[ Clarification / March 2020

Please don’t judge this document too harshly. It’s not a complete, finished book nor is it meant to be. It’s not representative of the books that I sell online from my various websites.

It’s just a short document based on some notes that, over the past 2-3 years, I’ve sent to clients I work with when I help them to create a passive income.

At the moment, we’re all having to deal with the effects of the Corona virus and also trying to do what we can to help one another.

I know many people who have seen their main source of income dry up. They are looking for other ways to make money. I know a bit about developing a passive income and selling info products online because it’s what I’ve been doing for about 20 years. I just thought that one of the ways I could give something back was to share the info in these two documents, free of charge, in the hope that someone, somewhere might find it useful. That’s all.

— Ian ]
Notes On Creating A Passive Income
These notes are for anyone who wants to be an online entrepreneur, publish digital products, develop a passive income and make money.

This isn’t a complete, start-to-finish guide. I’m just offering a few ideas you may want to consider. They’re mostly based on 22 years of working for myself, getting almost everything wrong and making so many mistakes it’s like I have a talent for disaster. However, I’ve also managed to get a few things right along the way, even if more by luck than judgment.

In the hope that my mistakes can be your education, and that I can shorten your learning curve, I’d like to pass on some useful ideas.
If you do not like some of these ideas, that’s all right. Dump and forget them. You won’t hurt my feelings.

If you do like some of them, and want/need/crave any more input from me, I’m here for you.

Smiles and magic...

— Ian

ian@ianrowland.com
Vision

You’re not a massive egotist with an exaggerated sense of your own importance. However, in terms of your vision for your success and your business, I would encourage you to be someone special, have a vast online presence, build a huge tribe and make yourself a vast amount of money (even if you want to give most of it away to good causes).
Here’s a useful distinction:

(1) As a private person, you can be as quiet, modest and humble as you want.
(2) As someone running a business and aiming to make money, and in terms of your public persona, I encourage you to be as big, as massive and special as you can be.

This isn’t about ego and vanity. You have a good message and good intentions. So why get your message to 100 people when you can get it to 10,000? Or a million? If your ideas are worth knowing about, then you’re doing the world a favour by sharing and spreading them as far and as wide as you can. If this also happens to bring in a lot of money... good!
I suggest this starts with how you think and feel about yourself, your potential and what you want to say to the world.

My friend Uri Geller always gives this advice: be someone special. People want to meet someone special and amazing. It brightens their day. What do people want to do when they go home, flop on the sofa and talk about their day? Do they want to say, “Nothing much happened today and it was dull.” Or do they want to feel excited and breathless, “Hey, I met this amazing woman today! The way she talks about health and well-being... it was incredible! And her experience as a front-line health professional.... and the way she talks about health and mind... oh wow! I’ve never seen anyone like her... it was brilliant!”

Be someone special for other people to meet. Be amazing.

See all this in your mind, your heart and your tomorrow. See a million followers on social media. See your books selling in vast quantities. See your media appearances. See yourself going to give a talk somewhere and mingling with lots of your fans and followers afterwards.
Focus on these images in your daily meditation. Use them as visualisation exercises when you do whatever you do in your spare time... each new level you reach is another 10,000 followers on social media!
Be big. Think big. Think of the extraordinary value you can give to the world. 
Identity
You have a name e.g. Jane Smith.
What you also need to have is an identity.

Your identity is what people call you when they don’t know your name. Your identity should be something that’s easier to remember than it is to forget. It should convey something about what you do, but it doesn’t have to explain everything.

‘Jamie Oliver’ is a name. The Naked Chef is an identity. A lot of people knew the identity and talked about it before they knew the name.

The Food Babe is an identity. Millions of people follow her online but couldn’t tell you her real name (Vani Hari).

I have a friend whose name is Sal Dhalla. I helped her to come up with her identity: The Food Witch. She helps people develop a new, healthy, joyful relationship with food and cooking.

I have another friend called Peter Bryant. He’s an expert on cryptocurrencies and how to invest in them. I helped him to devise his identity: The Crypto Prof. This is nice because people can understand it in two ways: ‘prof’ as in ‘profit’ and also as in ‘professor’ or expert.
There are a lot of people who know me as The Cold Reading Guy or The Addiction Fixer.

I’m not saying it’s easy to come up with a good identity. It isn’t. You’ll struggle with it, thinking “Do I really want the world to know me as x?”. And it gets harder because... drum roll... in this day and age, you also need to own the dot com that goes with the identity (I’ll explain why in a moment). I suggest you start hunting as soon as you can. Go to www.name.com and start looking. Remember, at this stage, you have to own the dot com that goes with your identity.

The bad news is that lots of the best names are already taken. Also, you’ll see some good names that are available... but only for a ‘premium price’ of several thousand dollars. Annoying. The good news is that you’ll sometimes find a good dot com name that has not yet been snapped up and that you can buy for the normal price of about $8.99 (£6.80). 

If you want to, by all means discuss this search for an identity with me, with your friends and anyone whose opinion you trust. It’s often useful to bounce ideas off other people — especially anyone you know who already makes money online. However, you are the one who will have to live with your identity so you have to choose what feels right for you.

Owning Your Dot Com Domains
You need to own the dot com for your own name. If your name is Jane Smith, you should own www.janesmith.com . 

If it’s already taken, get the nearest domain you can get. Explore a few options: using the definite article (www.thejanesmith.com) or an underscore (www.jane_smith.com) or something that indicates this is your home or base on the web (www.janesmith1.com / www.janesmithhome.com / www.janesmithonline.com).

If your name dot com (www.janesmith.com) isn’t available, don’t give up. Keep track of it as the years go by. It might become available. I had to wait two years before www.ianrowland.com became available. You can see who currently owns the domain via WHOIS. In some cases, it might be worth contacting the owner to see if it’s likely to become available any time soon. However, you need to be careful and discreet about this — you don’t want to give anyone the idea of raising the price for the domain because you’re desperate to own it.
You also need to own the dot com for your identity (like www.thefoodwitch.com / www.thecryptoprof.com / www.theaddictionfixer.com ). In this case, unlike the dot com for your own name, it needs to be exactly right. Just being close enough, or using a hyphen or an underscore, isn’t good enough.

If ‘www.thefoodwitch.com’ hadn’t been available, I would have worked with Sal to find a different identity. Ditto with ‘www.thecryptoprof.com’ or ‘www.theaddictionfixer.com’ . This is one part of what makes finding your ideal online identity difficult.
Why do you have to own the dot com suffix for your identity? Because, although there are many domain suffixes available, dot com is still everyone’s first guess, first assumption and first bad memory default. 
If you have a really great domain name, but it’s .co.uk, .life, .org or anything else, you will lose business when people (a) mis-remember the suffix, (b) pass along incorrect info to their friends or (c) assume it’s a dot com. It doesn’t matter how clear you are, people will make the dot com mistake a zillion times. It’s no fun swimming against the tide every day for the rest of your business life.

Also, if you have a great domain name but someone else owns the dot com, they will benefit free of charge from your promotional efforts. 
So, you have been to name.com and you own the dot com domain for your real name (or as near as you can get) and for your identity (precisely). In either case, it’s also worth buying some of the commonest related domain suffixes, such as .co.uk, .org and .net, plus any that are obviously related to what you do (for example if your work is related to health matters, then you’d want the appropriate .health domain). 
These additional domains don’t (usually) cost a lot and buying them is a way to stop other people benefitting from your work, name and reputation.
You can google ‘List of Internet top-level domains’ to see if there are any other domain suffixes you particularly want to have in addition to your dot com domain. 

Whenever you buy a domain name, always spend the small extra amount for ‘net privacy’. Otherwise you will get spammed to oblivion by people offering SEO and web development services.

Branding
So let’s assume you’ve bought a dot com corresponding to your identity. 
Next, I suggest you think about your branding.

Branding is what gives a product a personality and a set of values. A computer is a dull, beige box full of electronics. Stick an Apple logo on it and it becomes something else. Now it has the Apple personality. It becomes conceptually and emotionally linked with the development of the intuitive interface, with overthrowing the tyranny of Microsoft, with easy creativity, ‘it just works’ adverts, videos of Steve Jobs thrilling a conference with the reveal of the first iPhone and so on. (I’ve never bought into any of this, by the way. I’m a PC guy and I don’t actually like Apple. I’m just using them to illustrate the point.) 

You can think of other brands that work the same way.

Branding is also how you make yourself more visible and more memorable.
Sorting out your branding doesn’t have to involve a lot of time and money. Here’s the easy way.

Choose two colours you like and that go together well. These will be your corporate colours.

Invest in a logo that uses these two colours. If you don’t want to spend any money, just choose a basic geometrical shape, stick your initials or your identity’s initials inside using a bold font and use your two chosen colours — one for the shape and one for the letters. That will be your logo for the time being and when you’re getting started. You can have something better designed later, when you have some money coming in.

If or when you want a logo by a designer, you can either go to a graphic designer you trust, ask on Facebook or go to Fiverr. (Don’t dismiss Fiverr... it’s a perfectly good resource and there are some excellent, talented people who offer their services there.) If you want a ‘proper’ design company to do it, chat to my friend Katie Tattersall at https://www.ths.co.uk/ .
Your logo has to fit within a square, circle or other shape with a neat footprint and not be too elongated. This makes it far more versatile and useful. I can explain more about this if you want.

Next, have an official portrait photo done. Again, you may know someone who’s good at this. If not, the best I know of is Nick Gregan. https://nickgregan.com/ . The important thing about this photo is that you do not contextualise it: i.e. don’t get a photo where you are doing one particular thing or holding one particular prop to indicate your line of work (such as a wooden spoon, stethoscope or wedding dress fabric).
Just get a good quality, head and shoulders photo where you look appealing and friendly, and that could be at home just about anywhere: on a website, in a conference brochure, on a menu, on some packaging etc. By not making it context specific, it can go anywhere — which is the whole point.
When you have your corporate colours, your logo and your headshot, use them consistently, all the time, everywhere, on everything you do. Your entire public presence should be swamped with your colours, your logo and your official portrait photo. No variation. Boring, relentless consistency is the whole point.

Downloadable Digital Products

What’s a digital product?

In terms of content, it’s whatever useful information your tribe will pay to get from you plus access to your personality, help, advice, know-how and ideas.

In terms of data, it’s going to be a pdf file, an e-book, an audio book file or a video available to download or watch online. In other words, anything you can send to people via the internet.

The form it takes will depend on what you find easiest to create and what you want to create. I’ve been a writer all my life so I find it easy to crank out books and booklets. You might have other preferences. Some people hate writing but love making videos. If you happen to be good-looking or telegenic (unlike me), it may make sense to use your looks to your advantage. If you happen to have a great speaking voice, you may prefer to create audio books or a podcast people can subscribe to.

If you know how to create whatever you choose to create, great. Get going! If you don’t, I can show you and so can many other people. There are hundreds of online resources that can teach you how to create just about anything. Just spend a bit of time googling and find whatever ‘how to’ advice you need. 

Don’t wait until you feel you can create a ‘perfect’ downloadable product. Start small, simple and humble. Using what you know and whatever you’ve got, make a start and create your first digital product. This will involve a bumpy learning curve and you’ll make mistakes. Product #1 will be flawed. This doesn’t matter. The process of making it will teach you a hundred lessons that you can’t learn any other way. Product #2 will be a little smarter and better. Product #3 will be better still.

Don’t waste too much time trying to guess which digital product will have the greatest potential or be most successful. You can try to make good choices, of course. Ask your tribe what they’d like from you. Talk it over with friends or other entrepreneurs who might have an opinion about the best way to monetise your expertise. However, in the final analysis, nobody knows what will work. All you can do is create a product, do your best to market it and see if it sells. Then create another. Then another. 

You will have hits and misses. C’est la vie. When you have a hit, enjoy your triumph, celebrate and save some money for a rainy day. When a product doesn’t do so well, embrace and enjoy the learning experience. Learning what doesn’t work informs you a lot about what will work or is likely to work.

Building Your Website

You will need a website so customers can pay for, and download, your digital product(s).

Unless you have a compelling reason to do otherwise, I strongly recommend that you build and maintain your own website. If you get someone else to do it for you, this means you have to run back to them every time you want to make any changes. This is tedious and, in the long term, simply impractical.

If you’ve never built a website before, don’t panic. It’s not that hard.

First, choose a platform that makes it easy to build e-commerce websites. The four main ones at the moment are Squarespace, Shopify, Wix and Wordpress. There is no ‘best’ or ‘worst’ — it’s just a personal choice. Do a bit of research and use each platform’s ‘free trial’ periods to have a play with them. Take advice from people who are already making money online and seem pretty good at it. If you have a friend who is already running an e-commerce website, it might make sense to use whichever platform they use so you can ask them questions (if they don’t mind) and help you to get started.

When you check out these different e-commerce platforms, here’s what doesn’t matter: how pretty the example websites are; how glossy the templates look; whether the example websites seem full of dazzling eye-candy and clever visual effects. All of this is irrelevant.

What does matter: cost (including all the costs that are hidden at first and only get revealed once you start trying to use the platform’s full functionality); the ease-of-use of their e-commerce and online shopping functionality; technical support and responsiveness — if you ask a question, how quickly will they get back to you and will they provide the info you need?

Having checked out your options, choose whichever you prefer and learn to use it well. There’s a bit of a learning curve and you’ll struggle a bit at first but you can do it — especially if you have a friend, guide or mentor who can steer you through the early stages. 

The first e-commerce platform I used was BigCommerce. I used them for many years but then switched over to Wix. I hired someone who knew Wix inside out to help me during the early stages but I didn’t need their help for very long. I don’t build very pretty websites and I have zero design talent. However, I do build websites that make money (such as www.coldreadingsuccess.com).
When you create your first e-commerce website, here are the rules.

1. Start small, simple and humble. You’re not trying to create the website of the century. You’re building a site to make money.

2. Apply your branding all over your site. Your identity, colours, logo and official photo should all be prominently featured.

3. Work hard to make it clear and obvious what your website is about. I’ve seen many websites with complicated descriptions on the front page that fail to convey what the site is about.

4. Apply The 10 Second Test. If someone looks at your website for 10 seconds, will they immediately know who you are, what your site it about, what you’re selling and why they should be interested?  

5. Apply The Two Minute Test. If someone goes to your site and wants to buy something, can they do so in two minutes or less? Can they find the product they want, get some info about it and purchase it via Paypal or credit card, within two minutes? 

Embrace the fun of creating products, putting them online and building your passive income. There are many other aspects to this: market research, driving traffic, SEO, building your mailing list and so on, but you can’t sell what doesn’t exist. So creating your product, and a site to sell it from, comes first.

Mailing List

If you haven’t got a mailing list, you haven’t got a business. 

I assume you already have a mailing list of some kind. (If not, start one today.)

I suggest you aim to build it as rapidly as you can. Host it via MailChimp or Awebber or one of the other established platforms. 

Everyone who orders anything from you, or downloads one of your products (even your free ones) gets added to the mailing list. There are ways to automate this process but you can do it by hand if you must.

Keep in touch with everyone on your list and — most crucially — use it as a way to build your relationship with them. Don’t just send out an email when you have something to sell. Sometimes, offer free information. Or just draw their attention to something you figure they might find interesting. Or be helpful. Or wish them happy holiday season.

If they only hear from you when you want them to buy something, they’ll resent you. And many will unsubscribe.

If they hear from you and become your sort-of friends, they’ll be happier to give you some money when you do have something for them to buy.

Products And The Value Ladder
It’s a really good idea to understand the notions of a sales funnel and a value ladder. 
The basic idea is this: always have a way for people to give you more money.

Imagine you’ve set up a website and you offer one or two free products e.g. a free, downloadable pdf containing some basic advice or info related to your area of expertise (more on free products later). This is the entry point. The price is ‘free’.

And... you have something that people can buy for £10. Maybe a small book about your area of expertise that has more detail, or more useful info, than your free products.
And... you have something that people can buy for £80. Maybe an invitation to an online seminar for a small group where you present a mini-lecture about the subjects you’re passionate about and people can ask you questions.

And... you have a £150 product, which is one hour of personal consultation, one-on-one, via Skype or Zoom.

And... you have a £950 product, which is the chance to spend one day with you, discussing your area of expertise.
And... you have a £2,400 product, which is one of ten places on your special ‘intensive teaching and learning’ retreat in the south of France. 

This is your value ladder. You drive traffic to your site. Everyone can help themselves to your free product. Let’s suppose 100% of visitors to your site do this. 
Maybe 85% of them will happily progress to the £10 product. Maybe 50% of them will progress to the £40 product. And so on... maybe only 2% of them will buy a place on one of your retreats.

Everyone finds their own place on the value ladder based on how much money they have and how much of it they want to give you. Obviously, this ladder tapers: 100% at the free end, 2% at the top value, top price tag end. This is why it’s called a sales funnel and it’s what you should aspire to build.

There’s a good book that explains all this very well: ‘DotCom Secrets’ by Russell Brunson. Be warned: the book turns into an extended advert for Brunson’s company, Clickfunnels. Basically, they have lots of online tools to automate the sales funnel process. There are other platforms that offer similar tools, such as Infusionsoft and Kajabi.

Important point: you can embrace the idea without embracing the technology. You can have a value ladder of products without also signing up for an account with Clickfunnels or any of its competitors. By all means read the Brunson book if you want, because he explains value ladders and sales funnels very well. Just be aware that you do not have to also open an account with his company! 
Also, don’t worry if you feel you can’t fully embrace this approach. Brunson’s explanation of the value ladder concept is worth reading but is also simplistic. It doesn’t fit all businesses, all the time. Not every business lends itself to a complete range of products, all the way from free to expensive. All I’m suggesting is you learn about these ideas and embrace them as far as you feel able to.
Just to repeat what I’ve written already: all your products should be saturated with your branding: same colours, same logo, same portrait photo. Predictable consistency is your friend. Variation is poison.
Types Of Income (Passive Is Best)
When you start dreaming up your value ladder, embrace all the options and opportunities: 

(1) Passive income. You create a downloadable digital product. People go to your website, pay for it and download it. This all happens automatically, without you having to do anything. You literally don’t have to lift a finger. It can happen while you’re asleep.
(2) Almost passive income. You create a product that calls for some order fulfilment, but it all happens online and processing each order only takes a minute or two. Example: people order a paperback book from you and you send it to them via a print-on-demand company such as Amazon KDP.
(3) Money for talking to people online. People pay for an hour or more of access to you via Skype, Zoom (or equivalent), either in groups or individually.

(4) Money for talking to people at conferences. Some conferences are rather disappointing. Most are quite nice to be involved in. Some treat you like royalty and are a joy to be part of. The longer you do it, the nicer the conferences you tend to get invited to speak at.
(5) Active income and money for doing some work. 

All these ways of making money have their pros and cons but there’s no doubt about it — creating a passive income for yourself is the best option of all. The day you make some money while you’re walking down the street, or asleep, is a day you’ll always remember. 

The Value Of A WRM Book
It’s a great idea to write and publish a book. Ideally, you want to create a WRM book: a worldwide reputation-maker. This is a book that many will come to regard as the definitive book in your area of expertise or, if not quite definitive, at least a darn good book that shows people you have a significant level of expertise to offer.
You should create this book in both physical (hardback or paperback) form and the digital equivalent (a Kindle book). 

An actual, physical book is a great asset to have.

A physical book becomes your global ambassador. Many people will meet your book before they meet you. Books get loaned, passed around, held up and talked about.
A book can lead people to you, your website, your products and your live events.

A book will get you invited to conferences to give talks.

Books tend to have interesting lives. I’ve been contacted by people all over the world because they came across one of my books in a strange or weird way. Once you ‘unleash’ your book upon the world, you have no idea where it will end up or what strange adventures it will have. This is part of the joy and the fun of it.

A book is great for reputation and credibility. “Our guest speaker today is Jane Smith” is one thing. “Our guest speaker today is Jane Smith, author of The World’s Best Book On Designing Air-Conditioning Systems” is another. It makes a big difference. Even today, there’s great cachet attached to having a book with your name on it, especially if a lot of people think it’s really good.
It’s nice if, as mentioned above, you can write what becomes the definitive book on your chosen subject. I wrote a book on cold reading that many people are kind enough to say is the definitive work on the subject. It made a lot of money and led to lots of fun adventures, such as the chance to meet lots of great people and go to events all over the world. However, this isn’t always a realistic goal and it tends to happen more by fluke than design, as it did in my case. So, just aim to produce a really good book on your chosen subject. If it becomes known as the definitive work, great. Even if it doesn’t, it will prove to be highly beneficial. 
Don’t even think of going via a publishing company. This is spectacularly pointless and I’m happy to explain why in great detail if you want! The only option you should even consider is to self-publish. It’s the only option that makes any sense and the only way to make any money.
Marketing Basics
“Marketing is all about advertising.”
“Marketing is getting brochures printed and stuff like that.”
“Marketing is organising surveys and opinion polls.”
All of these suggestions have something to do with marketing, but they miss the big picture. Here’s my favourite definition of marketing:

“Any company has a relationship with its market. Marketing concerns the art, science, wit and joy of optimising that relationship”

Note that this definition includes words like ‘wit’ and ‘joy’. You see, although some textbooks make marketing seem as dry as dust, it’s actually a wonderful aspect of running any business. ‘Optimising the relationship’ can involve any brilliant or offbeat idea in the world. It can involve small changes that make a big difference, or inspired flashes of genius. It can involve mad concepts, shrewd moves and gymnastic feats of ingenuity! If it involves creating a better relationship with your market, then it’s good marketing. 

It's not just about maximising profit. It’s also about finding ways to understand your market as well as possible, and being likeable, and out-thinking the competition.

I have a free booklet that introduces you to the basic concepts of marketing. I can send it over to you if you want. Or you can get it from:
https://www.coldreadingsuccess.com/free
For now, just think about this basic idea: ‘optimising your relationship with your market’.

Who is your market? What problems can you solve for these people? What delights, joys and treasures can you share with them? What will make them smile and like you? What will they be willing to pay for? What are their turn-ons and turn-offs?

We all know how relationships go. Your partner isn’t always perfectly nice, fair or loyal all the time. Your partner has good days and bad; sometimes delights you and sometimes frustrates you.

It’s the same with your relationship with your market. Your customers won’t always be angelic and perfect. Sometimes they will leave you feeling frustrated and disappointed. You create a product you’re sure they’ll love... and they don’t. Welcome to the world of business.
All you can do is try your best to optimise your relationship with them.

Marketing Your Products

One part of marketing is devising and producing good products.

What’s a good product? Answer: one that achieves its purpose.
You might create a free product that you want to use to attract people to your business. If it serves this purpose, it’s a good product. If it’s a paid-for product that you want to deliver a turnover of £50,000 pa and a profit of £40,000 pa, and it does, then it’s a good product.

Always bear in mind the Truman Capote rule: “If you say you’re a good writer, that doesn’t make you a good writer. When other people say you’re a good writer, then you’re a good writer.” It’s the same with products. Whether you think x is a good product is irrelevant. An ugly baby looks beautiful to its mother. What matters is whether your market think it’s a good product. If they do, they’ll buy it.
The basics of successful trading never vary:

1. Devise a good product (as defined above).
2. Find the people who might want it.
3. Tell them about it.
In all of human history, it has literally never been easier to do these things than it is now. 
We’ve already talked about creating products. It’s easier to create books, audio books and videos now than it has ever been. 

Where do you find people who might be interested in your products? Online. How do you find them? By using search tools and social media advertising tools. It’s easy because people are identifying their wants and interests all the time. If you want to sell watches, Google will happily put your advert in front of 10,000 people who have searched for ‘new watch’ in the past week.
One of the biggest favours you can do for yourself is to find an expert in social media and online advertising and learn from them. You need to know how to advertise on Google, Facebook and maybe one or two other platforms (Instagram is getting to be pretty big).

Read about the subject online. Get a good book or two. I ‘ghosted’ one such book, called ‘Digital Marketing: A Managing Director’s Guide’ by Olga Travlos, who runs a digital marketing company called Xanthos. 

If you want to learn how to advertise on Google and Facebook, I suggest you pay for some learning time with my friend Matt Beech. He’s a professional who knows this stuff inside out and he’s a nice guy to learn from. I can put you in touch if you want. In an hour or two, he can guide you through the whole process. I don’t know what he charges because he and I did a knowledge swap so I didn’t have to pay him. But whatever he charges, he’s worth it. 

(And if you want to hear an embarrassing but illuminating story about my own hubris and a bad mistake I made, call me some time and ask me about advertising.) 

The ways you use to tell your market about your products are your marketing channels. It’s up to you which marketing channels you choose to use and how you use them. In today’s world, the main marketing channels you need to think about are your website, your online and social media advertising and your social media presence.
As for the messages you put out... well, this gets us into the world of good and bad advertising. You could spend a lifetime studying this. You could go to seminars, read books, watch videos, pay ad agencies for their ‘expertise’ (which I happen to think is mostly myth) or trust your own creative genius.

I know a fair bit about this because of my professional background. I’ve probably helped more companies sell more stuff than most other people you’ll ever meet. 

Here are my suggestions.

1. Read ‘Ogilvy On Advertising’ by David Ogilvy. You can pick up second-hand copies for very little. Ogilvy was an advertising genius and his book is incredible, if just a little outdated today. If nothing else, you’ll be entranced by the way Ogilvy writes. His prose is pure gold and it’s not hard to see why he was one of the greatest persuaders the world has ever seen.
2. Learn a bit about SPIN selling (Situation, Problem, Implication, Need). You can buy a book on it or just read about it online. It’s not a miracle way of selling but it helps to clarify what good selling is all about.

3. Short messages work better than long ones. Some people say you should be able to state your value proposition on a T-shirt, or that you should always have an ‘elevator pitch’ ready. I don’t wholly agree with this but that’s a discussion for another day.

4. Simple messages work better than complicated ones. 

5. Sell on emotions, the facts come later. Advertising people used to say: ‘Sell the sizzle, not the sausage’. Look at how people sell everything from sofas to breakfast cereal. Music, movement, light, colour, attractive people with happy smiling faces. It’s all about winning attention and triggering an emotional response. Facts don’t sell. Emotions sell. The facts are just the bits that come later.

6. Have a value proposition and deliver on it. If you provide good value, you may have a business. If you don’t, you cannot have. But... value can take many forms. I can say more about this if you want to chat about it but the Ogilvy book should make it clear.

7. Never let the customer down. Treat your customers well. Always under-promise and over-deliver.

8. Business is a numbers game. If I get my message in front of 1000 people and you get yours in front of 100,000 people, you’ll win and I’ll lose, even if I work harder than you. Numbers work.
9. Love what you do, share your passion and enthusiasm. Enthusiasm is infectious, contagious and delightful. Let it shine through everything you do. Maya Angelou: “People won’t care what you know until they know that you care.” People get engaged and excited by passionate people who have found their niche, their purpose, the arena in which they can shine and offer world-class value. Be the star people want to meet and to be friends with.
Live Events And Media

Whatever your area of expertise, think about earning money from talks and training.
Why look into this area? Several reasons.

It’s usually fun. I can tell you about great gigs where I was treated like royalty and thoroughly enjoyed myself. I had one in Philadelphia that was bliss all the way. I did another some years ago in Baden-Baden that was a joy and a pleasure from start to finish.
Sometimes, giving a talk is an easy way to make money. £1000 isn’t a vast amount, but if all you had to do was go to a conference, talk for an hour and come home... well, it’s a nice, easy pay day, isn’t it? And sometimes the fees for speaking can be very high indeed.
Even when talks are not well paid, and not great fun, they are good for credibility. Everything I said about having a book with your name on it also applies to having some conferences and corporate gigs on your CV (resumé). If I want to open a few doors, all I have to do is point to the fact that I’ve done talks and training for the FBI, Google and Coca-Cola. 

So... how do you get into this? 

1. Choose a subject about which you could happily give a presentation for one hour.

2. Write your presentation. (I can help with this if you’re struggling.)
3. Tell people you offer it.

You can write to companies and groups and conference organisers yourself. Or you can go via agencies. I can introduce you to one good agency I know of. Or just go to see the London Speakers Bureau and have a chat. Lots of people want good content for their conference, their training day or their corporate day out of the office. If you have good content, and can present it well, people will want to hire you. Just knock on doors, beat your drum, shout a lot, let people know how you can greatly enhance their meeting, event or conference and you’ll get some bookings.
You should also think about participating in online and broadcast media. Once you have established your identity, and you have your book out and your website established, it’s easy to contact media people (online or traditional broadcast media) and ask if they’d like to book you for an interview or offer some content for their show, channel or event. 

I did a lot of TV in the 90s. I didn’t become a star or anything like that but I did have a lot of fun. For example, it was quite nice to be flown to the States a few times to work for companies like ABC and NBC television. My time in Los Angeles, working on a documentary for NBC, was absolute bliss! At home, I also took part in documentaries for the BBC, ITV, Channel 4 and Sky. It’s always enjoyable to do a bit of telly, even if you don’t end up famous — although that might be nice too!
Where Do I Fit In?

If you want to write a book, publish it yourself, market it and make money from it, I am the best person you could possibly turn to for help. You should hire me, pay me well, look after me and let me work my magic for you.
I’ve been a professional, freelance writer for over 35 years. I’ve been publishing books, and making money from them, for over 20 years. I know more about this whole subject than anyone else you’re ever likely to meet. You don’t need to go through the learning curve by yourself — I can guide you through the whole process, from start to finish. 
Writing, page layout, self-publishing, marketing your book, selling online, preparing both physical and digital editions... I can guide you through every step, every stage. I know how to do these things and do them successfully.

What’s more, I’m fast, I’m a delight to work with and I always deliver great value! References on request. 

What else?
Well, I also know quite a bit about being an entrepreneur, working for yourself, setting up a website that makes money, getting into the talks and training market, getting media work and things like that. I’ve done all these things and I have literally decades of relevant experience to offer.

You can choose to go through the rocks and rapids, bumps and bruises of learning about all these areas yourself. Alternatively, you can pay me to be your friendly, neighbourhood consultant and save yourself a lot of time and worry: ask your questions, get your answers, achieve great things.

Am I expensive? Yes. I’m also worth every single penny. References on request.
That’s All For Now

Well, that’s it. Just a few ideas for you.
I hope you find some of them useful.

Good luck!

- Ian

ian@ianrowland.com

March 2020
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