selling process. Noise
is anything that clutters
the selling process. You
need less words. I’'m a big
believer in video sales

letters that are like 30 or
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40 minutes long. I’'m not
talking about short. Less
words are presented all at
once. You reduce noise,
reduce friction. That’s a
huge thing.

The third thing you want

to reduce, and that’s what

that step one snap
suggestion does, is it
reduces clutter. Noise

clutter and friction are
almost done the same,
but what | mean by clutter
is something very specific.

Clutter is when you hit a

website, and you see
word, picture, headline
logo, another picture,

words. Your mind is trying
to take everything in. This
is why letters would sit in
the mail that have nothing
but courier type face, and

it's occasionally yellow

highlighted stuff. That's
why  direct response
letters work so well.

There’s no clutter. There’s
nothing for you to do but
read the letter.

In a video sales letter,
there’s nothing for you to
look at, other than the
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Jay:

words on the screen.
Occasionally, we’ll throw a
picture up as a pattern
interrupt, as you will
continually do this
throughout the whole
process, and as a way that
we might want somebody
to see something. Look at
visual. That visual is the
only thing on the screen.
There’s no clutter. It
comes at one at a time,
which is the power of
doing it.

That’s the first step. Walk
somebody into a video
sales letter with many
promises of benefits,
many benefits to come,
but always under the
guise  that this s
something completely
unique, and after you
break the pattern. That's
step one. If you’re ready
for step two, | can go to

step two.

I’d love to go to step two.
I'm just thinking about all
you just shared, and I'm
thinking about. | have a
guestion. Show us as you

get into this what, if
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Jon:

Jay:

Jon:

Jay:

Jon:

anything, you do above, if
you do anything above
the words. Just make sure
we grasp the whole
content. Number two?

Yeah, let me address that
really briefly. You can put
animation into it. That
became very popular.
Some of our videos are
animated. Oftentimes,
just the words on the
page beat animation or
beat [inaudible 18:48]
video. It’s really odd. You
have to test it. Again, we
just want to get that
clutter out of the way. Get
the noise out of the way.
Get the friction out of the

way. Think of it that way.

May | ask one more

guestion, Jon?

Yeah, sure.

If you’re not going to have
a graphic, is the screen
just blank above the
words, or are the words

the whole screen?

The words are the whole

screen.
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Jay:

Jon:

Jay:

Jon:

Okay. Continue.

Tey're not the whole
screen. They’re actually
quite small. [crosstalk

19:15]

One more thing. As you're
getting into your other
four steps, particularly the
people that | think are
going to gain the most
from this, and be seeing it
existing businesses,
start-ups, they’re not
going to be as familiar,
comfortable, or adroit at
infectionl tonality,

cadence.

Before we’re done with
this discussion, do a little
bit on that because | felt
that that has singularly
one of my greatest, let’s
say, advantages is the
ability to really establish
control through those
devices. | think a lot of
people have never really
been taught to do that. If
you can address that at
the end, that would be
wonderful.

Step two is going to be
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where you build rapport.
You’re going to build a
with  the
prospect that goes deeper

connection

than words on a screen
can usually go. If you're a
really good writer, you can
pull this off. Most people
are not good writers. This
is why the video sales
letter format really helps,
especially if you follow
this formula.

Step two is what | call the
vital connection. It’s vital
that you connect to the
that

you build rapport. You're

prospect. It's vital
going to do this through

telling a story. In my
course, there’s actually a
formula for the stories. It’s
literally slide by slide,
sentence by sentence that
you can use, or you can
create your own story. We
just give you a structure
for a story. It’s how you
build a good story. The
good

story is pretty

straightforward.

The most important thing
to do is to pull out the

part of your life, and let’s
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say, if you don’t want to
talk about yourself, you
can talk about your ideal
prospect. If you have a
customer with a
nightmare story, or your
typical nightmare story,
it’s far better if you have
one for yourself. For me, |
had one. | had a journey
into obesity that led me

into fitness, so | told my

own story.

We do that, and we
always start off this
section by saying, “I

wasn’t a guy who's on the
cover of a fitness
and the guy
This is

show

magazine,
you see here.”
where | would
pictures. “l wasn’t always
that guy at all. In fact, for
the longest time, | was
this guy.” | would show
my before pictures. Just
multiple before pictures,

one after the other. That’s

pretty much the only
photographs in my
original VSL, but some

VSLs use more. VSL stands

for video sales letter.

In a video sales letter, you
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want to make sure that
you use a limited amount
of pictures. Before and
after pictures are great if

you’re in a before and

after service. I'll bring in
those pictures and
introduce  myself, by
saying, “l wasn’t always
this guy.” It's a very
modest way of

introducing yourself. In
fact, I've got a story you
won’t believe. You've got
to hear this.

You walk them through
the story in that fashion,
where you set up a story
line where they know
there’s going to be some
version of a journey going
It's an abbreviated
the

on.
version of hero’s
journey, but it’s a little bit
more specific. We just go
the

into formula of

creating a compelling
story. You always want to
find this

inside your story that you

one element

can relate back to that

pattern interrupt.

For example, | told the

story. | was out on a cold
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night. | was out with my
buddy Steve.
into a 7-11. | had a sugar

We went

fix. | went inside. | walked
by two prostitutes. All of
this is true, by the way.
They were crack whores. |
the
whore. That’s part of the

used term  crack
story. | love using things in
the story that would make
somebody kind of cringe. |
said, “I really felt guilty for
like
that. | felt really guilty for

labeling someone
judging someone like that
because I'm not a judger,
but my blood sugar was so
low, | was really snippy.” |
keep relating it back to

the prospect.

Perhaps you can relate to
that. You come home at
night and you kick the
dog, or you yell at the wife
or the husband. That’s the
sedition that I'm talking
about. You have the same
problem that | do. That's
what causing a lot of the
fat on your body. | keep
relating the story back to
the prospect.

Then | talk about how |
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Jay:

Jon:

stole doughnuts because |
left my wallet at the
office, and then when |
walked outside, and |
walked by the prostitutes,
| realized I’'m no different
than they are. They're
addicted to crack. I'm
addicted to sugar. They
sell their bodies for sex. |
sold my body to a cheap
food chain. | literally am
selling my body and my
health.

That’s a great analogy.

Out to a cheap food chain.
| realized in that moment,
I'm basically a crack
whore. Then | looked
down at the jacket that |
was wearing, and the
jacket was so big, it held
all these packages of
doughnuts, without the
guy even noticing. | was
so big, that no one would
have ever had noticed. |
decided that that jacket
took on a magical symbol,

a shield for me in a way.

| walked back in and said,
“I'll come back and pay.” |
think | actually came back

and paid the guy the next
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day so actually [inaudible
24:16]. Anyway, so | stole
for a day. It really drew a
line in the sand, and that
was the line in the sand
that led you to this video
right now. This is where |
go in this section, it’s the
most important thing that
you can do. In this section,
you can say, whatever you
decided
product or service that

to create the

you created, at some
point, you went through

pain.

At some point, you
wanted to pull that pain
out and go, it was at this
point, right here where |
drew the line in the sand.
| declared to myself that
I'm going to show
everyone how to fix this
problem, as soon as |
figure it out. I’'m going to
study [everything 24:51] |
have to study. I’'m going to
do this or die trying. | use
that phrase a lot. I'm
going to figure out how to
lose this weight. I'm going
to figure out how to get
rich, and take care of my

family, or die trying.
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Jay:

Whatever the case may
be.

Then I’'m going to teach it
to everyone who will
listen. Every man, woman,
and child who will listen.
That’s why you’re here
today because | set out on
a journey. That is so much
more of a compelling
story than your typically
hero’s journey. Or the
hero just ends up a hero.
What you’re doing s
you’re making everybody
in the audience a hero for
watching the video. You're
part of the journey. Does

that make sense?

Yeah, totally. Jon, a couple
of things that | want to
just clarify. First of all, you
lighted over it, but one of
the most powerful
elements, and this goes
back to NLP, which for
those who don’t know it’s
neurolinguistics, whatever
the P stands for, and it’s
how the mind is
programmed biologically,
emotionally, mentally, to
respond or reject various

stimulus. You lighted over
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Jon:

the fact that metaphors,
similes, analogies, and
anomalies are very
powerful. Do you want to
talk a few minutes about
that?

My take on analogies is |
don’t use them a lot
unless the analogy that
I’'m using is comparing the

problem they have to

something that is
emotionally

supercharged. A
supercharged  program.
For example, a
supercharged problem.

Example, if | said your
disobedient child is a lot
like your weight loss. It’s a
lot like your body fat. I'm
just making this up off the
top of my head.
Something that’s really
charged for them. Like for
most people, having a
problem I'm using in
weight loss as an analogy
only, having a problem
with  weight gain is
literally, you’re not adding
pounds to your body. It's
literally subtracting years.
You would show that

visually.
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It's like, when

gaining pounds,

you’re
you're
subtracting years. | would

use a seesaw metaphor

there. Those kinds of
things are visceral. They’re
more  impactful  than

saying, losing weight is a
lot like driving your car. |

wouldn’t say that.

Yeah, back to the second
part, the end of that vital
connection. When | bring
in the jacket that closes
the loop. I'll talk about
what that means in a
moment to that open
interrupt, of when | say
this is a magical jacket. It’s
going to help you lose
weight. That closes the
loop psychologically. |
don’t even have to explain
it. It

psychologically. What that

just closes it
means, NLP, when | open
a loop, which I've already
done several times in this
conversation, you open a
loop. You started an idea,

and you say, “I'll explain

what | mean in a
moment.”
Oftentimes, it’s called
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baiting the idea. | can say,
“I'll explain what | mean in
a moment. In fact, if you
watch until the 5-minute
mark, I'm going to give
you the secret. Just watch
with me.” You're just
opening a loop. That’s all
that means. When you get
to that point, you close

the loop.

In a conversation, listen to
the next time someone
does this, and watch how
attentive you are. If they
like,
this. A guy calls you up, or

something “Picture
a girl call you up, a friend,
and says, ‘Hey, you’re not
going to believe what
happened the other night.
This is one of the craziest
stories you’ll ever hear.””
like,
happened? Wait, hold on

They're what
a second. I'll tell you in
just a moment. First, I've
got to talk to you about
the party we’re going to.
Or I've got to talk to you
about  that business
project we’re doing. [Ill

come back to that story.

Your odds of listening to
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Jay:

Jon:

that business story go way
up because you're like, |
want to get to the other
part. It's  interesting
because if you're really
savvy, you can build in all
sorts  of

inside  that
conversation that lead up
to that, that story of that

wild night or whatever.

components

business

That’s an open loop. |
want to go back and
explain that.

Great. Continue.

All right. Step three is
called the big problem.
The concept of the big
problem is very simple,
but | think it’s something
that | think most markets
miss, and that is, your
prospect has a problem.
You’re going, of course. In
this case, the prospect
needs to lose weight. No.

That’s not the problem.

This is where it gets really
important to understand.
Whatever you sell, it
doesn’t matter what it is,
you’'re addressing a
problem. You're solving a

pain point. What I'm
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wanting you to do is to
brainstorm and figure out
what is the real problem,
underneath the problem?
That’s why you can enter
this section by saying,
“We both understand. We
both know now that your
weight loss is a problem,
but that’s not the real

problem. The real
problem goes much
deeper, and once you
figure out what the
solution to the real

problem is, the weight

takes care of itself.”

This is very important. If |
say you're problem is you
eat too much, they know
that. They know that that
is a problem. If | tell them
why they’re eating too
much, that the real
problem is a mysterious
nutrient that’s not an
anti-nutrient rather that’s

stuck into their food by

food processing
manufacturing plants,
that’s literally forcing

them to overeat, do you
think they would listen? If
| told you

your real

problem with not have a
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[sales phase 30:18] that
converts really well, is the
fact that you’re wusing
three specific words over
and over again, and it’s
the most novice mistake

that you can make?

It’s not that you’re not a

copywriter.  You know
that.

need a video sales letter,

It's not that you

or that you need better
sales pages. You know
that. But if | told you
something really nuanced,
the problem is these three
words. They’re killing your
sales page. I'll tell you
what those are in a few
minutes. I'm looking for
those kinds of problems.
Meta problems, in other
words, big, big problems.

into

That’s what leads

what’s really cool. | love
this part of the video sales
letter process. | call it the
conspiracy cycle. | got the
name because it sounds
like a conspiracy theory. It
sounds like you’re building
a conspiracy theory, and
you’ve got to tread lightly

here. You don’t want to
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sound like a conspiracy
theorist. You don’t want
to sound like somebody
that believes that the
the
controlling

aliens are around
corner
everyone’s food intake, or
whatever

your product

may be.

There’s always a villain in

every great story, Jay.
There’s always a Vvillain.
The villain’s often the
most interesting
character. All | do is take
the villain, and give the
villain a prominent role in
this problem. | don’t want
to make the prospect feel
like they’re the villain. The
big problem isn’t that you
can’t control yourself. It's
not that you eat too
much. It’s not that you
like sugar. Those are me
The

problem is much bigger,

problems. real

and there’s a villain
behind that problem. The
villain, I've figured out
over the years, why was |
craving this? Normally, in
life, |

really disciplined. | was

my normal was

successful in business. |
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was successful in
relationships. Why is this
one life

area of my

completely a disaster?

I'm going to go back to
the weight loss analogy.
It’s because of the lies my
mom and dad were told
about what constituted a
healthy diet,
feeding me what they
thought healthy,

programmed my brain to

and by
was
crave sugar and carbs and

That’s the

problem. That’s who you

sweets.

should blame, not your

cravings from sugar.

Your cravings for sugar are
the result of the problem.
If you fix the problem, if
the
problem, everything else
tends to fix itself. In the

you’re aware of

next step, which is called
the bigger solution, that’s
step four, | tell people

how to fix the problem. |

literally give away
information that some
people are a little bit

nervous to give away.
Some people are nervous

to say, let me give you
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Jay:

Jon:

three things right now
that will help fix that
problem, and the third
one, Jay, is the most
important. You definitely
want to listen. Anyway,
you see what I'm doing
here?

Yes.

I'm opening up yet
another loop. I'm saying,
I'm going to give you
three suggestions. The
third was the most
important. In fact, without
the third, the other two,
you can pretty much
forget about.
important, but the third

They're

one’s absolutely king.
That’s how | go into the
next section, which is the
bigger  solution. The
bigger solution is teaching
the customer or the
prospect what to do next.
Everybody wants to know

what to do next.

You're going to end what
to do next with your
product or service. That's
the ultimately solution,
but we’re not there vyet.

We're walking into the
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ultimate solution. | want
to cover just a couple of
psychological points in

this section real quick.

In this section, there are
three types of tips | like to
give people. These tips are
around what’s called
modalities. It's the way
that we learn things. We
learn through sensory
perception modalities. We
learn four

different

through

psychological
modalities. | use three.
We

and we will take action on

absorb knowledge,

things if we were told
what to avoid. If we were
told,

stove, it will burn your

if you touch the

hand and you will be in
serious pain, and you’ll be
grounded for a month. We
learn not to touch the
stove. Sometimes we have
to touch the stove
anyway, but then we learn
immediately that’s really
bad. That’s called an avoid
modality. We want to

know what to avoid.

Another way we learn is

to say, if you do this, I'm
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going to take you out to
ice cream. Notice I'm
going back to when we
That’s
when we picked up all this
stuff. I'm talking to the
child mind. That’s who's
buying your product, by
It's not the

prefrontal cortex. It has

were  children.

the way.

very little to do with this.
The
cortex is the larger part of

evolved prefrontal

your brain, it doesn’t even
kick into high gear until
you’re like 9 years old. The

rest of your brain s
learning stuff. It's a
massive storehouse of

stuff that you’ve learned
and have picked up over
generations and
generations of time. I'm
talking to that part of the
brain. How do |
this?

pleasure out of this? | call

enjoy
How do | get

it the joy tip.

Finally, you need to know
the nuts and bolts. Do this
first, do this second, and
do this third. That’s called
how-to. Those the three
ways that we learn inside

this bigger solution.
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This is one of the most
psychologically powerful
tips | can give you. You
want to lead with what to
avoid. The reason why is
people will do for more to
avoid pain than they
would to get pleasure. You
want to tell them, for
example, if your product is
be

solvent when you retire,

how to financial

how to be financially
secure, you might start off
by saying,
mistake

“The worst
people make
when they go to plan for
.. Blank.

Whatever that may be.

retirement is

“You’ve got to avoid this

at all costs.”

The more specific you can
be, the better. If you say,
the worst mistake you can
not

that’s
specific. That’s like, | don’t

make s being

disciplined, not
even know what to make
of that. What I'm looking
for is something like this.
The worst mistake you can
make when it comes
down to planning for your

retirement is saving more
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Jay:

Jon:

than 10% of your income.
You should save 8% of
your income. Never more
than 10%. I'm making this
up. I’'m completely making
this up.

But let’s say that that was
your philosophy. That’s
very specific, and you’re
going, oh. Your brain
wants to latch onto
something. Your brain
wants to latch onto
something.  When it
comes to weight loss, Ill
tell you one thing, the
foods they should avoid
that seem like healthy
foods. Corn, soy, things
like that. Certain oils.
Avoid those because

those trigger this reflex.

To the saving money part,
I’m just giving an example,
but you get the idea.
Something very specific is

what you want.

Yes.

Okay. Then you go into
the enjoyment modality.
I've got one more tip for
you, and that’s how you

can get pleasure out of
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this. How can you make
this fun? That's the
guestion you want to ask
at this point. How can you
make this fun? If you can’t
that

changing this

answer question,
how will
make your life so much
freaking better? You can
use that whole section as
a future paced section. In
other words, | want you to
imagine your life just 30
days from now, after you
apply that tip. Here’s what
your life’s going to look
like.

Then you walk them into
the future, so they get the
benefits of what they’re
life is going to look like
after they purchase your
product. Notice that we're
not even talking about a
product yet. This is very
key. We're 30 minutes into
this presentation, maybe
20,
mentioned the product.

and you haven’t

That’s the power of the

video sales letter. You

can’t scroll to the end. You
can see that there’s a buy
button.

There’s no

correlation to buying
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Jay:

Jon:

Jay:

Jon:

Jay:

Jon:

anything at all. It's very
[inaudible 37:23].

Jon, interruption. There
may or may not be an
optimal length depending
on the product, service,
price, complexity, but is
there a range that they

normally run?

Yeah. If it’s a low dollar
product, you can get by
with 15, 20 minutes. The
average product is about
45 minutes long, and I've
seen them an
hour-and-a-half. Our
video sales letters that
come out of Sellerator
end up being about 45

minutes long.

Wow. Very interesting.

Give or take.

Please. This is very

fascinating. Continue.

The most important thing
is where the buy button
drops. It's about to drop,
and as long as it drops in
the 18 to 24 minute
range, you’re really good.
The final part of this

THY EtEA, ZHFETHI

J: Jon, HroEWWTT, HLNLE
5. ZFOREM  —E A - HEE - BHHES R
EDLIREDTHDHMNTE - T, K72
BEENR®Hr0TI N2 EznE biEFIEET
LREEOHBNRHLDOTL L HIMN?

B 3w, b L ZNREVEMIE ST D,
HIRTIL 155305 20 4y T ZIiTfrE E<
FRHRET, PPN ST D 45
BV, F L TRIZZE ORI Z 1 R
MEoFET TVET,

FLEDO T 4 —/L A L ¥ —|X Sellerator
MBEFENTZET, 45 53 THRTL
*7,

) ~ZL BRI TR

B: B DM ZITWMDHNTTY,

) ETHRAR T, KLl TS 2S
VY,

B: o bHEERILIZEZITHEA
NH CERET D0 TY,
ZTTESITHEDHLE I B DTT,
Z LT, TNIT 18~24 HyD#PHTH
iE, L THbWnnTL X 9,

ZOEBDOARAT v TIZANHREID., i




before we go into the final
step of this is how do you
doit?

What | do in my 1-2-3 part
and how you do it, | say,
the very first thing you
have to do is you have to
know now to, I'll come up
with technical
that

complicated, so

some
phrase. | know
sounds
I’'m going to show you this
step by step. I've already
laid it out for you. In just a
moment, I'll show you
exactly how you can get
that. That’s the first tease

that there’s a product.

Then I'll say, after you do
that, you need to do this.
After you do this, you
need to do this. Then I'll
say, that was a lot to
cover. Remember that first
step | mentioned. You
have to do this. This is the
secret to everything. This
is the one thing that you
have to do. This is the one
thing that’s going to solve
all the problems, and | put
this

product system, formula,

one thing into a

blueprint, video, whatever
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the case may be, called
38:54],

now

[inaudible and
then

introducing the product,

we’re

and we’re in the final step
which is called the grand
offer, and that is your

pitch.

Your grand offer is exactly
that. It’s a very big, you
want a very powerful,
very compelling
irresistible offer, and we
go the offer
section inside of the
[inaudible 39:15]. There's

six parts to it, and each

through

part has 20 microparts to
it. It has to be just right.
You have to get it right. If
you get it right, you’ve got

a homerun on your hands.

| briefly cover what you
covered inside of that,
inside the grand offer. You
introduce your product.
You tell someone what
do.

Here’s what this makes

your product will
this product unique. It
It has this
patented formula. It’s this,
that, the other. Then you

go into, what’s kind of

does this.
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Jay:

Jon:

interesting. You go into
qualification.

Interesting.

Qualification is  where
you’re going to qualify the
buyer. You're going to
pre-frame them to buy
your product. Here’s how
you do this. Let me tell
you what this isn’t just to
make sure, just in case.
You’ve watched the video
so far, and it’s really great.
Thank you. Just in case
you’re confused, | want to
make sure you know what
this is not, so that this is a
perfect fit for you, and
you’re an ideal fit for us.
Rather than waste vyour
time, let me tell you what
this isn’t.

If I'm using a diet book,
this is not some
low-calorie, count every
gram of fat diet that you
follow. If you’re looking
for a diet where you count
every single calorie and
gram, this isn’t for you. Do
you see what I’'m doing? If
you’'re looking for
something really painful

and boring, then this isn’t
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for you. I'm pulling out
that diets

would do. Now this is an

things real
exercise program. I'll give
you a really good exercise
program on the next page,
but this isn’t one. If you're
looking for a workout,
that you have to do like
for 90 minutes a day, in
front of your television,

this isn’t for you either.

This is where you really
qualify. I'll go, now, look. If
you’re also looking for a
diet that tells you that you
can eat pizza and burgers
every single day and lose
weight, this isn’t for you
either because you and |
both know, that’s not
going to happen. You will
be saying
that’s going to qualify. If

something
somebody is actually

looking for that, or
whatever the product may
be, you want to get rid of

them.

We qualify, and then we
talk about who it’'s going
to work for. This is such an
effective plan, it will work
for

you if You go
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through  every single
objection. You just take a
sheet of paper, write out,
what’s my objections?
What are my customer
objections to why they
didn’t by my product? If
you don’t know, ask.
Survey your lists. Survey
your prospects. Say, |
presented you this offer.
I’'m curious why you didn’t
buy, so you can go down

the objections.

This will work for you

even if you have no
money, even if you have
no discipline, even if you
love sugar. Whatever the
case may be. You're just
positively countering the
objections. You want to
make sure that no matter
what somebody’s
thinking, I've got a thyroid
problem. This will work
even if you have a thyroid
problem. | know because |

have one.

I'll go through every single
objection | can think of in
this rapid fire slide. Then
we start moving into the

price. First of all, you say
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what’s inside the product.
It’s very simple. Here’s
what you’re going to get.
You always assume the
sale. Here’s what you're
going to get when you
download or purchase, fill
in the blank, today. | just
told them they’re going to

purchase it today.

Here’s what you’re going
to get. You just itemize
out what they’re going to
get. You can also go into
bonuses there. | like to
leave my bonuses for after
the price. Now, you want
to come to the price. This
is the section where you
get to the price. Your price
is, it’s called a CTA, a call
to action. You're CTA is

incredibly important.

What | like to do is to start
off with a price that is
completely false, and |
build that price around
several things. | walk
people through. Let’s take
a look at what, before |
share the cost of what this
program is, let’s take a
look at what some of the

competitors, some of your
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other alternatives are.
One of your alternatives
are, I'll got back to weight
loss, if you don’t mind.
Some of your alternatives
are plastic surgery. You
can get liposuction. If you
have $5,000 or $10,000,
and you have a high pain
tolerance. That may be
could

something  you

consider.

Stats show that people
that have liposuction are
often unsatisfied with the
results, and you gain the
weight back. That doesn’t
the
what’s killing you either. It

solve problem of
doesn’t solve the problem
that your kids are still
watching you eat this
food.

learn

horrible They're

going to those
lessons. That’s not really a

valid alternative.

What tried a

personal trainer? It’s great

if you

if you have one. They’re
great if can afford it, if you
have $1,000, $2,000 a
month, for a personal
trainer. That’s an option.

It's an expensive one. It's
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still not going to give you
the food, and | always
anchor back to what my
USP is. That’s still
going to give you the

not

power of the [inaudible
43:56]
never going to learn that.

principle. You're
You’'ll always starting one
after the other. In fact, |
keep walking through this
price drop.

Basically, I'm giving you a
blueprint that’s going to
solve this problem. With
all the bonuses I’'m about
to show you, we felt that
the blueprint [inaudible
44:15] solved the problem
for 150,000 people so far.
It’'s well worth $97. I'm

just saying that.

Look, while $97, while it
may be fair, I'm going to
be more than fair with
you today. Hang on. Let
me show you what else
I'm going to give you.
What

opened a loop. | want to

I've done is I've
be more than fair with
you, so they know that
that’s the price, but I've
the I've

opened loop.
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created a situation to
where, now they want to
know what the price is. Is
going to be $57? Is it going
to be S$67? They don’t

know.

In between that price
reveal and that open loop,
I’'m going to include all the
bonuses you’re going to
get. A little tip
bonuses. Never make a

on

bonus unless the bonus is
something that someone
would use to either
accelerate that process,
and that’s actually not as
the

Something that

good as second
version.
after

they would use

they’ve succeeded

whatever you’re teaching.

Let me give you an
example using finance
again. Let’s say you're

teaching a course on how
to save money. What's a
that

would love to have once

bonus someone
they’ve saved money? You
can frame the bonus like
this.

successful, you’re going to

This course is so

save SO much more
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Jay:

Jon:

money than you normally
could save, I'm going to
give you this bonus right
here. How to set up a
really strong investment
account, or whatever. |
don’t know. I'm just
making stuff up.
[inaudible 45:40] finance
world. How to offshore
Cayman Island strategies.
You're going to have more
money than you’re going
to know what to do with.

That’s the whole idea.
You're implanting the
vision of what vyou're
selling in the prospect’s
mind, but you’re taking
them to the point where
they’ve already achieved
it. Your bonuses are about
how they achieve it. If a
weight loss program says,
we’ll say like we give them
a coupon to get their
clothes tailored, for

example.
[inaudible 46:05]

You assume that this is
going to work. It’s going to
work so well, that you're
going to need this thing. |
see literally a handful of
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Jay:

marketers  using  this
strategy for  bonuses.

They’re very good.

Now you can get to the
price, and you just do a
price drop. It’s not going
to cost you all that money
that if you did all this stuff
over here. It’s not going to
cost you this, this, or this.
It’s going to cost you this.
Then you go into the
guarantees. You go into
the testimonials. At that
point, you're pretty much
done with the selling
process. There’s some
other stuff that’s in there
that’s much more detailed
than we can go into in a

video.

That’s the gist of it. That’s
the formula that’s been
working so well for
thousands of marketers

for the last seven years.

First of all, let me say this.
Given the compression
and the request that | did,
you over delivered and
you stimulated my mind
as well. First of all, I'm
grateful for the people

watching. | have two
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questions in finality, and |
have one comment. I'll

make the comment first.

From my heart, | think Jon

is one of the absolute

brightest, he’s the real
thing, experts in the
world. | think everyone

and anyone listening
would benefit if you could
access him. | have no
economic interest in him,
but he has a lot of very
wonderful  tools and
resources that shake what
he’s tried to very
generously compress into
and

an  hour, very

comprehensively and
extensively explain it. If
you don’t speak English,
I’'m going to try and find

some people that might

be able to make it
available in different
languages. At the end,

please tell them how they
can contact you or study

your work.

The last two points are

very critical, and are

critical for you. What have
| not asked you that |

should have, that you
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Jon:

need to share that is
maybe a pivotal epilogue
or thread of critical
foundation or a mispoint,
and then second more
than anything else, what
do you want them to
remember? What’s the
singularly most important
impact statement you
want this investment of
an hour of your time for
people around the world
to really, | don’t know
what the word | want to
make is, really haunt them
with? Do those three for
me, and [I'll be very
grateful.

| can tell you. If | had to
summarize marketing in
one sentence it’s the goal
of making your prospect
feel completely
understood. I've recently
edited that sentence to
saying the goal of making
your prospect feel
completely  understood
and uniquely intrigued.
They feel understood.
They're listening to you,
going, wow. This guy or
this girl gets me. That’s
me. That's me. That's
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what you want them to
say.

If they say that, you’re
60% there to the sale. The
rest of it is the pitch and
the

intrigued is very powerful.

price. Uniquely
It’s like, wow. That’s me,

and I'm really curious

about  whole calorie
[staggering 49:27]. That's
weird. I've never heard of
that. That may be the
answer |'ve been looking
for. If you look back at the
that
in the past,

dealt with
that
tried multiple times, the
third or fourth or fifth
bought

something

products you’ve
purchased
that

something

have

you’ve

product  you
usually has

that makes you go, “Oh,
that sounds like what it
Maybe

allergic to gluten.” Maybe

may be. I'm
the gluten-free diet may

work.

Maybe it’s that I've been
eating too much ... Fill in
the blank. That may be it.
This is the fill in the blank

detox diet, or whatever
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Jay:

Jon:

the case may be. That's
incredible. If you can do
both, | feel understood,
and | feel like this guy or
girl has an answer that |
haven’t considered
before, you’re golden.
You're absolutely golden. |
would want those two
things in as the same
guestion. What have | not
asked, and what’s the one
takeaway, that would be
what it is. | think we’ve
covered a lot of great
stuff, so that would be it

for me.

Okay. How would | reach

you?

The main course that |
teach is called Sellerator.
The reason it'’s called
Sellerator is if you think of
accelerator, it puts sell in
front of accelerator. You
get the concept of selling
faster. What we noticed in
the video sales letter is
that it not only sells more,
it's more efficient at

selling.

The people that go
through the course, it

does it much faster. We
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have automated software
and coaching that literally
walk you through it step
by step, so you get it done
really fast. That’s the key.
Eben Pagan, the great
marketer Eben Pagan said
that his entire criteria of
success is judged on
speed on implementation.
Speed on implementation
is everything. The faster
you can implement an

idea, the better.

When it comes down to a
video sales letter, or a
sales page, or anything
that with  the

complexity of writing all

deals

these words, anything
that will do it faster is
something that is well
worth your money and
time. Sellerator,
S-E-L-L-E-R-A-T-O-R,
Sellerator.com, is the
primary website. That will
show you the three
packages that we offer.

One of them includes one

I’'m coaching, which is
[inaudible 51:29]. We
highly recommend
because | don’t know

about you guys, but being
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an entrepreneur, | just
purchased something last
week. | purchased a
speaking program
because | do a lot of
speaking from one of the
premier speakers in the
world. This guy’s in his
late ‘70s, and he’s just

killing it.

| asked which
program should | buy? He

him,

gives me the form. He's
goes, the one with the
coaching, of course. You
can get the software. You
can get all the courses and
stuff, but let me coach you
for four hours. It was a
no-brainer for me because
it was $1,000 more, so |
said I'd take the coaching
one.

Here’s what’s interesting.
He sent me six things by
email. The login to the
user site, all the video
vaults, everything. | have
not looked at one of
them. It’s not because |
don’t want to be a great
It's

speaker. because |

know the coaching s

coming up. | know that
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Jay:

Jon:

I’'m super busy. | know
that without that
coaching, | would never
go through this no matter
how much | want to do it.
That’'s why we offer
business coaching,
business implementation
coaching. We’ll get you
through the process.

[inaudible 52:30]
copywriting coaching
because you won’t need
to know how to be a
copywriter. Just use the

words that we give you.

Jon, you are exceptionally
knowledgeable, and today
you were enormously
gracious to compress so
much into such a short
time. I'm very grateful.
Thank you very much for

everything.

My pleasure, Jay. Thank

you.
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