


THE 12-STEP FACEBOOK CUSTOMER GENERATION  IMPLMENTATION CHECKLIST

12 STEPS IMPLEMENTATION COMPLETE NOTES

Step #1

Know EXACTLY Who Your Ideal Customer Is And What Their Biggest 

Problems Are…

Target market, problems, your solutions, evidence of results

Create A Highly Valuable And Virtually Irresistible Offer 

Step #2 Make sure the title is specific and compelling, and the information is 

immediately actionable

Position Yourself And Your Company As An Expert And Authority 

Step #3
This will set you apart from your competition, and make it much 

more likely that prospects will respond favourably to your offers 

Step #4 Prepare Sales Copy 

Communicate your offer persuasively and succinctly. Include a strong 

call-to-action

Step #5
Prepare Your Landing Page

The critical step is to tempt prospects to complete a short form to 

claim your free resource

Step #6
Set Up Your Facebook Campaign

The facebook advertising platform lets you put your sales message 

out easily to thousands of prospects 

Step #7 Select Specific Niche, Target Audiences 

Under the Campaign level you create your Ad Sets, so you can 

measure the responsiveness of each group of prospects
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Step #8
Prepare An Eye-Catching Image

The recommended image size is 1,200 x 628 pixels, and your image 

may not include more than 20% text

Step #9

Create Your Sponsored Post Advertisement, And Create A ‘Tracking 

Pixel’

It’s best to write your post in a text editor first, and then you can 

paste each section into the ad creator

Test Alternative Post Adverts And Landing Pages

Step #10 A/B Testing is a strategy in marketing in which two versions, A and B 

(the control and the treatment) are tested against each other to keep 

improving results 

Step #11

Make It Easy For Prospects To Buy From You

Prepare evidence of results you deliver. Make the purchase decision 

risk-free. Communicate little and often

Set-Up Your Customer Conversion Funnel

What is your follow-on offer going to be? 

Step #12 e.g. more information, free trial offer, low-cost trip-wire purchase, 

consultation, audit or health check
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STEP #1 
Know EXACTLY Who Your Ideal Customer Is And What Their Biggest Problems Are 

Write down a customer avatar, and what they are secretly saying to themselves most of the day 
and half the night. 

The crux of your effective marketing is to create a message that speaks very powerfully to the 
needs of your prospective clients. This message then becomes the focus of all your marketing.  
 
The first step in creating your Core Marketing Message is to answer the following questions as 
carefully, and in as much detail as possible:  
 

1.  Target Market What clients do you serve? Provide a detailed profile of your ideal 
client, including demographics e.g. their industry, type of business, job titles, socio-
economic type e.g. lower, middle or higher income earners; their psychographic details 
e.g. their values, beliefs, character and interests/hobbies etc.  

 
2.  Their Problem What problem, issue, frustration, pain, inconveniences, or challenges 

are your prospects facing which they are actively seeking a solution to?  
 

3.  Your solution Explain exactly HOW your product or service solves the problems they 
are facing. Write down in detail the process your service delivery follows, or the way 
that your product is used or operates, or how your product is manufactured. Don’t make 
the mistake of assuming that your prospects won’t be interested.  

 
4.  Proof and Results Document in detail the before and after examples for as many of 

your customers or clients as possible i.e. this was their situation before working with 
us; here are the quantified effects of our solution e.g. % increase in productivity; £ 
increases in sales revenues; increase in % gross profit margins; number of man-hours or 
days saved; reduction in down-time, or call-outs, or warranty claims etc.  
 
You also need to list references you have available, testimonials, documented case 
studies, laboratory or user test results; product or service accreditations 
 

 Differentiation What makes you stand apart from your competitors? What makes you unique, 
memorable and special? What is it about your business that offers a true advantage to your 
customers compared to your competitors? 
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STEP #2 
Create A Highly Valuable And Virtually Irresistible Offer  
 
The bigger the purchase price, or the bigger the implications for getting that decision wrong, 
then the more careful we are, and the more research, due diligence, and preparation we will 
undertake, before committing to a particular supplier or product or service. Some people even 
stand in the supermarket aisles thinking seriously to themselves before deciding which brand of 
baked beans to buy that particular week!,  
 
The fact is, that unless you are involved in selling a complete commodity product, or 
something that is always going to be bought on a whim or spontaneously, virtually every other 
buying decision in the world is taken via a series of conscious (or sub-conscious) steps.   And 
this inevitably means that we need to mirror this in our marketing approach i.e. we need to 
adopt a multi-step sales and marketing strategy. 
 
You need to make a powerful offer to your ideal prospects, ideally in the form of a free 
resource or knowledge of some kind. What format will it take? (Webinar, report, video, 
checklist, free trial etc.) Make sure the title is specific and compelling and the information is 
immediately actionable. Include a strong offer and call to action at the end of your free 
information. 
 
Here are some examples of different free resources: 
 

• A series of informative case studies, or your latest free catalogue 
 

• A personal video message from your MD regarding your money-back guarantee 
 

• A checklist to help your prospects ask the right questions 
 

• An online demonstration of your product 
 

• An mp3 recording of an interview with three of your main clients explaining how they 
went about solving specific problems 

 
• An illustrated guide on how to use your product or service to achieve best results 

 
• An email autoresponder series all about how to buy your type of product or offering 

 
• A free webinar or tele-seminar, explaining how people can solve specific problems 

related to your products or services 
 

• A free or discounted first issue of a magazine, a video training course, and so on. 
 
Now the most appealing soft offers often involve free guides, reports or booklets. This is much 
better than offering a free brochure, because reports appear more tailor-made for the prospect, 
and their content can be very specific in nature. 



© All rights reserved   4

A special report is usually a step-by-step list of guidelines produced by a specialist for the 
benefit of your reader. The report’s aim is to instruct the reader on how to achieve a certain 
objective successfully, or avoid common mistakes that others have made. 
 
The report should come across as an independent piece of work that relates real-life examples, 
not theory or concepts. The report should never try to sell your company and its solutions, until 
the very last page. Here you can offer further useful information (another report on a different 
aspect of your industry is ideal), as well as making a hard offer, if appropriate. 
 
The title of your report is very important in promoting the value of the content being offered. It 
is effectively an ‘advert’ for the report, and needs to promise the solution to a problem, or offer 
a valuable benefit. Being very specific in the title of your report also helps to convey the 
tangible value it will deliver. 
 
Examples include: 
 

“The Seven Key Questions You Must Ask Before Buying Your New Windows – 
And The Answers You Must Know” 
 
“The 5 Biggest Headaches Contractors Face When Installing Network 
Infrastructures For Their Clients – And How To Avoid Them” 

 
“How To Be Certain You Find The Most Expert Document Scanning Company” 
 
“The 8 Myths of Used Process Equipment… And Some Surprising Facts You 
Should Know” 
 
“Why Do Some Office Refurbishments Create An Exciting Atmosphere Whilst 
Others Add Nothing To Show Your Success?...” 
 

The goal is to create such powerful offers that anyone reading them would say to themselves, 
"My goodness, I'd have to be completely mad (or negligent) not to take them up on this 
opportunity!" 
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STEP #3 
Position Yourself And Your Company As An Expert And Authority  
 
In your industry niche you need to become known and regarded as a knowledgeable expert, so 
that prospects begin to trust you and the quality of information and expertise you are offering. 
This will set you apart from your competition, and make it much more likely that prospects 
will respond favourably to your offers of help and advice. 
 
Now we need to talk about how you can position yourself in your market for maximum 
success against the competition … 
 
Understand that thousands of your ready to buy prospects are paralysed by fear of making the 
wrong decision.  But to make yours the ‘Go To’ Company, you have to develop valued 
relationships with prospects and customers. 
 
When you learn how to re-position your business as the most knowledgeable and helpful 
option in the market and you'll soon discover that the vast majority of prospects prefer to buy 
from the market authority. 
 
Now, when you first come into contact with your prospects, you are always pigeon-holed into 
just one of the following three categories: 
 

1. ‘Trusted Advisor’ 
2. ‘Consultant’ 
3. ‘Salesperson’  

Only one of these three has the prospects’ best interests truly at heart. And only one leads to 
maximum long-term sales and profits. 

As soon as you have targeted your prospect with your mailing, your sponsored facebook post, 
your prospect immediately (and correctly) puts you into category 3, "Salesperson". 

Your prospect has a healthy scepticism about your claims, and a natural resistance to being 
sold to. 

Unless you put yourself in their position, and provide compelling evidence, they probably 
won’t take action on your recommendations. They believe you’re just trying to sell products 
and earn a commission or make yourself a quick profit.  

FACT:  Prospects nearly always prefer to buy from the industry experts 
 
Let me ask you… Do you want to be judged by, and compete, solely on price? (and remember 
that someone, eventually, will always be able to beat you at this game) or do you position 
yourself as THE authority in your industry? 
 
The very best way to demonstrate your expertise is to publish your knowledge and expertise, 
and give it away freely. Very, very few people will take this information and say “thank-you, 
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now I’ll be able to do this for myself”. You are helping prospects inform and educate 
themselves about their problem, and how they can solve it. 
 
Inevitably, large numbers will come back to you and ask you to help them achieve the results 
they desire. 
 
In the facebook customer generation funnel, we don’t wait for them to come back. We 
maintain the initiative. So once you publish and promote your free resource, you then 
recommend the next step for prospects to take. 
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STEP #4 
Prepare Sales Copy  
 
You need to communicate your offer persuasively and succinctly so that your message gets 
noticed, gets read, and then gets acted upon. Make sure that the copy is all about them, how 
they are feeling, and highlights their frustration. 
 
Call out to your ideal target market. Hit their main pain point, and then give them a solution to 
that pain (your solution is the offer you are making of the free report, video, webinar etc.), 
sometimes called a ‘lead magnet’. Next, you have to agitate the problem, and rub salt into their 
wound. Look to eliminate any doubt that the prospect may have about your solution, then use a 
strong call-to-action. 
 
The copy you use in your sales messages needs to clearly identify the biggest problems faced 
by your ideal prospects. It should also focus on as narrow a market-niche as possible – (and I’ll 
explain how you can target hundreds of such niches in just a few minutes). For example: 
 
‘ATTENTION I.T. Companies that want to grow their support contract client base’ 
 
OR 
 
‘How SMEs can create a successful sales conversion pipeline – free webinar explains 7 
essential strategies’ 
 
OR 
 
‘For retired professionals with £250,000 or more in investments – New legislation means 
big tax savings’ 
 
 
Next, you have to agitate the problem, rub salt into their wound, and show them that you know 
how they are feeling… 
 
‘Are you constantly struggling to find serious prospects who’ll pay a fair price for your 
IT support? 
 
OR 
 
‘Fed-up with long sales cycles and prospects who won’t take your calls?’ 
 
OR 
 
‘Tell the tax-man to take a running jump, and keep more of your hard-earned capital’ 
 
Give several examples of how your key prospects will be suffering, and then explain how your 
offer (such as a webinar or video or report) will provide the answers they need. And remember 
this is a multi-step strategy, so you can’t go straight into offering a brand strategy review or 
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presentation of your portfolio before the prospect has got to know you, trust you and believe in 
your level of expertise. 
Promote the benefits that your offer will deliver, and then include a very specific call to action. 
For example,   
 
‘Get instant access to these valuable brand design benchmarks’ 
 
‘Book your place on this Thursday’s free brand management webinar’ 
 
‘Download your illustrated media planning checklist’ 
 
Remember, your ad copy must speak specifically to your ideal prospects about their biggest 
challenges. 
 
In summary you are saying ‘Do you have this problem? Are you really frustrated by…?  
 
On this webinar, video, report etc. I’m going to give you the solution.’ 
 
 
Here are some examples of well-written facebook ‘sponsored posts’: 
 
First, American marketing 
expert Frank Kern – notice 
how the copy leads with a 
clear benefit: ‘Learn brand 
new ADVANCED 
marketing strategies for 
absolute market 
domination’, and then 
follows with a strong call-
to-action ‘You Should Click 
Here:’ 
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Here’s an example of a sponsored post that we ran promoting a webinar that received over 600 
sign-ups in just one week of running on facebook, leading up to the date of the webinar: 

Note, the copy in the advert is ‘you’ oriented. It is all about you the reader, your needs and 
questions, and contains specific details of how you’ll benefit from the webinar on offer ‘I’ll 
give you 5 critical strategies to turn your web site from under-performer into a consistent lead 
generation and sales creator’. 
 
This advert has just one focus - to encourage the reader to take action and learn more about the 
webinar. 
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STEP #5 
Prepare Your Landing Page 
 
The pages you send your prospects to are called ‘landing pages’— they’re the first page a 
visitor sees after clicking on your sponsored post. And what matters most for your online 
marketing ROI is whether or not those prospects take action.  
 
The critical step is to tempt prospects to complete a short form to claim the report, video, case 
study, cheat-sheet or to book onto your webinar for example. 
Now this is not always as easy as you might think! Your prospects are very fickle, and they are 
easily distracted, or drawn back to other activities, or other posts on their newsfeed. But when 
you use a combination of the right copy and the right page design, it can work wonderfully 
well. 
 
The most effective facebook campaigns take clickers to a tightly focused landing page 
specifically developed and matched to the subject of the sponsored post. 
 
This page should offer useful content, minimal distractions, a strong call to action, and a well-
thought-out process for persuading the prospect to complete your form. 

 
Here’s a really 
successful landing 
page that promoted 
one of our free 
webinars. 
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And here’s 
one of the 
best 
converting 
landing 
page that 
we’re using 
right now: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Below is a snap-shot of some of the campaigns that use these pages, where you can see a 
consistent 30 – 65% conversion rate:  
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The important thing to keep in mind is that facebook browsers have lots of options and are 
presented with lots of different links. Together, this leads to impatience and a tendency to 
abandon any pathway that doesn't quickly and easily lead to a desired result. 
 
So the copy that you use on your landing pages should focus clearly on the benefits of the 
incentive being offered i.e. what results it will deliver for the prospect. 
 
 And as with your sponsored posts, to achieve the most profitable results you must undertake 
testing of different landing pages, including different headlines, copy, page design, capture 
form fields, and the size, colour and wording of your ‘submit’ button etc. 
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STEP #6 
Set Up Your Facebook Campaign 
 
Thanks to the wonders of the facebook advertising platform, you can quickly put your sales 
message in front of literally tens and hundreds of thousands of your most ideal prospects, in an 
incredibly cost effective way.  In fact it costs you absolutely nothing to do this! 
 
In this checklist I am focusing particularly on ‘sponsored posts’ which appear in the left hand 
side newsfeed of your prospects (and not with the more typical ads that appear in the right hand 
column). 
 
As far as growing your business using facebook, the hub for this activity is your own Company 
page (also known as a fan page) which is separate from your facebook home page where you 
see your normal newsfeed of posts. 
 
If you don’t already have a Company page, then go to this address and follow the instructions: 
https://www.facebook.com/pages/create  
 

Once you have logged in to your Company page, you should click 
on the dropdown arrow at the top right of the page. Then click on 
‘Manage Page’ 
 
Next you click on ‘Ads Manager’ in the left-hand column. 
 
Then you will see a menu column on the left-hand side. Click on 
‘Power Editor’ 
 
(Now bookmark this page so that it 
is easy to find next time!) 
 
 
 
 
 
 
 

 
 
Here’s the direct page link: 
https://www.facebook.com/ads/manage/powereditor/  
 
 
 
 
 
 
 



© All rights reserved   14

Once you are in the Power Editor you will see three tabs, for Campaigns, Ad Sets and Ads. 
 
At the Campaign level, you set the campaign name and its objective (either ‘web site clicks’ 
or more ideally ‘conversions’). 
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STEP #7 
Select Specific Niche, Target Audiences  
 
This is done under the Campaign level in what are called Ad Sets. 
 
This is where you set the budget for your daily spend, and also set up the targeting of your ads. 
Ad sets are distinct Audiences of people that you want to show your Ads to, and these can be 
selected according to a huge number of criteria. 

You can select prospects by their interests and hobbies, or target business users according to 
the location or size of company, type of industry, job title and a whole range of other selection 
criteria. 

So for example, you could target Managing Directors of UK SMEs who are based in the 
Midlands and like Richard Branson, or who’ve read ‘Good to Great’ by Jim Collins. I.e. you 
can target the ideal prospect persona for your specific consultancy or coaching business. 

In the illustration below, you can see that we are targeting the 8,400 members of the Institute of 
Directors: 
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Here’s another sponsored post that I saw on my facebook newsfeed recently, and ironically it’s 
a post by LinkedIn appearing on facebook. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
LinkedIn are offering a free report titled: ‘The Sophisticated Marketer’s Guide to LinkedIn’. 
 
This just reinforces the fact that you certainly can target business professionals using 
Facebook, and it’s not just relevant for those companies targeting general consumers. 

These advertisements appear as part of the typical browsing experience. They engage the 
viewer with relevant ad content that flows naturally into the rest of the content on the website. 
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STEP #8 
Prepare An Eye-Catching Image 
 
You need to choose a captivating image that will relate to the product or offer you are wanting 
to promote and will help your post stand out amongst all of the clutter in Facebook’s newsfeed 
 
The recommended image size is 1,200 x 628 pixels, and your image may not include more than 
20% text. 
 
Facebook has a useful tool to help you check this – simply upload an image to this page to see 
how much text you're using: https://www.facebook.com/ads/tools/text_overlay  
 
Here are some examples from successful campaigns: 
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STEP #9 
Create Your Sponsored Post Advertisement, And Create A ‘Tracking Pixel’ 
 
 

 
 
 
It’s best to write your post in a text editor first, and then you can paste each section into the ad 
creator. 

As mentioned in checkpoint #2, Interviews, How-To’s, and Guides work well in native 
facebook advertising. Often, bespoke content that has already been created for your brand or 
company can be promoted via Native to give consumers access to the content they are looking 
for. 

But don’t be afraid to test making a specific offer or promotion available to your target 
prospects. Below is a post which has a very clear proposition: ‘Get £20 off on the PIN and 
Terminal’. 
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Creating A Tracking Pixel: 
Part of the process of producing your sponsored post ad is to create a means of tracking what 
happens to prospects who click on your post. Specifically, we want to know whether the ad 
generates a conversion on your landing page from a click into a known ‘hot prospect’. 
 
The way that facebook tracks this ‘conversion’ is to give you a small piece of code  for a one-
pixel blank ‘image’ that you insert onto the ‘thank-you’ page that your prospects are re-
directed to after they complete your form. (This is the page that would host your video, or 
contain your checklist or free report etc.) 
 
Simply click on the ‘Create Pixel’ button and then choose ‘Registration’ from the drop-down 
category options, and give the pixel a name that is consistent with the action that the prospect 
has taken e.g. ‘Checklist Download’ or ‘Free Sample Request’ etc. 
 
Facebook will then give you the code to place between the <head> and </head> tags on your 
‘thank-you’ page. 
 
Once you have visited the ‘thank-you’ page it will register as ‘verified’ within facebook. This 
then allows facebook to track the conversions from your posts, and place the results in the 
reporting section for your Campaigns, Ad Sets and Ads within the ‘Ads Manager’ pages. 
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STEP #10 
Test Alternative Post Adverts And Landing Pages 
 
A/B Testing is a strategy in marketing in which two versions, A and B (the control and the 
treatment) are tested against each other. The goal is to identify changes that increase the chance 
of achieving your objective e.g. to get a click on your post, or to get a click to complete a sign-
up form. 
 
In the facebook Power Editor or Ad Manager pages, you can easily duplicate your ads and 
create a variation to test.  
 
And with landing page creation tools and services such as Unbounce, Instapage, Optimizely, 
LeadPages and HubSpot, you can easily create a second page and track differences in 
performance. 
 
Here’s an example of split testing different post headlines in one of our recent campaigns that 
resulted in a 76% increase in click-through-rate!  
 

 

 
 
The headline: 
‘FOR UK BUSINESS OWNERS: How To 

Land All The New Clients  
You’ll Ever Need…’  

received a  0.741% click-through-rate 

  
The headline: 

‘ATTENTION £100 - £200K 
BUSINESSES Who Want To Grow To 
£300K - £500K In The Next 12 Months’ 

 received a  1.309 % click-through-rate 
 
Apart from the main headline, and a slight difference in opening copy, everything else in these 
two posts was exactly the same. The conclusion here is that you cannot afford to ignore testing 
variations of your posts and landing pages. 
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Elements that you can test on a sponsored post or a landing page include the main offer, the 
image, list of benefits, call-to-action, trust symbols, testimonials, and background colour. 
 
The key is to change only one or two elements so you have a good idea of what’s motivating 
any increases in engagement.  
 
A/B split testing is a continuous process - there’s always small steps you can take, tiny 
variables to change, that will affect the page’s conversion rate. 
 
Just to give you another example of the power of facebook native advertising, here’s a 
snapshot taken after just one day of one of our recent campaigns: 
 

 
 
We were able to generate a click-through rate of 1.42% which delivered 194 web site clicks, at 
a cost of just 18 pence each! That’s 194 qualified prospects being driven to our landing page 
for a cost of just £35.65 
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STEP #11 
Set-Up Your Customer Creation Funnel To Turn ‘Hot-Leads’ Into Paying Clients 
 
Once you have tempted your prospects to complete your landing page form, and they then have 
access to your free resource e.g. your webinar or free report, or your email series or video 
tutorial etc. it is vital that you maintain control of the sales process. 
 
With your information-packed webinar or video or Executive Report or case study series etc. 
you have shown that you have the knowledge and expertise that the prospect needs to solve 
their problems. Now we need to reinforce this posture of excellence and authority when we 
invite the prospect to take the next step after they have viewed or read your free resource. 
 
The exact steps in your Customer Creation Funnel will obviously vary according to the type 
of free resource offer made, and your specific type of business. But here are some key elements 
and strategies you must include. 
  
What is your follow-on offer going to be e.g. more information, free trial offer, low-cost 
‘trip-wire purchase’, a free consultation, audit or health check, a site survey etc.? 
 
One option for your next step in the funnel is to make available to the prospect the opportunity 
to apply for a one-on-one consultation with you. Here are some examples you can adapt for 
your own business: 
 

• ‘Sales Executive’s Performance Review’ 
• ‘Human Resources Compliance Audit’ 
• ‘Design Health-check’ 
• ‘Network Systems Vulnerability Test’ 
• ‘Business Breakthrough Consultation’ 

 
The benefit for the prospect is to help them to get clarity and focus about their current 
situation. 
 
The wording used to offer this consultation is critical. Prospects have to apply for the session 
by completing an online application form, and not all of them will be accepted by you. 
 
Whatever next-step offer you make to your hot prospects, the key is to stop talking about your 
service and how it works, and start talking to prospects about their problems and how big their 
problem is, and listen to them. 
 
Stop talking features and benefits, and start asking prospects why they want to improve their 
business/sales/solve their problems. 
 
You communicate your value at a higher level by asking questions to establish the problem, 
and then casually offer the solution to that problem. But you must be honest and prescribe the 
best steps for them – even if it means that your product or service is not right for them, and you 
recommend another source of help. 
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STEP #12 
Make It Easy For Prospects To Buy From You 
 
Here are three vital strategies that will power-up your customer generation funnel, and make 
you the only logical choice in the market for your hot leads… 
 
1) Prepare evidence of the results you deliver to your customers 
 
At the end of the day, it's the results you've already delivered for your clients that your 
prospects are going to buy into. So make sure that all your marketing is brimming with the 
tangible results that your product or service will enable your buyer to experience. 
 
Let me give you two examples. 
 
Let's say you are a heating and air conditioning contractor. If I'm one of your prime 
prospects, then the most convincing marketing that I could ever see would be evidence from 
one of your existing customers describing how his servers are no longer over-heating and 
network downtime has been significantly reduced by 23% -- or another company's staff 
explaining that they no longer have to put up with uncomfortable conditions in the height of 
summer, for example. 
 
If you are running a steak-house restaurant, then the compelling evidence that would draw 
me into your establishment in preference to other venues, would be some vox-pop video 
interviews with existing customers who have just finished their meal, telling me how juicy and 
succulent the steaks are, and how friendly and attentive the staff have been. 

If you have a service-based business, focus on the results that your clients have experienced 
since working with you. Make sure these results are quantified and specific. Include £££ 
increases in revenues or profits, numbers of additional visitors or customers, and hours of 
labour savings for example. 

How much evidence of results do you use in your marketing, whether it's for lead generation, 
or for converting enquiries and quotations into new sales? 
    
Think of all the examples you could offer if I was to ask you for specific instances of how 
you've helped others. Then, DON'T WAIT TO BE ASKED...present the evidence up front, as 
soon as possible! 

A classic, but still overlooked strategy for demonstrating your results is the use of great 
testimonials: 

In my opinion they are better than any other form of proof; a really good testimonial can prove 
any claim that you want to make about your product or service.  
 
Good testimonials come directly from actual customer experiences. They provide a detailed 
picture of how the prospect’s life or business has changed as a result of their purchase. They 
need to be anecdotal and ideally tell a story. 
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You need to act like a marketing professional and make getting testimonials (which your 
quality product or service deserves) a systematic part of your marketing system. Every happy 
client should be approached for a testimonial. 
 
 
2) Make the purchase decision risk-free, with guarantees and risk reversal strategies 
 
Perhaps the biggest single barrier to creating more sales from your prospects is the fact that 
they don’t quite trust you. Not yet anyway. 
 
How do they know that you’ll live up to your promises? 
 
Well, here is a simple but devastatingly effective sales strategy that can help transform your 
conversion rates. 
 
‘Risk reversal’ works by removing the ‘fear of making a wrong decision’ so you make it much 
easier for your customers to buy from you.  
 
By incorporating a risk reversal philosophy and statement into every sales message, you can 
say to your prospects something like:  
 
“I understand you can’t be certain this product is perfect for you without buying and 

experiencing it first. Therefore I would like you to try it at my risk before you pay for it /or buy 

it, with the reassurance of our no-nonsense money back guarantee. So if you are not totally 

satisfied after experiencing it in action, then simply return it and we will cancel your invoice 

and/or refund your money.” 

 
When you adapt this form of wording to suit your product or service, you will have created a 
very powerful sales proposition to put to your customer. No one in their right mind would 
refuse. 
 
At the very least, a basic 30-Day Guarantee is the bare minimum that virtually every business 
should be offering, to maximize the number of prospects who decide to buy from you. Here’s 
an example for an opticians: 
 
“We guarantee each and every pair of eyeglasses and sunglasses we sell. 
 
Our guarantee:  
If for any reason you aren’t 100% satisfied with your eyewear purchase, you can return it. 
Bring the merchandise back in its original condition within 30 days of your purchase and we’ll 
make things right. 
 
We’ll adjust, repair, exchange or replace with no excuses, and you don’t need to provide an 
explanation. (Applies to original purchases, and does not cover accidental damage, scratches, 
breakage or theft.) 
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Write down your guarantee / ‘risk reversal’ statement (using any combination of words that 
works for you), and paste it into your quotations and sales proposals. Plus you can add it to 
your web site pages, feature it in your emails, on your blog, in fact anywhere that you are 
communicating with your prospects, and building the trust needed before a sale can take place. 
 

3) Communicate Little And Often 

Historically, over 90% of sales people will give up within four attempts at the business. And 
more than 50% will give up after the first call! 
 
Yet, professional relationships don't even begin to flourish until more than six communications 
have occurred. And because prospects will buy when they are ready to buy (not when you are 
ready to sell) quite often it takes a dozen or more contacts until a prospect is ready to talk. 
 
By talking to your prospects in an informative, educational way (NOT just trying again and 
again to sell them your product or service) you can help them make the right decision for their 
business.  
 
And if you guide them, show them the pitfalls to avoid, explain the questions they should ask 
of potential suppliers, and illustrate examples of possible results for their company, you will 
eventually become regarded as a friend, and "Trusted Advisor". 
 
And when the time is right for them to buy, you can be 100% certain that they will be 
predisposed to your offering. You will be regarded as an authority in your industry, and your 
sales posture is improved immeasurably. 
 
By talking to your prospects little and often, after perhaps twelve separate communications you 
will have built enormous goodwill and sales momentum. 
 
And this regular communication is the best way to protect your margins, and direct the efforts 
of your sales team away from low quality, time wasting "luke-warm leads" to highly qualified 
serious appointments. 
 
Ideas for regular, informative and involving communications include: 
 

• Customer surveys 
• Great third-party articles and white papers (it's OK to talk about content that's not your 

own.) 
• Video and/or audio interviews with customers about their own pain points and 

strategies (note: NOT just testimonials about how great you are.) 
• End-user surveys and stories. Talk to end users. They love to talk about the job they do 

all day long. 
 
The quickest and simplest way to communicate with your hot prospects is by using an email 
‘Autoresponder’. This simply allows you to create a number of email messages in advance, and 
decide when you want them to be sent out to hot leads who join your database e.g. every 5 
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days, or at varying intervals. These emails are then automatically sent without you having to do 
anything further. 
 
However, even with the hottest of prospects, the one drawback of relying on email 
communication 100% is the issue of deliverability. You might expect up to 50% of your emails 
not to be opened. 
 
Therefore consider supplementing your email communications with hard copy direct mail, 
such as personal letters or post-cards, where you can expect a 99% open rate!  
(And you will have demonstrated that you care about your prospects a lot more than any of 
your competitors who can’t be bothered with this far more personal and valued form of 
communication). 
 
Take these sales conversion techniques and methods and apply them to your Customer 
Generation Funnel. You’ll quickly be able to out-compete others in your market, and convert 
far more prospects into excited, loyal customers and clients for your business. 
 
 
Want To Take Your Facebook Marketing To The Next Level?… 
 
This valuable 12-step implementation checklist will get you up and running on facebook in 
next to no time. It gives you the most important 5-10% of what you need to know to be totally 
successful from the start with your facebook customer acquisition. However, it does assume 
that you have prior knowledge of some key online marketing techniques. 
 
If you’d like to dive deeper into the online marketing strategies that will support your success 
and help you to build a sustainable long-term business, then I should explain that the Checklist 
is actually just one small part of my comprehensive Facebook Customer Generation System. 
This is specifically designed to answer all of the key questions that crop up when you start 
preparing your first campaigns. 
 
For example it explains in detail exactly how to write compelling facebook posts that generate 
maximum numbers of high quality clicks, whilst deliberately putting off the time-wasters. 
 
I also reveal how to use the best online resources for quickly creating attractive landing pages 
that have been proven over thousands of live facebook campaigns to convert high numbers of 
clicks into red-hot leads.  
 
The system also details the three main types of conversion funnel that you can use to convert 
your hottest leads into paying customers, virtually on auto-pilot.  Plus, there are dozens of 
other important strategies to help your facebook campaigns perform at the highest and 
most profitable level possible. 
 
The Facebook Customer Generation System gives you the step-by-step instructions you’ll 
need for each part of your sales conversion funnel. It is also accompanied by a series of three 
essential facebook strategy videos which cover the most critical elements that you need to get 
right for your campaigns to deliver maximum profits.  
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So, on the first video, I cover how to research and quickly find groups of highly responsive 
prospects that you can then accurately target with your sponsored posts. This means your posts 
are seen as highly relevant and therefore achieve higher click-through rates and lower costs. 
 
On video number two, I’ll show you how to organise your campaigns, ad sets and ads so that 
you can quickly and clearly see what types of ads and what platforms (such as desk-top or 
mobile or newsfeed or right-hand column ads) deliver the most profitable responses. This 
means that you can easily identify and eliminate wasted budget, and focus your efforts on the 
types of campaign that bring the biggest profits. 
 
And on the third video, you’ll learn just how easy it is to use one of the online Landing page 
generators to quickly create stunning landing pages which persuade large numbers of your 
prospects to complete a form and claim your free resource offer… thus demonstrating that they 
are serious about solving an important problem that you can help them with. 
 
Another critical element to getting a fast start with your facebook campaigns is to have all the 
resources you need exactly to hand in one place, so that you’re not held up whilst you find the 
missing elements. I have compiled a starter pack of 24 royalty-free images you can use 
immediately without having to search high and low for the right kinds of attention-grabbing 
pictures that will stop your prospects in their tracks. 
 
And finally, the Facebook Customer Generation System, comes with a set of 12 ‘fill-in-the-
blanks’ copywriting templates so you can get a head start on writing facebook posts that pull 
response from the first minute they start running. These templates contain all the essential 
strategies you need to quickly grab attention with your headlines, how to convey your key 
benefits in an interesting and believable way, and how to write a persuasive call-to action for 
your core offer. (Plus you’ll also see some ingenious ways to use your URLs to make your 
offer even more appealing). 
 
If you’d like to learn how you can get your hands on this comprehensive business-building 
resource, COMPLETELY FOR FREE, then please click on this link to find out more about 
the Facebook Customer Generation System. 




