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Be honest! Do you have your interest’s lists done?

Good! Now that you build your money machine it's time to
start the engine right?

Let’s do it!
Word of warning before we move on...

As | said before, you are in the advertising business not in
the t-shirt business.

As you know we are going to advertise on facebook and
even if my method will keep the ad cost at a bare minimum,
you will have to spend some money upfront to rake big
numbers at the end.

As much as | would like to write the perfect wso | can’t
adapt it to make it fit your current situation.

Some of you are more advance and ready to put their
business into high gear and there are people who a few
hours ago didn’t knew a thing about teespring.



There are people with an unlimited advertising budget and
other who are very tight almost redlining each and every
months.

So for this example | will replicate and explain everything |
do but instead of scaling it like crazy, | will explain it in a
way that most of you will relate.

If by any mean you feel like it’'s too much, just step back a
little bit, decide on what’s would be the best for your
situation and proceed.

I won’t lie to you. More you scale your campaign better the
rewards at the end.

So it really depends on your vision of your own “better life”
and what you are ready to do to make it happen.

I’'m about to confront you with what | call: THE WALL
The wall is invisible but it does exist.

It consists of hitting the point of no return where you got to
make it whatever the results or just quit trying.

When you bump yourself to the wall you will begin to use
phrases that begin with... What if...? OMG... It won’t work... |
can’t do that... etc...

This is the fear of the unknown.

Very powerful stuff it’'s a real dream Killer.

I call it the wall because the fear of the unknown will make
you feel so uncomfortable that for many it will be enough to

make them quit.

See, by nature, human love to be and feel secure.



When you’re about to enter a “danger” zone or do
something you’re never done before, your brain as no past
reference to tell you that everything’s going to be alright.

And since your brain is conceive to get you out of the
danger, the only thing he can do to protect you from doing
stupid things is to send you all the reference of what could
happen to you... lose money... fail... go bankrupt... look
stupid... your angry wife... etc.

The Wall is not something you can’t ignore or put aside.
It’s there.
Have you ever had to do a speech in front of a crowd?

Same feeling but it's about to be magnified by 1000 just
because there’s money in play.

So a good question would be: “What Should | Do To
Overcome The Wall?”

I don’t know if you’re going to like my answer but here it is
anyway: You will have to ignore what your brain tells you
and do it anyway.

Follow me step-by-step

Once you complete the whole process one time your brain
will record that nothing bad happened to you and will even
record the rewards which is having a first successful

campaign!

The wall will disappear.



Just ask people who never did a Bungee jump how they felt
BEFORE jumping... and ask them how they felt AFTER.

They all want to jump again and again!

The brain records that nothing bad would happen therefore
there’s “no more danger”.

Another way to overcome the wall is having a coach who
went to the same process and when you hit the wall he can
reassure you and tell you that you’re doing ok.

The great thing about having a coach is that if he sees that
you’'re off track and you should do some correction before
jumping off the cliff (Like tying the bungee rope to the
basel!!l)

This will make your trip more “enjoyable” for sure ©

This is the main reason why | was offering the 1 on 1 skype
chat coaching option.

If you'd like to know if there’s still a seat available for you,
just let me via email.

Do you need my coaching to succeed? ABSOLUTELY NOT!
Ok let’s do that thing!
Go to your facebook and open your ad manager

Click on Create an Ad
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Click on Boost Your Post

SICKE 1D WHROCMIC TUVUR MV

! Choose the objective for your campaign Help: Choosing an Objects

Send people to your website

Increase conversions on your wehsite

Eoost your posts Q —_——

Fromote your Fage

izetinstalls of your app

Increase engagement in your app
Faise attendance at your event
et people to claim your offer

Getvideo views

~reate Page  Developers  Careers  Privacy  Cookies  Terms  Help

Type the name of your fanpage



L
Page Post Engagement

Get rmore people to see and engage with your Page posts.

we are we Q_7— {}
F e Are Welders

Make sure to select the post that will be used to promote the

t-shirt.
o

Page Post Engagement

Get more people to see and engage with your Page posts.

' Wi Are Welders

=JUST RELEASED™ Will Not Be Rel... *

-

=JUST RELEASED™ Will Not Be Released AgainiLimited
v Edition For Welders Only - THIS 1S A MUST!http./ltdte...

Friday

-1 Terms Heale



Click on CONTINUE

Now let me show you the screenshot first | will then explain.

STEP 2: CREATE YOUR AD SET

Who do you want your ads to reach? Help: Choose Your Audience

Custom Audiences & B Browse
Audience Definition
Create Mew Custom Audience..

Locations @ | \nited States

‘our audience is
Al United States /1\ defined

S * Specific Broad
Age @ 29~ |- Gor v

Audience Details:

= Location:
Genaear: Men | Women o United States
= Interests:
” : Langyafies @ T L o Carbon arc welding

= Age:
More Demographics ~ o 21 -fa+
Fotential Reach: 122,000 people
Interests @ | Additional Entries

'/,’% Carbon arc welding
; Suggestions | Browse

Behaviors 6 1 Browse

Connections @& = Al
Cnly people connected to \We Are Welders
Cnly people not connected to Ve Are \Welders

Advanced connection targeting

The Location: All United States

Age: 21 and above

Gender: All

Interests: Remember the list of interest you’ve created? Go

back to that list and choose the FIRST interest copy from
your list and paste it in the interest bar. JUST ONE!



Make sure you check the potential reach of your interest.
You want to get at least 100K+

Why not going for smaller audience?

Because right now, we are targeting the largest spectrum of
this particular interest.

You are targeting All the united state, age is set to 21+ and
even if we are advertising to welders we are including the
women.

Later, when we determine the buying demographic, the
100K audience we had at first could be only 20K and you’ll
want to have enough audience to scale it up and get more
sales right?

Ok next,

How much do you want to spend? Help: Budgeting & Pricing

Budget Per day v $5.00 USD
Estimated Daily Reach
Schedule ® Runmyad S?Uminuuuslv starling today

Setastartand end date 500 - 1,300 people

This is only an estimate. Numhbers
ghown are based on the average
perormance of ads targeted to your
Pricing “our bid will be optimized to get more engagement on your Page post. You'll be selected audience

charged each time your ad is served.

Optimize For Post Engagement +

= Getthe mostengagements foryour post atthe best price - You'll be charged
forimpressions

Setthe amount a post engagerment is worth 1o you

Hide Advanced Options -

Ad Set Name Cathon arc welding - JJ5 - 21+

Budget; keep it @ $5 per day

Leave all the rest as is.



In the Ad Set Name, paste the name of the interest you
choose.

In this particular example it would look like this:
Carbon arc welding - US - 21+

This will make it easier to see, at the ad set level, what's
working and what’s not.

Ok next...

STEP 3: CREATE YOUR AD
What text and links do you want to use? Help: Editing Ads

AD PREVIEW AHD PLACEMENTS
Boosted Page Post

“our ad will hm_at this Page post. You can preview v Desktop Hews Feed Remove
your ad an the right.

Hide Advanced Options « ' We Are Welders e Like Page

URL Tags @ "JUST RELEASED™ Will Not Be Released Again!
Limited Edition For Welders Only - THIS IS A MUST!

http:#ltdteez.comAvelderTheLegend
A & WANT OMNE? & & .. See More

Conversion Tracking Pixel € / ’
©® TheLegend_Yelder ! v
A\ To make sure your pinel is waorking, try testing it or
putting the code an yourwebsite again

B

Refresh or Verify Now

IS
THE MAN

THE MYTH
THE LEGEND

Review Order | [EETRe G

B Questions about creating your ads?

Click on SHOW ADVANCE OPTIONS
Ok here we go.

Don’t bother with the Url tag in Phase 1



What??
But everyone swears about tracking everything!

Right but in Phase 1 all | want is to discover which are the
best interest and also identify my buyer’s demographic.

To do that | don’t need to use anything else than what’s
facebook already provide with their report.

If | make a sale the conversion tracking will get it (unless it
comes from an organic click)

After a day or 2 we will have a good picture about the
demographic and from the sale we’ve made we will decide to
move in Phase 2 or not.

In Phase 2 we will definitely use variable but not for PPE.

Ok

First select your conversion tracking pixel. Remember the
conversion tracking we have already setup for every niches?

From the drop down menu select the one who correspond to
the niche.

Second, remove the Right Column ad.
Third, Hit the Place Order button.

You will then see this page



Your Order Has Been Placed

Your order has been placed
You'll receive a notification once your ads are reviewed.

Create Similar Ad

Click continue

And you will be redirected to this page...



All Campaigns » We Are Welders - Post Engagement » Carbon are welding - US - 21+

A @D o In Review $0.00 $0.00 Ongoing #

= U”- o U - $:U.-UD -

== Page Post Engagement

| All Except Deleted ~ | 1= = | view Report | | View History
[ | Status? | 8d? Delivery * Results * | Cost >
- — 0
F Fost "*JUST RELEASED™ Will Mot Be Released i o

AgainlLi. " - Post Engagement B iAnTS

You’re done with your first Interest.

Now go back to your interest list, copy another interest and
to create your next and DO THIS:



All Campaigns * We Are WWelders - Post Engagement Carbon arc welding - US - 21+

A @D o In Review $™00 $0.00 Ongoing #

® o9 0 . $0.00 -

== Page Post Engagement

| All Except Deleted ™ View Report | | View History
[ | status> [ ad- |Delivery> |  Resuts? | Cost” |
Post "JUUST RELEASED™ will Mot Be Releasad . 0
B AnainlLi. " - Post Engagement i Reviey ,:ddar"r“‘

Click the above link to return to the CAMPAIGN level.

Then click Create Ad in Campaign

Create Ad in Campaign
Al Campaigns » We Are Welders - Post Engagement

You will want to keep all your interest at the campaign level.

As you are adding more and more interest your facebook
campaign will look like this:



m Ads All Except Deleted = View Report | | VWiew History

[ | Status * Ad Set ¢ Delivery *

[ m Armerican Welding Society - LIS - 21+ o [N Review
O gD Velder cerification - UG - 21+ o In Review
B D miller electric welders - LS - 21+ o In Review
[l m Carbon arc welding - US- 21+ o In Review

Add as much as you want.
Remember that you put $5 on each interest.

No you will not have to spend the whole $5 to see if the
interest is good or not.

Most of the time it's obvious and you Kkill it right away,
sometimes you got winner right of the bat, sometime it’s
more like flipping a coin.

Monitor — Monitor — Monitor

As soon as you identify a looser kill it and replace it with a
brand new interest to test it.

When you got a winner, let it go all the way through the $5
budget.



Here’s an example of a winner:

Cost Reach * Frequency Clicks 7 Click-Through Rate ~ Spent Today Total Spent * Mazx. Bid * Avy. Price ©

s0.04 4,690 1.06 367 7.315% $0.00 $17.59 Auto $3.55
Not the biggest click through rate buy my Cost Per
Engagement was cheap enough and | was making sales.
In the end we killed it anyways, as we were keeping adding
new interests to the campaign, we found cheaper and the

ROI was greater also.

The lesson here is even if you find winning interests keep
looking for better, don’t be lazy.

The one you think is the best you ever seen can be the one
you wished you Kill in the first place.

Here an example of a loser:

Results Cost # Reach 7 Frequency * Clicks * Click-Through Rate * Spent Today Total Spent * Mazx. Bid * Avy. Price

8 $0.19
350 1.00 10 2.849% $0.00 §1.51 Auto $4.30

Reach is over 350, CTR lower than 5%, more than 0.15 per
click... KILL right away and test another interest.

If the Reach would have been below 100 | would have keep
it running a little bit longer until we got at least 250.

But in this case, | killed it and no regrets! ©
If you look at the total spent: $1.51

This is what it cost us to know for sure that this one was a
loser.



So in the end, even if we are testing 20+ interests at the
same time, | control how much | spend to find the best
interests.

Here’s another one:

Results * Cost 7 Reach * Frequency * Clicks 7 Click-Through Rate * Spent Today Total Spent * Max. Bid 7 Avy. Price 7

14 $0.12
236 1.01 16 6.723% $0.00 §1.65 Auto $6.93

Interesting isn’t it?

Fair CTR, CPM is not the best but OK, CPE is over $0.10 and
the Reach is 236

Kill or Not?

Well it depends, if this is your cheapest interest in your
group let it go a little bit more but monitor closely until you
find better interests or you decide to shutdown the ad
campaign in this niche.

This is how | look at it: After the first day of testing your
interests if you can’t find something cheaper than $0.10 per
engagement with a good CTR, you should stop the ad
campaign in the niche.

They just don’t like your t-shirt and its ok you got other
niche going right?

If after the first day of testing your interests, your cost per

engagement is lower than $0.05-6 and you got a high CTR

over 7% and no sales, you should stop the ad campaign for
that niche.

Why? | got cheap click right? Yes you do but when this
situation occur it means that they like what they see,



because they share it but the concept for the niche is not
powerful enough to create the impulse to buy it.

So high engagement, low cost no sales? Kill it and hit them
up with your next concept.

You might make some sales in the long run but it will most
probably end in a break even situation.

| don’t know about you but personally | hate breaking even
it's just a waste of time.

For the last screenshot we decided to kill it because we were
getting much cheaper engagement.

Remember Phase 1 is the TESTING phase.

So your Job is to test as much as you can to see if the
campaign can be pushed in phase 2.

If you are just starting out, you can do ok with 4 good
interests at the time.

Then after a few winning campaign try to scale it to 10
interests at the same time... 20 interests at the same time...
100 interests at the same time.

Now remember this is only for welder, don’t forget that we
have 5, 10, 20 more niches to setup at the same time.

Begin with 5 if you’'re short on cash but more niches you do
the better you will be.

Let me draw you a quick picture:

Let’s pretend each niches represent 1% of you chance of
success.



If you have a campaign of 1 niche you got 1% chance of
success.

A campaign with 5 different niches... 5% chance

10 niches... 10%

20 ... 20% and so on...

| agree! It's absolutely NOT scientific it doesn't make any
sense but keeping that idiom in mind pushed me over the
“WALL” because YES it can be scary at first but in the end, a
campaign with many niches WILL reduce the risk of failure.
Before getting deeper in what to Kill, when to kill stuff

Do the same thing for all your other niches.

You want to keep it organised and keep your campaign
together or it will become difficult to keep up.

IE: | just completed the welder niche now | would do the
same thing for mechanics, then for engineer, then for xyz

Ok Just to show you in real time | have started the Welder
campaign here’s the first results:

Results * Cost * Reach * Frequency * Clicks * Click-Through Rate Spent Today Total Spent * Max. Bid * Avy. Price

2 50.26 .
76 1.00 4 \,A/ﬁu " 5.263% $0.51 $0.51 (i gl

1 5060 .
95 1.00 2 k; ’! 2.105% $0.50 $0.50 (it ek

3 50.06
73 1.00 10 @) J 13.699% $0.50 $0.50 (i foe

g §0.25 c
194 1.00 10 M},"I f 5.155% $1.26 §1.26 Auto $6.43



I would definitely kill the one who cost $0.60 per
engagement.

Both who are at 5% CTR | would wait a little bit more but
they are on the line for the next update because | know I
can find better.

The one ay 13% CTR | would keep it alive... for now.
Maybe | can find better.

21 image post likes and 1 fanpage like so far.
No sales so far but I’'m not worry yet.

Here’s another update (5 minutes later)

Status * Ad? Delivery * Results * Cost 7 Reach * Frequency * Clicks * Click-Through Rate Spent Today
7 $0.08
() Fost"**JUST RELEASED™ \Will Mot Be Released @ Active T a2 1.01 10 10.753% $0.61
AgainiLi. " - Post Engagerment ———
14 §0.08,
() Post"**JUST RELEASED* Will Mot Be Released @ Active 6 k 13 1.00 14 12.380% $0.79
AgainlLi. " - Post Engagement
] 8018
@ Post "UST RELEASED™ Will Mot Be Released o Active 213 1.00 12 4. B07% $1.40
AgainlLi. " - Post Engagement
0
a Post, "JUST RELEASED™ Will Mot Be Released ® Active - 0 - 0 $0.00
AgainlLi..” - Post Engagement
0
aO Post "=JUST RELEASED™ Will Mot Be Released ® Active - 0 - [ $0.00
Againlli.." - Post Engagement
2 §0.24
Fost"**JUST RELEASED™ \Will Mot Be Released @ Inactive 107 1.00 2 1.869% $0.67
—

AgainlLi. " - Post Engagement

Added 2 more interests

1 interest that was at 5% breakthrough to 10% and went

down from $0.24 to $0.09 which is ok but still fluctuate too

much to rely on it.
| killed one interest so far

Now 29 likes, 1 share, one fanpage like.



Another update. This are getting super smooth see:

¥

Ad Sets m all Except Deleted = View Report | | View History
Status * Ad” Delivery = Results 7 Cost * Reach 7 Frequency * Clicks * Click-Through Rate Spent Today T
47 $0.04
() Post"="JUST RELEASED™ WVill Mot Be ® Active e 5490 1.00 47 7.939% $1.497
Released AgainlLi.." - Post Engagement
13} $0.03
() Post "="JUST RELEASED™ WWill Mot Be ® Active e — 606 101 B0 9.820% 5176
Released AgainlLi.." - Post Engagement
24 $0.06
() Post"="JUST RELEASED™ WVill Mot Be ® Active 277 1.00 23 8.303% $1.43
Released AgainlLi.." - Post Engagement
29 $0.03
() Post "="JUST RELEASED™ WWill Mot Be ® Active T e, 371 101 28 7.507% 087
Released AgainlLi.." - Post Engagement
&) $0.15
() Post"="JUST RELEASED™ WVill Mot Be ® Active a7 101 5i 5102% $0.45
Released AgainlLi.." - Post Engagement
14 013
a Post "*JUST RELEASED™ Wil Nt Bs © Mot Delivering 267 1.00 14 5.224% 5177
Released AgainlLi.." - Post Engagement
i ] $0.10
a Post "=JUST RELEASED™ Willl Not Be g 143 1.00 8 5.284% $0.83
Released AgainlLi.." - Post Engagement
2 $0.35
Post "="JUST RELEASED™ WWill Mot Be ® Inactive m 1.00 2 1.802% 3070

Released AgainlLi.." - Post Engagement

3 interests below the $0.05 bar which is great. Those | will

let them work until they spend the whole $5

See, it's not that hard to find good interests right?

There’s absolutely no reason why you couldn’t easily find
some yourself!

Heck you can even take the same one | used in this
example.

This is what it looks like on the fan page so far...



Boost Post
Like - Comment - Shara ___; a>40Shares 4P~

Y Jerery Blankenhery, kKhris Dietrich-Anderson, Matt Gaydos and  Top Comments -
117 others like this.

' Wirite a comment..
Pres= Enter to post.

Wie Are Welders Hey Guys & Gals Type "I WART T if vou like itl
Linlike - Reply -&21 - 3 hours ago

Rafael Guijada Hinson Fabrication sounds about right (ol
Linlike - Reply - & 2 - 26 minutes agd e T

. m Jimmy Bozworth |want it
—
!= Linlike - Reply - &3 1 - 32 minutes ago
.Ll_'i;.
s

Dena TopModel Moorehead Brandon Brandon Hobbs
Linlike - Reply &b 1 32 minutes ago

Yirgil Smith L want it
- “ 1 1
Linlike - Reply &b 1 - about an hour ago

Linlike - Reply - &b 1

a6
2 QLT

L]
(]

Write a comment...

2015 HIGHLIGHTS ™

For a little bit over an hour in the campaign, things are
looking good so far...

Of course the goal of this book is not to cover the whole PPE
campaign from start to finish but to demonstrate how easy it
Is to do it, how to interpret the numbers and how it really
work from inside the business.



I know... you would like to know if this will work right?

Ok look...

About 1.5 hours in the campaign 2 sales already!

*YLIMITED EDITION ** ::\ 2_’_;50

Don’t stop there though let’s find more and more interests.

As the best interest are pilling up you will soon begin to see

what interests pays the best.

Like this example:

Ape Gender Click-Through Rate (CTR)

5.621%
35-44 farnale T.B08%
45-54 farnale GIT1%
35-44 farnale 8730%

45-54 female 14.410%
25-34 fermale 6.504%

25-34 male 2113%

Cost Per Click (CPC)

$0.08

$0.05
$0.07
_so
$0.03
§0.06

§0.12

Wehsite Conversion @& ~

\.3 5i

S

2

2

1

1

1

This is how | get my best demographic to use when | setup

phase 2.

Right off the bat | know that | will target only women who

are between 35 and 44 years old.

So that would be 2 interests only but super highly targeted

and proven to drive the most sales.

12

s

m



The more conversion you have the more the number make
sense but even with small numbers like this you can have a
basic idea.

Now sometimes, like in this particular campaign if the sales
are coming from the organic traffic, the pixel conversion
won’t record the sale.

You will get like 4-5 time more sales than you can see in the
actual facebook report.

Don’t panic, just do it with the number you got.

Again if you need me to look at your number before you
make any decision just let me know.

Here’s how to view the report.

Go to you ad manager and click on the campaign of the
niche you want.

When you are at the ad set level click on view report:

Y

Ad Sets EELE All Except Deleted ™ | view Report || view History
o[ O [status”  [maset | pelvery”
i Welding gogoles - US - 21+ @ Active
4l m Weld quality assurance - LIS - 21+ @ Active
d TheWelding Institute - LIS - 21+ @ Active

Make sure you are looking at the right campaign and then
click on Customize Columns



Facebook Ads Reporting

CURREHT REPORT
Full Report - Share
REPORT SETTIHGS

Level: Ad Set - Customize Columns Breakdown: Placement « Clear Filters

lCﬂmDﬂiQn name | is « | WWe Are Welders - Post Engagement

I Start Date © End Date & Ad Set Hame & Placement £ Reach
A window will appear with preset info. You can see all the
preset at the right of the window.

Click on all the X’s and then from the list, select only those
ones:

Customize Columns

All Question Answers T
. 5 COLUMNS SELECTED
The number of answers to your guestions as a result of
Performance At Ad Set Name

Question Follows

Click-Through Rate (CTR)
The nurmber of follows of your guestions as a result of

Engagement

your ad. = Cost Per Click (CPC)
Videos
ENGAGEMENT. COST PER ACTION Wehsite Conversion
Website
Conversions Cost per Page Like Cost per Post Engagement
The average cost for each Page like as a result of your
Apps ad.
Evatits Cost per Page Engagement
) The average cost per action related to the Page and your
Clicks Page's posts @s a result of your ad
) v Cost per Post Engagement
Settings

The average cost per action related to your Page's posts
as a result of your ad.

Cost per Post Like
The average cost for each like on your Page's posts as a THE ATTRIBUTIOGN WINDOW IS SET TO:

result of your ad. + 1 day after viewing ad

« 28 days after clicking on ad
Cost per Post Comment

The average cost for each comment on your Page's posts Change Aftribution VWindow

Cancel Apphy

i A il




Ad Set Name
Click-Through-Rate (CTR)
Cost Per Click (CPC
Website Conversion

Cost per post engagement

Click apply when you’re done.
By default, the breakdown is set to placement.
In other word when you are looking at the report you will

see all the info you requested for each of your interests and
their respective placement (Mobile or Desktop)

Customize Columns Placement ~ Clear Filters

paign name « | is v ||Ye Are YWelders - Post Engag + Add Filter

I End Date Campaign Hame Ad Set Hame slacemem Click-Thr

) 20150111 ~ \
2015-01-11 Wie Are WWelders - Post Engagemen Carban arc welding - LS - 21+ Mews Feed an Desktop ©
2015-01-11 Wie Are WWelders - Post Engagemen Carban arc welding - US - 21+ Mews Feed an Mabile Dey
2015-01-11 Wie Are YWelders - Post Engagemen Welder cedification - LS - 21+ Mews Feed an Desktop ©
2015-01-11 We Are \Welders - Post Engagemen YWelder cedification - WS- 21+ Mews Feed on Mahile Dey
2015-01-11 We Are \Welders - Post Engadgemen The Welding Institute - LS - 21+ Mews Feed on Desktop ©

You will be able to determine if the sales are made when
people see the ad with their mobile or when they see it on
their desktop.

If you determine that all the sales comes from the mobile for
an interest, in phase 2 you will want to target users on
mobile only and stop paying for ads on desktop.

Make sense right?



Next, you will have to change the breakdown to Age &
Gender.

You don’t just want to know if the sales come from mobile or

desktop but you also want to know if they’re male or female
and what is the age range they’re in.

ns ireakdown: Placement = Clear Filters

1erment

Are
Gender /
Ad Set Namr

G Age and Gender

Hane

iZauntry
v Placement

Flacement and Device

L LA Ten Carbon arc

! i+ None men Carbon arc

i W Conversion Device nen Welder cer

_ Destination

I Iy nen Welder cert
Yideo View Type

El In - == T = IS alla

This is how and why | use PPE folks.

Find the cheapest interests possible and the one who brings
me the more sales.

Identifying who are my buyers for that niche so | can snipe
them all in Phase 2



Before pushing your niche in phase 2, make sure you get a
positive ROl within phase 1.

If you breakeven in phase 1 you will have to make the tough
decision to risk pushing it in phase 2 and see or keep it in
phase one and see if the ROI gets better.

If you got 5 or more niche going you should have a few that
are on a rise so it’s time to get into serious business in the
next module!

See you there ©



