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This is the Smart Passive Income podcast with Pat Flynn, Session #170.
Intro: Welcome to the Smart Passive Income podcast, where it’s all about working
hard now so you can sit back and reap the benefits later. And now your host—he wants
to start an entrepreneur-related ska band, mon!—Pat Flynn.
Pat: What’s up everybody? Pat Flynn here. Thank you for joining me in Session 170 of
the Smart Passive Income podcast. We have a 2-time guest on the show today, today
on for a third time by high demand from a lot of you. This is somebody who I highly
respect. I get a lot of great advice from him myself personally, and the last two times
he’s been on the show he’s provided massive value for all of you out there, especially
those of you who have courses and are selling things, because he is sort of the master
of doing both of those.
This is none other than Ramit Sethi from I Will Teach You To Be Rich, on for a third
time again, like I said. Today we’re going to talk about all the aspects of launching an
online course or launching a product – what to do and what not to do when it comes to
truly get the most out of that next launch that you’re doing. It’s how to make the most
profit, but also make the most impact as well.
We’re going to talk all about strategy here. We’re going to talk all about what not to do
as well, and also how to pull back if something’s not working very well, and how to
make sure you understand what it is that you have to do next.
Without waiting anymore, let’s get right into the interview. This is Ramit Sethi from
Iwillteachyoutoberich.com. Here he is.
=====
Pat: Ramit, welcome back to the SPI podcast. How are you, buddy?
Ramit: I am doing great.

Pat: Thank you so much for being here. I have a funny quick story to tell you. I’ve
been speaking a lot lately. I go to conferences and I see a lot of people in the audience,
people who are listening to the show, at these conferences, which is great. I always ask
them, “What kind of shows do you like best?” and by far the #1 kind of show that
people love are the shows that feature a success story from somebody they’ve never
heard of before. I feature big names like Gary Vaynerchuk and Tim Ferriss, but they
always appreciate sort of smaller people that they can relate to.
When I ask them, “Should I do more of those?” they’re like, “Yeah, but make sure you
still keep Ramit on. You want to bring Ramit back as much as you can.” I was like,
“Why?” and they say, “Because he always brings the goods whenever he comes on
your show, so bring him back as much as you want.”
This is kind of a great way to bring you back on because we’re going to be talking
about something really, really important today, but I just wanted to share that with you
because the SPI Nation loves you.
Ramit: That’s very flattering. Usually when you hear someone talking about you
behind your back, it’s usually that they hate you. This may be the first time in my
history that someone’s actually said something nice about me behind my back.
[laughing]
Pat: Well, when you help people out, which is what you do when you come on the
show, you provide so much value, people can’t help but love you, and I know they’re
going to love you after this episode because in this episode we’re going to be talking
about the marketing and everything that goes into successfully launching a product,
with an emphasis on that ‘launch’ word. I hope you’re ready for the questions that I
have for you.
Ramit: I’ll answer anything you have for me.
Pat: Okay, we’ll dive right into it with no fluff. I know the people are eager, so here
you go. The first question is a big one that I see a lot of people especially in my
audience struggle with because they hear about “You’re supposed to build this and
you’re supposed to create this,” and they do that. Most people spend a ton of time
creating a product, and when it’s done that’s when they start marketing. Is that the
right approach or how should it be done well?
Ramit: No, that’s not the right approach. Listen, a lot of people think business is this
kumbaya “Let’s all hold hands, hug, dance around a fire and express gratitude to each

other,” and you could do that if you want, but business is also about winning. It’s
winning in terms of providing massive value to your students or your clients or
customers, whatever you call them. It’s also about generating a profit, so when you see
people doing a launch and then hoping it’s going to go well, that’s crazy to me.
I like to give myself an unfair advantage so I know I’m going to win. I’ll give you an
example. With my team, let’s say we want to generate $25,000 in a launch, then I want
to see the math showing how we’re going to get $50,000. Why? Because I have to
assume that certain things are not going to work out. Maybe somebody’s not going to
open their email etc.
When you’re doing a launch, you never just go in there and hope and pray for the best.
That’s what amateurs do. The real top performers have numbers. They have
assumptions that they’ve made. They might be wrong, but at least they’ve made some
assumptions, and every time they go through it they get better and better.
We can talk about how we do this. In one of our recent launches we launched
something to many hundreds of thousands of people, and we had estimated what our
conversion rate would be and we were within 0.1%, from hundreds of thousands of
people of that estimation.
That isn’t an accident and it also doesn’t mean we’re geniuses. It just means that we
have practiced and tracked our numbers over and over and over again, and that’s what
I want to talk about today.
Pat: Let’s talk even more about that. I feel like if I were to just do a launch I would
know it would do well, but I wouldn’t know what numbers to pick. I wouldn’t know how
to get that precise with it. It almost seems like guessing, and you’re obviously not
guessing. How are you not guessing when you come up with things like that?
Ramit: Well, it is guessing when you start. When you first start you are guessing, but
it’s the discipline of at least putting some guess down on a page. That’s good. What
people typically are going to do is they’re going to say, “I want to make $25,000.”
Okay, well I want to ride a pink pony into space, but that’s not going to happen. What
you want to do and what you’re going to do are two different things. Who cares about
what you want? Let’s talk about what’s going to happen.
So you write it down. You say, “I’m going to generate $25,000 of revenue.” Okay great,
so break that down. How many customers is that? How many are on your list? You’re
saying you’re going to generate 100 customers off of a list of 1,000 people. That’s 10%.

Does that sound low? High? I don’t know. This is where you start going around asking
your friends or doing a little research and saying, “Hey, is 10% normal? Is that high?”
etc etc.
What we’re doing right there is we’re breaking down a launch into some basic
assumptions. Now, let me just tell you point blank. Your numbers are going to be all
wrong the first time, the second time, the fifth time. That’s okay. You’re not doing this
to be right the first time. What you’re trying to do is examine your assumptions.
For example, we have one person on our team who perennially under-estimates how
well we’re going to do, always. I’m like, “Bro, come on! Get some confidence. We’re
going to do better than this,” but we track the numbers so each time we can go back
and try to update the intuition.
That’s sort of a general guideline. We can talk more about how you get into that, but
the main takeaways there are, first, it is a guess when you first start but it’s the
discipline of putting it down on paper. Secondly, don’t just pick one number like
$25,000. Break it down. How many customers? How much are they each going to be
worth? Break it down into two or three numbers there.
Then when the numbers come in you can actually look and say, “Whoa, I was way off
on that. Now I know next time I need to do better marketing or I need to adjust my
expectations.”
Pat: Now, specifically with marketing before the product comes out or even before you
actually start building the product, are there things you can do to kind of build hype or
get people excited or almost validate that it is going to work?
Ramit: We do marketing before we ever create our first slide, first video, first sales
page, or first email.
Pat: Everything is based off the data you’re getting from your audience?
Ramit: Yeah, and I don’t want people to sit there and think I’m sitting in some
advanced Minority Report futuristic cocoon. I’m sitting on my couch with a laptop on my
lap. It doesn’t have to be as complicated as you think.
Marketing is not simply writing a sales page and sending emails. Rewind way, way
back. Marketing is about who is your audience, and asking them, “Hey, tell me what
your biggest challenge is,” and really listening.

It’s not going in there like, “Tell me your biggest challenge so I can sell you my
continuity program with an average retention of 7 months.” It’s not that. It’s saying,
“Hey, tell me where you are. You’re trying to lose weight? Cool. Have you tried anything
else before? What’s worked? What’s not? Oh, you got stuck but you finally picked it up
again because you have your 5-year reunion coming. Tell me more about that.” We’re
doing marketing at the listening level.
For anyone who’s kind of curious about how we break that down, just as a general rule
of thumb I would say if we’re building a product we would spend 50% of our time on
research, 50%. That’s listening, that’s sending emails, it’s doing surveys, it’s just
looking at what other people are doing and really trying to understand where we fit into
all these other products out there.
We spend about 25% of the time building the product and about 25% on the last mile
things. These are typically what most people think of as marketing, things like picking
the name, writing the sales page, doing the emails. That’s not marketing, that’s just
one small component of marketing, and we spend roughly 25% on that.
If there’s one big thing I can tell you it’s the marketing starts before you ever put your
pen to paper. It starts by deciding, “Who are we going to serve? Why are we different?
And what is it that they really want that we can provide a massive value for?”
Pat: I love that – 50/25/25. It’s 50% on research. I think that’s going to be a big eyeopener for a lot of people.
Ramit: I think so, too. In fact, let me give you another rule of thumb because these
came in very handy for me when I was starting off because I wanted to understand. I
would get let’s say a 5% conversion rate and I’m like, “Is that good or bad? Is it
supposed to be 1 or 50?” I literally had no idea, and it was very helpful for me to get
some rules of thumb.
Another thing that we recommend in our Zero to Launch course is this rule of thumb
that we recommend you have at least 5 hard yes’s. These are people who are going to
buy your product guaranteed, before you ever launch.
Let me explain what I mean by hard yes’s. When you’re asking people if they’re going
to buy your product, anything other than a, “Hell yes!” is a no. Let me give you some
examples of things that people say that sound like a yes, but actually mean no.

They’ll say, “Oh yeah! That sounds like a lot of people would love it.” That’s a no.
They’ll say, “Yeah, I’ll think about that.” That’s a no. They’ll say, “Oh,that sounds pretty
interesting. Let me know when it comes out.” That’s a no.
You know what a yes is? “I want this right now. Is this available? Can I buy it today?”
or “Take my money, PLEASE!” in all caps.
Pat: “Where was this my whole life?”
Ramit: “Where was this my whole life?” – those are hard yes’s. So when I say I want
to give myself an unfair advantage, that I want to know that I’m going to generate
$25,000 if not more, one of the ways that you can do that is to have at least 5 hard
yes’s.
Now, the natural question is, “Ramit, where am I supposed to get these hard yes’s?
Where am I supposed to find these people?” and my answer is, “If you can’t find them
before you even have a product, how are you going to find them after you have the
product?” You need to build the marketing muscle and the discipline to ask people and
really understand what it is they want.
A typical research progression would look something like this. We’re starting off in that
early 50% research. We’re not trying to sell anything. We don’t even have anything to
sell. We have no PowerPoints, no nothing. We’re just listening.
At a certain point I start to see a lot of patterns in people. They’re going to always be
using the same words. They’re going to be saying the same things, and at a certain
point instead of just listening I can say, “You know, it sounds like what you’re saying is
blah blah blah” and I kind of read back what I’ve learned. Sometimes they’ll say, “Well,
kind of, but not really.”
At a certain point I’ll get it and they’ll be like, “Oh my god, yes,” and then I can start
being a little bit prescriptive. I can say, “You know, if I had something that would allow
you to lose that weight for your 5-year reunion” – I’m just making this up – “and it was
available and it looked like this and it worked like that, would you be interested?”
When I finally nail it, and I haven’t built anything yet, but when I finally nail it they’re
going to say, “Oh my god, where has this been all my life?” Then you could literally say,
“If I were to create this thing, would you be interested?” they’ll say, “I’ll pay you $50
right now just to reserve a spot,” that is a hard yes.

That is the hard work you should be doing before you ever sit down and start doing all
these fancy sales pages and stuff like that.
Pat: Nice, and just 5. I mean 5 is a lot for people just starting out, but 5 isn’t a lot for
somebody who, for example, has a list of 10,000. It’s still good enough.
Ramit: You would be surprised at how reluctant people are to actually engage to get
that 5, because it’s much easier to sit upon your ivory throne and send out all these
engagement emails and all these whatever emails and just look at the metrics. This is
hard because you have to actually talk to people, real people, and you have to be a
normal human being who breathes oxygen.
You can’t sit around saying, “Oh, well that cool internet marketer sent out this A/B
tested email.” We don’t care about any of that stuff. We want to know what real people
are doing and what will actually help them.
It’s funny because the natural reaction is to say, “Just 5?” and my answer is, “Yes, start
with 5. You will find it surprisingly challenging,” but once you get it it’s an experience
like no other. If you have a list of 10,000 then scale the number up. Make it 50. It’s up
to you. You’re the CEO, but start with 5 and I think you will find it very challenging but
also incredibly rewarding when you get it right.
Pat: I love that. Thanks, Ramit. You mentioned in a previous episode that you
separate yourself from everybody else by just producing the best stuff. I love that
philosophy. You always put the best stuff out there so it can’t compete with anything
else. It’s just beyond everything that’s already out there. It helps you command higher
prices and people actually get results, which is obviously very important.
I’m curious to know what you think about this. How do you balance that philosophy
with sort of the buzzwords that are out there right now like Minimum Viable Product, a
lean startup, doing these kinds of things that are just enough, which I understand that
point too. You don’t have to be perfect, and perfection actually holds a lot of people
back, so what are your thoughts on making it great and awesome versus MVP and lean
startup?
Ramit: I think you can do both. We’ve done both with over 15 successful products,
and I’ll share my psychology behind being the best and I’ll tell you how we do the
testing too.

First of all, I love the idea of being the best, and I appreciate what you say about how
we try to represent ourselves. We do try to be the best, and we spend the time and
money to do that. When I think of the best I think of these iconic brands and people. I
think of Rolls Royce. I think of a beautiful Gucci suit. I think of Jiro from Jiro Dreams of
Sushi.
I think when you’re thinking about the best, when you’re in that mindset it’s very clear
what you need to do and who you need to see. For us, we love being the best not just
for the craftsmanship, because everyone at I Will Teach You To Be Rich takes real pride
in the craftsmanship and the time it takes to build the best products. Some of them
take years and years. I think it’s also good for business, and this is what I really want to
emphasize to everyone listening.
It has become so popular, such an idea du jour that you should just throw something
out there and see what sticks, that the world of online education and self-development
has become just plastered with trash, with junk. I believe that there is always a flight to
quality, always.
This is typically what we’ve seen happen. People try a bunch of stuff, and many of them
waste their time and their money. At this point there’s a decision to be made. Some of
them will give up. They’ll say, “This internet stuff is scammy,” and they’ll just go back to
their regular lives. I feel so sorry because they’ve found the wrong sources of
information. They didn’t know. There was no way for them to evaluate it, and they’re
forever burned.
But some people will say, “You know what? I’m ready to take this seriously. I skipped
over that expensive option because it seemed too expensive at the time, but I actually
realize that I value my time more than a few dollars.”
What happens to these people is they start doing their research, and a determined
person can always find out who the best is in a market. When those people come to us,
price is a mere triviality. They are the best customers. They are ready and they’re
serious. Again, let me emphasize that. Price is a mere triviality. They don’t care what
the price is. Is it $2,000? Is it $5,000? They don’t care.
I have products that I’m evaluating right now that cost $2,000 or $3,000. They could
cost $50,000 and I would pay it because they’re valuable to me and I know that I’m
going to be able to turn it into way, way, way more.

Let’s get back to your question about testing. How do you balance being the best and
spending years and all this stuff, with “I’ve got to get something out there”? I think you
can balance them. We do it in this way. We start by really understanding our market.
We’re talking to them all the time.
If you’re on my email list you know I always say, “Hey, write me back. I read every
email,” and I do. Many of the people listening, if you’re on my email list you’ve emailed
me and I’ve probably emailed you back. I’m doing that because I like it, and I also get
a lot of value from it. I learn.
We test things a lot. We test them quietly. We don’t have to make a big deal out of it,
but we’re constantly testing products at different stages of the game. Then when it’s
ready, when it is the best, that’s when we release it to the public.
Anyone who comes to I Will Teach You To Be Rich and sees something launching, they
can feel very confident that it’s been through typically hundreds of thousands of data
points of testing. I can tell you how we did that with Zero to Launch, for example, if
you want.
Pat: Sure.
Ramit: Zero to Launch is a course we created to teach people how to create
successful online businesses, and the research phase, if you want to really extend it, it
took us years because we built our own business. We built 15+ successful products. I
started helping a bunch of people – beginners to 7- and 8-figure businesses – and we
really started to know what we were talking about. So then what we did was we said,
“All right, we think we’re pretty good at this. Let’s build a prototype.”
This was after we’d done a lot of listening and emails and conversations, so here’s
where we get into real testing. We built a prototype. This was a simple prototype in
Google Docs, like Google presentations, a simple little PowerPoint doc, and we put this
together and we started running people through it.
Eventually we found some holes, some things that we had not considered, and we took
a small group of 20 people. I said, “I will help you go through this and I’ll teach you this
stuff for free, and in exchange when you are successful we get to interview you on
video and you can kind of share your story.”

Of course these 20 people were like, “Let’s do it,” so I worked with them personally and
I walked them through the program, and every week they came back and they would
say, “Okay, I did this. This isn’t working. Ramit, what about this and that?”
Finally we found little subtle holes in our program and we patched them up, tore it up,
rebuilt it from the ground up, and at that point we knew “This thing works.” Then and
only then did we release it to the public.
You don’t have to do all that stuff. I’m telling you what happens at a certain level, but
what’s the key point here? The key point is if you commit to being the best, that takes
you on a different route than almost everyone else. Secondly, you can commit to being
the best and you can do micro-testing. You can test it by testing your ideas, by asking
people, “Hey, what do you think about this?” You can challenge them a little bit more
and say, “Hey, go try this technique and come back and tell me how it works.”
Here’s a hint. If nobody comes back and tells you how it works, that’s not a good
technique, or you have the wrong people. You want to be able to button all these
things up right now so that when it launches it’s a foregone conclusion that this product
is going to work.
Pat: So that’s your MVP, the Google doc and the sort of micro test with that group of
people?
Ramit: Exactly.
Pat: That’s cool. I love that. It’s crazy because I remember following you a long time
ago, and you were mentioning courses that were like $3,000 or $5,000 now. I
remember when you came out with your first product, because I was reading your blog
then, and it was like $4.95 for a little ebook.
Ramit: [laughing] Oh yeah, my famous “Ramit’s 2007 Guide to Kicking Ass” for $4.95,
and I was petrified of selling that. You know what’s funny? I got more hate mail for that
one and for the next $497 product I did than for the $12,000 product I did years later.
That’s crazy to consider. I never even expected that. Why?
First of all, when you’re selling at low prices you’re typically selling to a different type of
audience, and you’re going to get a lower-quality customer with lower prices. There’s
no surprise about that. But more importantly I always said, “I want to move up the
value chain.”

I think this is interesting for people because you see a lot of people who kind of stay at
the same price point forever. You’ll see these people. They’re selling $50 products for
years and years, or $97 or $197. It’s always the same prices. I wanted to learn those
price points because there are certain things that happen at those price points, but I
also wanted to learn at $497, $997, $2997, and even $12,000.
By the way, for people who are wondering “Why are there 7’s at the end of these?”
there’s really no great evidence, whether it’s 7 or 9. I’ve looked at all the research, so
just forget it. Just pick a number and move on. Stop wasting your time.
All these people email me the dumbest questions. “Hey Ramit, tell me the split test
confidence interval on your 7 vs 9 test.” It doesn’t matter. Just pick one and get on with
your life.
Pat: I love that, thank you.
Ramit: Let me give the definitive answer, and the answer is “Just shut up and move
on.”
Pat: I will forever reference this podcast episode when people ask me that question.
Ramit: Please. So you learn different things at different price points. For example,
there’s different buyer psychology at $197 vs $497, and certainly once you get above
$997 or $999. I wanted to understand all of that, and therefore now that I’ve created
products at $4.95 and $12,000 I can tell you, “Here’s what you need to know when
you’re selling a $197 product, and here’s what you’re going to need to do at $497, $997
etc.”
A common mistake people make is they try to jump ahead too fast. I always tell them,
“Don’t make that mistake. You need to go through the fire.” And another mistake they
make is they just stay at the same level forever, mostly out of fear and lack of
knowledge of how to move up the value chain.
Pat: Right. That value chain is really there, and you probably all have been a part of it
and you don’t even know it, with some of the products that you use every single day
and some of the services you use too. Very cool.
Here’s a question that’s always bugged me, or not a question but it’s this idea of either
keeping a product open for good – and the benefits of that are when you get people
through your funnel it’s always there and you don’t have to go through launches every

year or twice a year, which are tough and difficult. Is that better, keeping a product
open for good, or having these launches that are opening and closing and there’s an
end date and then you kind of reopen it later in the year?
Ramit: It’s kind of like asking me, “Ramit, is it better to wear black or blue?” The
answer is blue.
Pat: It’s white and gold, actually.
Ramit: There you go! There’s no perfect answer, but there are certain guidelines that
you may want to consider. I can tell you there are companies that do very, very well
with both models, so don’t think that one or the other is going to make or break you. It
depends on a lot of things.
For example, what’s your goal? Is your goal revenue? Is it getting people into your
funnel? Are you doing advertising? Are you doing SEO? These have an impact on what
you should do.
In general, we keep our products closed, and when they open people know that they’re
only going to be open for a very limited time so they act quickly. That’s for us. Now, if
you were to simply stop listening to this right now and go try to copy us, you’d be
making a fatal mistake because what you don’t understand when you start studying
other companies is you need to really understand why they made the decisions they
did.
For example, I used to look at other sales pages and I’d be like, “Got it! I need to use
42 bullet points, not 20, because the ones with 42 bullet points seem to be selling like
way better.” I’d be like, “I’m so cool. I’m such a copywriter. I’m awesome.” Then what I
later realized is there’s actually reasons why some of those people used more bullet
points, and there’s actually reasons why some used fewer bullet points, and those
reasons are not apparent at all. They’re actually very, very, very subtle, oftentimes as
subtle as what’s their business strategy.
Just to give you a sense, if I were to put out a $3,000 course and just kind of say, “Oh,
click here and buy right now” anywhere, it would not sell. People don’t impulse buy a
$3,000 course.
Look, I was going to buy a $200 iron. I love ironing. I spent like 3 hours on YouTube
looking at different reviews of this Rowenta iron, and there are a lot of people like me

who want to do their research, so you need to understand the business strategy going
in.
My general recommendation for you is one of the biggest determinants is your price
point. If you have a lower price point, people are more likely to buy it sort of any time.
The higher you go, you’re going to need to change some of your marketing strategies
to reach the right people. We cover a lot of the escalation strategies in Zero to Launch.
Pat: Let’s keep talking about pricing. That was a big topic that we talked about last
time and I want to get a little bit deeper with you. We talked about keeping the cart
open or closed and that sort of debate.
What about the debate of pricing tiers? There’s like 100,000 different ways to go about
it in terms of one large upfront payment or monthly or quarterly. What exactly
commands a recurring payment versus just a one-time fee? I know a lot of people who
have great products and they don’t launch because they just cannot figure this out.
Ramit: [laughing] Well, you’re supposed to test every single one of them to 99.9999%
statistical significance. It’s fine. You only need like 8 billion tests to run to figure out the
answer.
No, that’s not what I’m going to tell you. I hate when people come onto these things
and they’re like, “Just test it.” It’s like, “Hey, the reason I brought you on this episode is
to tell us what works the best for you. I know I’m going to test all these things, but at
least give me some sense of it.”
I’m going to tell you what worked for us. First of all, we went years and years and years
and actually generated millions of dollars and sold thousands and thousands of
successful courses before we ever did payment plans. Oops!
Pat: That’s an oops. That’s not good.
Ramit: That’s a big oops. If you had been trying to copy us at that time, if you said,
“Oh, got it. They’re so sophisticated they don’t do payment plans. They must have
figured out that payment plans are bad,” that would have been a really bad decision
because we just hadn’t gotten to it yet.
Part of being an effective CEO is knowing when to do something – not too early and not
too late. For example, if we had tried to do it earlier, we were not technologically
sophisticated enough to do it, and I can talk about some of the problems that come up

with payment plans. But if we had waited much longer we would have left millions and
millions and millions of dollars on the table.
I want everyone listening to start thinking of themselves as a CEO, not some scrappy
internet nutcase but a CEO. A CEO walks into the room and they think very
methodically and deliberately.
I’m going to talk about payments plans and then we can talk about tiers. For most of
the people listening, payment plans are not even #1 on their to-do list, not even #50.
You need to get more people just buying your stuff, and you need to get them to
actually value it, use it, and find success with it.
Most of their problems involve going way back to customer research and listening to
people. What most of them want to do is find some fancy headline technique that they
can use that supposedly is going to magically quadruple their sales. Never going to
happen.
The problem with payment plans is you need a lot of sophistication to really do them
well. Why? Because people are going to go delinquent. Their credit cards are going to
expire. If you get to a certain scale you need to start considering things like revenue
recognition. There’s a lot of complex issues that we didn’t even realize when we
started.
But I can tell you that when you decide to do payment plans, in general it’s going to
boost your revenue. That’s kind of a general good rule of thumb. That doesn’t mean
you do it today. There’s a lot of things to think about, but you can rest assured that
when you do it and when you make that decision, it’s probably going to boost your
revenue.
That’s the revenue question. Any things I should talk about on that, or should I talk
about tiers as well?
Pat: Let’s go to tiers.
Ramit: All right. Tiers is a very common question. We’ve launched products with one
tier, we’ve launched them with 3, and maybe even more tiers. Again you want to ask
yourself, “What’s the goal of these tiers?” For the most part you need to ask yourself
where are you going to make the bulk of your revenue, and for almost everyone the
bulk of their revenue is going to come from the introductory program.

Now, I’m speaking specifically for people who are creating information products. SAS
and other business models are very different, so I’m not talking about that. But just to
give you an example, if you have a product that’s $1,000, $2,000, and $3,000, you’re
probably going to make most of it from people who come in at the $1,000 level. That’s
just a general rule of thumb.
You need to ask yourself, “How much more am I going to make from the second and
third tier, and how much more work is it to actually deliver that much more value?”
because you definitely don’t want to make the common mistake of just creating these
tiers because you’ve seen everyone else do it, and not offering great value in those
tiers. Then what have you done? You’ve actually punished your very best customers.
We’ve had product launches where we actually took a product and we didn’t create any
additional tiers, knowing we were leaving revenue on the table, but we said, “You know
what? That’s okay because we don’t have the time or the resources to create those
additional tiers. We’d rather just focus on getting more people in the door.” So we took
the time we would have spent on the additional tiers and we just wrote amazingly
better emails or did way better copywriting or whatever.
However, why do people add tiers? Because it moves the needle. It moves the AOV
(Average Order Value) needle. If you have a $1,000, $2,000 or $3,000 product, your
AOV is going to be higher than $1,000 because some people are going to buy those
higher-end programs.
My recommendation to you in general is tiers are good. I mean they’re good for
increasing AOV and increasing revenue. They’re not necessary. You don’t need them.
Don’t feel like you have to have them. It’s one of those nice ‘icing on the cake’ things
and you will want to play around with some of the pricing and stuff like that.
Just an example from my own history, when I launched Earn $1K, which is still one of
our most successful courses and it’s spawned literally thousands of businesses, we
priced it at $497. We had another tier at $1497, and then we went crazy. Back then I
thought, “Let’s go crazy and just create a price that no one will buy,” and I believe that
price was $1997.
We had an Excel model where we all tried to guess what percentage of people would
choose this versus that, and I literally thought that we would only get 2 sales of the
highest tier, just 2. We sold 21 in the first hour.

That was really kind of a moment, like if you were in a movie I would have been
looking up at the heavens and a spotlight would have come down and the heavens
would have been singing. I was like, “Whoa, what the hell is going on here?”
Tiers were something that took us many, many years to kind of uncover, but I would
strongly recommend that you don’t get caught up in some of these more advanced
things. They’re just icing on the cake. Focus on building an amazing product and
getting a lot of people in there. The tiers are something you can worry about much
later down the line.
Pat: Awesome. Now, here’s a question for people who are launching and they know
there’s people in the audience that they have that want to buy, but they’re not saying
yes yet. They haven’t said no yet, either, but they’re on the fence. How do we get the
people on the fence to come to our side of the fence and actually make a decision to
make a purchase?
Ramit: On Quora I used to write some answers about psychology and marketing. If
you guys are interested you can look up Ramit Sethi on Quora, and there’s this old
Quora answer I gave where someone said, “What are some reasons people don’t buy,
even though the product might be good for them?” I listed off a whole bunch of them
and I’d like to cover some of those right now. Then we can talk about what you can do
to get people off the fence. So here’s a few of them –
1. No time limit or time limited reason to take action. One of the phrases they’ll say
is, “I’ll do it later.”
2. No behavioral trigger to make it easy. “Where’s the link? I have to find it in my
email? Ah, never mind.”
3. They’ll say, “The product isn’t right for me.” They’re worried that their reference
group, like their friends or parents, will think it’s weird that they’re buying it.
4. Some of them have a fear of not following through with the product.
5. Some of them are scared of being scammed.
6. Some of them are scared of not being able to cancel.
7. Some of them don’t think they have enough time.

8. Some of them think they need to get their ducks in a row or get everything
together before buying this product.
And there are literally dozens more that we’ve catalogued. In a survey I did of over
35,000 people, the biggest reason that they hadn’t purchased a particular product was
this. They said, “I haven’t gotten around to it.”
Now Pat, you must see this a lot, right?
Pat: Yeah. There’s always a reason to delay. They always say, “I’ll get to it.”
Ramit: Yeah, and you said it beautifully. There’s always a reason to delay, so your job
as a CEO and as someone who is creating the world’s best products is to give them a
reason to take action. The default of inaction rules the day, so if you do nothing or if
you do your job poorly, your readers will not take action.
You could blame them or not blame them, but really you have to take one hard look in
the mirror and point at yourself. You didn’t do a good enough job of connecting with
them and showing them why you deserve their attention. Don’t blame other people.
By the way, I say this because I used to get very, very resentful of my own students. I
had been writing for years and years for free, and when I finally launched something I
saw the amount of people who didn’t buy, and it’s a pretty large amount when you’re
sort of unaccustomed to the law of internet numbers.
Then a lot of them would write me back, because I asked them, “Hey, out of curiosity,
how come you didn’t buy? What can I do?” and they would just tell me these horrible
things like, “I don’t know, I don’t really read your emails,” or “Eh, it sounded okay but
I’ll just do it later,” or “Oh, I could probably find a lot of this stuff on Google.”
I was like, “I’m going to kill you!” but really I shouldn’t have taken my rage and focused
it on them. I should have actually looked at myself and said, “Ramit, where did you go
wrong? Why did you not reach them?”
This early resentfulness is something that you need to keep an eye on. Don’t get mad
at them. It’s not their fault, it’s your fault, and then you need to figure out how to
motivate them. In general what I’ll tell people is you’ve got to give them a reason to act
now. You have to.

I wouldn’t just look at people who are creating information products. I would look at
other industries. There are a lot of other industries that understand this problem and
have understood it for decades. They know that people in general are not going to buy
a car unless there’s some reason, so they do something to move them.
When I started off I created a taxonomy, a list of different ways to get people to take
action, and the most common one that people are going to do is to do a sale. We
almost never do sales. We almost never discount. My strong recommendation is take
that off the table because it’s kind of like making a fart joke at a comedy show. It’s a
cheap laugh. You know you’re going to get kind of a cheap laugh, “Ha ha ha ha,” but
it’s not real comedy.
The same thing is true for true beautiful connection that is marketing. You don’t have to
discount if you can actually reach out to people and move them in the right way.
I’m going to challenge everyone here, what are some ways that other businesses have
motivated you to take action? And you’re not allowed to use discounts. If that’s the one
rule, what are some ways that you could turn around and take the insights from other
industries and apply them to your own customers?
Pat: Let’s talk about some of those things really quick. Some things come to mind to
me already.
Ramit: Tell me.
Pat: This whole scarcity model, like things might run out and I don’t want to miss out.
Ramit: Good. What’s an example in the real world?
Pat: In the real world there might be a Tesla that I might want, maybe coming later in
the future for me, we’ll see, but there might be only X number that are available for
now, and the next run is like a year from now, so I’d want to get it now before
somebody else does.
Ramit: Great. Now let’s dig a little deeper into that example because I want to show
people how they can either go awry or go and truly understand what’s going on. What
are the key characteristics of that example, that Tesla, that makes scarcity work?
Pat: I’d be an early adopter or one of the first to have one before my other buddies
do.

Ramit: Good.
Pat: The fact that it would help me save money on my gas bill.
Ramit: Okay. That is true about Tesla, but that doesn’t really relate to scarcity. What
else?
Pat: Just the fact that I’d run out of time, or if I don’t act now I’m going to miss out.
Ramit: Okay, so first of all it’s a physical object. There literally are not going to be any
more of them, so that’s true and that’s authentic. It’s difficult to do scarcity with an
ebook where you say, “Only 150 copies,” because it’s obviously not. This was a
challenge we ran into years and years ago, and we had to understand how that model
can actually apply.
Another thing that’s interesting about the Tesla example is that it’s a high-end product,
so scarcity makes a lot of sense when you’re talking about a high-end product. It
doesn’t make as much sense if Wrigley comes out and says, “We’re going to come out
with 1,000 packs of this red Juicy Fruit.” Okay, I don’t really care.
Pat: Well, the Twinkie thing – everybody went crazy for Twinkies when they said they
were leaving.
Ramit: Really? Maybe we’re in different markets. I’m not familiar with that example,
but in general you can see that there are some characteristics that are relevant, and
you want to ask yourself do those characteristics match your business? It would not
make sense to say, “This ebook, we only have 150 copies left.” That makes no sense,
but there are other ways to exercise scarcity besides the number of copies are running
out.
It’s very subtle, and you want to get into this. This is stuff we cover in Zero to Launch.
You don’t want to just stay at the surface level, which is where most other people are,
and then when they do a launch they try to ineptly apply all these cool scarcity
strategies and it doesn’t work, and they don’t understand why because they didn’t go
into the level of rigor that a true CEO would.
Pat: I wanted to go deeper on this because the most common things are that false
scarcity – “Oh, there’s only 150 left” – or there’s a time-based scarcity on access to
something. Everybody I know is like, “We’ve got to do the discount.”

Ramit: [laughing] If I ever find out one of my students is doing a discount I’m going
to find them and I’m going to hurt them, because I tell them, “All the work we do up
front and all that research and all the hard work we do, that’s the price we pay to
create the world’s best product.”
And we don’t just say that. It’s not just a tagline. It’s not something we are really
arrogant about. We genuinely believe it because we’ve seen the results with our
students before it ever launches. So because we know it works, we don’t have to
discount it.
I see these coaching programs and these ebooks and stuff and they’re like, “This is the
world’s best whatever! We’re going to solve all your problems,” and then it’s like, “By
the way, it’s 50% off until Friday.” I’m like, “Are you kidding me? If this truly were the
world’s best whatever, why would you give it away for 50% off? That doesn’t make any
sense.” Automatically when you use these things inelegantly or ineptly, you
automatically will detract the best buyers because they can smell it from a mile away.
Pat: So how do we elegantly sell an ebook?
Ramit: You tell me. What’s a product you’ve bought that moved you to take action
using scarcity? Did you ever buy any of my products? I’m asking the elephant in my
room here. I actually don’t know if you’ve bought any of my courses.
Pat: I bought your book but not your courses.
Ramit: You bought my book, with no scarcity whatsoever. [laughing] This is the worst
example I could have possibly brought up, but it’s also hilarious. Look, let me take the
one example that every person who’s listening has used or has experienced. “The
course is closing on Friday. Must buy now!” so you’re like, “Oh god,” and what happens
on Friday?
Pat: There’s a barrage of emails from the person who produces that product to get as
many people in there as possible, and then it closes.
Ramit: And then what happens the next day?
Pat: Then people want to continue to go in who haven’t gotten access to it, and they
get upset.

Ramit: And what do they do?
Pat: They have fits and start leaving nasty comments begging to get in, or they just
leave forever.
Ramit: Typically what happens is these relatively unsophisticated business owners will
try to use scarcity and they’ll say, “It’s closing on Friday,” and then miraculously it will
re-open on Saturday.
Pat: “Oh, we’re sorry. There was such a big uproar. We will do you all a favor and
open it up again for one more day.”
Ramit: Yeah, and these things happen in fads. It used to be, “There was so much
traffic you guys collapsed our server.” That became sort of like ridiculous, so now they
do, out of the goodness of their heart, “Oh, there were so many people that I don’t
want to deprive you of access to this life-changing experience, so I’m going to open it
up for just one day,” and then there are like 5 emails that were pre-written and are
sent.
The first time I launched Earn $1K I mentioned to you that it was $497 at the
introductory level, the pro level, so we were selling really, really well. It was actually the
best launch we’d ever had until that point. I believe it was a Monday through Friday
launch. Around Wednesday I was like, “Wow, we’re doing a lot better than I thought. In
fact, we’re doing a little too well.”
I told people in the subsequent emails that week, I said, “Look, I’m not making any
promises, but I’m pretty sure based off these numbers that I’m going to raise the
price.”
Back then that was the first sort of serious launch I’d ever done, and a lot of people on
my list had seen these other launches and they thought they knew what was going to
happen. I said, “It closes Friday.” They didn’t believe me. I said, “I’m probably going to
raise the price.” They didn’t believe me.
What happened was I closed it, and the next day I woke up and I had dozens of emails
in my inbox. “Hey, I decided to join. Can you let me in?” and I wrote back to every
single one of them and said, “No. I’m very strict with my deadlines,” and they went
absolutely ape. They were like, “This is ridiculous. Why are you turning down a
customer?”

It’s a very un-American thing for people to be told they can’t spend their money, and
yet I don’t care. I told them, “These are my rules and this is what I expect. I expect
excellence from everyone, including my customers,” so they were really pissed.
Well, guess what? The next time my course opened they were right there to sign up.
They didn’t miss it. Similarly, the next time it opened I had raised the price and people
learned that when I said something I meant it.
My key lesson for everyone listening is if you are going to use scarcity in the sense that
your course closes, then you need to truly be authentic with it. That means that you
need to accept the fact that the next day you will have people emailing you saying,
“Hey, can I get in?” The answer is no. Why? Because you set a rule and you expect
excellence from every single person who you’re serving.
Pat, I’ll give you an example from just the other day. I woke up and I had overnight –
this is a totally automated product that we have – I had sold $10,000 for this
combination product that we have, $10,000 automatic. I woke up with $10,000 in the
bank account, and I looked at this guy.
He actually wrote me an email saying, “Hey, Ramit, I wrote you several rude emails a
while ago and I apologize and I’m going to be better.” I was like, “This is weird.” First
of all, you don’t get a $10,000 order overnight too often, and second, what the hell is
he talking about.
So I looked up this guy’s emails and he had sent this barrage of rude emails to us and
to our team, and in every email, the next one he would apologize and say he’s going to
be better, and then he would do it again. So I took his $10,000 and I immediately
refunded him and I banned him from our entire account. Why? I don’t need his money
and I expect excellence from everyone.
What are you hearing when you listen to me saying all this stuff – the customer
research, the really going deep? It’s really hard if you want to be the best, but this is
what it takes.
Scarcity can work. It can definitely drive conversions. There’s no doubt about that, but
you need to really believe it. That means you need to close your cart, no exceptions.
You also need to not re-open it next week or two weeks later, because people are very
smart. You have to believe that. They’re really smart and they will detect what kind of
business owner you are. Are you an authentic one or are you not?

When people come to our stuff and the cart closes, they know it’s closing and that’s it.
Many times the course doesn’t open again for years, so they know “I better get this
thing now while it’s open, or who knows when I’m going to have another chance.”
I’ll stop there with scarcity. I think it’s one of many things you can use. Let me say that.
Scarcity is one of many techniques. Don’t just think that scarcity is the only one
because that’s what you see other people doing. Most people don’t know all the other
techniques. You can learn them, but don’t just depend on discounts and don’t just
depend on scarcity.
Pat: I love that. A dose of reality for a lot of people out there listening right now, so
thank you. A couple more questions here. You launch and you see that the results
aren’t near what you thought they would be. How do you figure out and pinpoint what
the issue is? Do you go back to your customers who you’ve surveyed before, or your
audience and say, “What the heck happened? Why aren’t you purchasing?”
Sometimes a lot of people don’t want to believe it’s not paying off. Maybe they hope
tomorrow will be the day, or tomorrow will be the day. How do we kickstart a bum
product launch?
Ramit: The inability to be honest with yourself guarantees that you will never be truly
successful. I see it over and over again where people have an unsuccessful launch, they
don’t know why, and they don’t take the time to truly look inside and analyze where
they went wrong.
What do I mean by that? When I say they had an unsuccessful launch, most of them
don’t even know what success is or not. The first time they don’t write down the
numbers, and I don’t blame them, but what I’m trying to do is elevate everyone to be a
little bit more rigorous about their business.
When you have a launch, you look at the numbers and you look at your projections and
you can see right there in plain black and white, “Was I successful or not?” because our
minds play tricks on us. We will always convince ourselves, “Oh, it wasn’t so bad. There
was Hurricane Sandy last week, and the White Sox were on,” or whatever. There’s
always some reason that we excuse our failures, but I don’t allow that. I expect us to
write it down and be clear about what is it a success or not?
Now, if it was, we’re going to spend time analyzing that, and if it wasn’t, we’re going to
analyze that. So how do you analyze a launch that didn’t go as well as you wanted? If
you start from right now and I wrote down what I project that we will make, even if it’s

totally wrong, and I wrote down how many people on my email list, what’s the
expected conversion etc, now you can at least have what we call a chain. Like links in
a chain, you can analyze those links.
If you don’t have this, then all you see is, “Wait a minute, I only sold like 50 copies and
I was thinking I would sell more like 500,” and you have no idea where to start. For
those people I’m going to tell you something that you’re not going to want to hear, but
I’m going to tell it to you anyway. Other people are going to tell you, “Hey, write a new
headline. Do this long copy technique that I saw Ramit doing or somebody else.” Don’t
believe it. Don’t do it.
My honest candid feedback to you is start over. Start over from ground zero. Go back to
the market and listen to them and really listen. I’ll tell you an example where we did
this and it generated millions of dollars for us. I’ll tell you that in a second.
If you have that chain, then you can actually analyze what worked and what didn’t. For
example, one of your chains might be “I planned to have 1500 people on my email list,”
and when you launched you had 1492. Perfect. That’s pretty much 1500, so that part of
the chain was gold. Move on, what’s next?
“My conversion rate I expected it to be X and it was a little bit lower. Why is that?” and
you can start to kind of dig into that. How do you dig into conversion rate? You can talk
to people who didn’t buy. You can ask them why. You can look at Google Analytics. You
can do a whole bunch of stuff.
Same thing with AOV, your Average Order Value. If you expected it to be $1400 but it
was only $1200, then obviously your top tiers didn’t perform as well as you thought.
You can break that down. You don’t have to do all this stuff. I’m just showing you how
granular you can get.
I’ll tell you an example where we did this for one of our products. We had a product
that, oh man, this was a great product. I knew it was good because we had done a lot
of testing and we had seen it actually live in the market, so the product was good. I
launched it on a webinar and, man, it was crazy. I was going through it and explaining
a little bit about this, and people weren’t even asking the right questions.
Typically they’re asking questions like, “Hey, does this work for my specific situation?”
They weren’t even asking that at all. They weren’t even conceptualizing themselves as
buyers so I knew something was wrong, and we ended up converting about 3% on that
webinar. It was not a good performance.

We watched them go through the product. It was crazy. We had people who started
asking for a refund within 3 hours of joining the course. We’ve never had that happen,
never, so I put an immediate stop to this product. Immediately we pulled it off the
market and I put together this tiger team on our team and I said, “Go find out what
happened.”
We started off at ground zero. We started back and looked at the research and it took
us about two weeks and we discovered that we had missed a couple of really, really
subtle things in the development and the marketing of the product, so check this out.
We fixed up the product. We kept the webinar deck exactly the same. We did not
change one word, same webinar deck.
We got another group of people, the same size as the first one, and I went on the
webinar. Again I’m basically doing the exact same webinar except I changed a few
sentences in the way I presented it. Our conversion rate jumped to I believe 26% –
the same slide deck, did not change one word, and the product was better.
We had made changes to the product, so there were no more cancellations within
hours. There should never be cancellations within hours, and we have secured those
benefits forever because that product is still live in the market.
Now, that’s a lot of work. Yeah, that’s the answer, it is a lot of work. None of this is
easy, and I hope for people listening if they want an easy out then there’s plenty of
other people to go listen to. They’re going to recommend split testing this and that and
blah blah blah. We’re talking about doing the really tough work. That’s why most people
don’t do it, because this stuff is really hard to do, but once you do it the rewards are
massively disproportionate.
My recommendation for most people if you have a launch and it just didn’t work out, I
hate to tell you this but I’m going to tell you the truth – I’ll always tell you the truth –
start over. Start over. Go back to the research phase. You may not have even done
research, so go back – we show you how to do the research in Zero to Launch – and
build the links of that chain.
The next time you launch it I can tell you your performance is going to be better, and in
the areas where it’s not better you’re going to know exactly what part failed and how to
fix it going forward.

Pat: Speaking of Zero to Launch, I know you’ve had like thousands of students in
there. Can you share one of your students and maybe how they went from a really big
struggle to a really great success with the launch of a product?
Ramit: One of my favorite students is a young woman named Selena Soo. There’s a
bunch of stuff about her publicly. There’s a video interview we did with her at
ZeroToLaunchSystem.com/selena. She’s been on Mixergy. She’s been all over the place.
Basically she was doing a lot of business coaching, and she was amazing at what she
did. I met her and I was like, “Wow, one of the best coaches I’ve met. She really knows
what she’s doing,” and she would connect people with influencers, like she got me in
Oprah magazine with just a couple emails. That’s amazing, so I knew she was good.
But she would work with these clients who were like really over-demanding, you know
what I mean? They would be taking up all of her time. They wouldn’t pay on time. They
were just a hassle, so she started to try to do this thing. She’d offer her services for like
$10K a month, and nobody really wanted to do that. It didn’t quite work. She picked up
this side client work for lower pay. She was discounting and it was not working.
So what happened? First of all, we taught her how to do guest posting. She did a guest
post and that guest post resulted in $30,000 of direct revenue, so that’s pretty amazing.
But one of the things we taught her in Zero to Launch was not just how to guest post
with anyone, but how to write amazing guest posts that generate subscribers.
So her newsletter doubled overnight, which is amazing. There are some very specific
things you can do that we teach in Zero to Launch as to how to write guest posts that
will drive subscribers to you.
Then she launched a new program, and this was pretty cool. She had her own coaches
and her coaches were telling her, “Launch this program at like a $200 or $500 level,”
and she was like, “No. I know how to create a massively valuable product,” so she
created a $3,000 product with what she learned in Zero to Launch.
Now, that is a very high-end product. We actually typically recommend starting off at a
smaller level because there’s a lot of things you can learn, but at this point Selena had
kind of been in that world for a little while.
The first time she ran it, 50 people signed up and she made $150,000. In 2014 her
revenue was over $300,000. I think it was $315,000, and she learned much of this
through Zero to Launch. We taught her how to build amazing products. We taught her

how to target the right people – not people who you have to constantly say, “Hey,
here’s why it’s $3,000 and other people cost this, and okay, I’ll discount it 50%.” You
don’t have to do that when you do the hard work up front.
I think for a certain type of person who heard those examples like Rolls Royce and
Gucci and Jiro, they want to create the best and they’re willing to spend the time
because they know once you create the best, like Selena did, people know there’s one
place to go if you want to learn about building important relationships, and that is you
go to Selena. If you want to know about creating an online business, where are you
going to go? You go to the people or the person who’s done it for 10+ years.
So for those of you who are listening to want to create the best, you have to know that
it’s difficult. It’s very challenging, but once you get it right the rewards are
disproportionate and they come in for years and years to come.
Pat: That’s awesome, and I’ve had a few of my own audience members go through
ZTL and they’ve had nothing but great things to say about it, which is awesome.
Gosh, there’s so many opportunities out there for a lot of people. You mentioned
something earlier before we got on the call, a video that you wanted to share with
everybody. Can you talk about that real quick?
Ramit: One of the things that is pretty interesting is going from a $4.95 ebook, which
I did in 2006, to a $12,000 course. Going through each of those steps you have to
master different things at different levels.
I put together a video showing the differences of what I mastered, and what you can
do as you build your products and go from just one product into a business. I put that
video together and I put it up at this site –
http://www.zerotolaunchsystem.com/smartpassiveincome.
Pat: Awesome. Ramit, dude, you blew my mind. I have a lot of things going on later
this year which are going to involve launches, and this was very much a show for not
only my audience but myself as well, so thank you so much for coming on again and
just really always delivering the value.
Ramit: My pleasure. I love your listeners and I love your readers. Thanks for the
opportunity.
Pat: Thanks so much. We’ll talk to you soon.

=====
I hope you enjoyed that interview with Ramit. It’s always a pleasure to have him on. He
always brings actionable content, and I can’t wait for the future of Smart Passive
Income because I’m going to be using a lot of these strategies and tactics and putting
them into action.
I also want to reiterate the link he mentioned there at the end to get access to his free
video that shares proven tactics, decades worth of insights, and case studies you can
use to create a successful online business and launch and automate your next course.
If you want to check that out, head on over to
http://www.zerotolaunchsystem.com/smartpassiveincome.
Of course, that link and all the other links mentioned in this episode will be available at
SmartPassiveIncome.com/session170. Again, thank you all so much for listening in
today. I really appreciate it.
I also want to thank today’s sponsor, 99Designs.com, helping everybody out there who
has a business with their graphic design. Whether you’re at that point in your business
where you are simply starting out and designing a logo and need things like that, or
maybe you’ve been in it for a while and you need to do a website upgrade or build new
custom landing pages just for you.
99Designs.com is the place to go because you put in your job description of what
exactly you want, and then designers from around the world will come and design that
particular item, and then you get to pick your favorite one.
What’s cool is you can have your friends and family vote to see which one their favorite
is, and by the end of it within 7 days you can have that image or graphic design work
that you need done. It’s very quick turnaround and very affordable as well, especially if
you can’t afford that single designer for your own team, which is obviously the ultimate
in graphic design and what you’d ultimately want, but in the meantime 99Designs.com
is the way to go.
Go to 99Designs.com/spi and you’ll get a $99 Power Pack of services for free that you
can put towards your next design project.

Thank you for listening in today. I really appreciate it. One more time I want to
reiterate that link for Ramit’s free video. That’s
http://zerotolaunchsystem.com/smartpassiveincome.
One more thing before I let you go. I just want to thank many of you for the time
you’ve spent to fill out the SPI audience survey. I haven’t run a survey for you guys in
over four years, which is pretty much a no-no in online business, so hopefully you’re
running surveys for your audience as well.
I’m running one right now, so if you have a moment for the next couple days this will
be available for you to do, and if not, if you go to this link you’ll see either the results of
it or a link to where I mention it in the future and talk about what has happened since
then, so wherever you’re at in the future go ahead and go to
www.smartpassiveincome.com/survey. That’s it.
The survey still is live so please take a few moments to share that and also fill it out,
because this will determine the future of SPI and how I best can serve you, so please if
you’re listening to this podcast right now, or you can also go to the show notes for this
episode as well to get that link, but again it’s www.smartpassiveincome.com/survey.
Go ahead and fill that out. It just takes a few minutes and I appreciate your honesty.
It’s all done anonymously.
Cheers! Thanks so much. I appreciate you guys and I’ll see you in the next episode of
the Smart Passive Income podcast.
Outro: Thanks for listening to the Smart Passive Income podcast at
www.SmartPassiveIncome.com.
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