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Foreward
If  you’re striving to promote your brand or find new customers, you’ll appreciate the 
story that Justin Paperny offers in Living Deliberately. He offers insight that anyone can use 
to grow. I believed in his message so much that I signed a contract with his nonprofit, The 
Straight-A Guide Foundation.

I learned about Justin’s story while watching Dr. Phil’s program, Phil in the Blanks. Justin 
spoke candidly about his commitment to living a values-based, goal-oriented life. That 
episode led to a phone call, where we learned aspects about Justin’s work that he did not 
share on the Dr. Phil show. Through his nonprofit foundation, Justin creates digital cours-

es to teach and inspire people in 
prison. 

He is determined to improving 
outcomes of  the criminal justice 
system. To accomplish this mis-
sion, he creates lesson plans, eb-
ooks, video files, and audio files. 
Then, he trains others how to use 
digital marketing techniques to 
reach a wider audience.

We were so intrigued with the 
work that Justin’s team is doing, 
that we embarked upon a joint 
venture. Together, we’re using dig-
ital platforms to open job oppor-
tunities for formerly incarcerated 
people while we’re simultaneously 
offering a valuable product to 
consumers. Our jointly-produced 
course teaches consumers how to 
resolve disputes with timeshare 
companies.

Justin’s team helped us from A to Z. They interviewed our staff and wrote a full curric-
ulum. Then they produced the curriculum, along with an ebook, audio files, and digital 
files. They built a secure website, with a fully integrated ecommerce platform that con-
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sumers use to purchase our product. He created email campaigns, social media ads, and a 
platform we can use to service our customers.

We watched Dr. Phil with expectations of  getting an inspiring message. But as a result of  
that episode, we’re proud to be working with Justin to open job opportunities for formerly 
incarcerated people. They’re now ready for the digital age, creating businesses and solving 
problems for consumers.

If  you’re looking to learn more about digital technology, you’ll get your answers from Jus-
tin in his book, Living Deliberately.

Rich Folk and Bo Wilson,
Co-CEOs, Timeshare Compliance

Watch Dr. Phil’s interview with Justin Paperny on Phil in the Blanks

https://www.justinpaperny.com/
https://youtu.be/6c63spfdKk8
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Living Deliberately
On any given day, an average of  10 prospective customers contact me.

I didn’t say 100, or 500 prospective customers contact me. I said 10 prospective customers 
contact me.

That was the plan. It was a plan that evolved over time, requiring that I learn new skills 
along the way as the digital-marketing landscape changed. By learning new skills, I built a 
consulting business in a niche industry that I’ll describe in more detail below. To build my 
consulting practice, I relied heavily on digital marketing skills that I developed over time.

Digital marketing skills are now in high demand—applicable in any business—because 
they work. Digital marketing strategies and campaigns help companies nurture relation-
ships with more prospective customers. Those relationships convert into more revenues.
 
For that reason, I’m writing this book. 

Referrals from business owners that my 
wife (Sandra) and I know has led to new 
opportunities. We’ve been supplementing 
our family income from my consulting 
business by creating marketing strategies 
and offering services for other businesses 
that are in completely different sectors 
from ours. We now work with:

 » Physicians,
 » Accountants,
 » Consultants
 » Landscapers,
 » Retailers,
 » Manufacturers,
 » Lawyers
 » Auto sales, and
 » Small businesses of  every type.

What do all of  those businesses have in common? They all thrive when they find more 
prospective customers. Businesses build value when they create processes and systems to 

Click image above to see how digital marketing led to 
national media coverage for one of my businesses.

https://www.justinpaperny.com/
https://www.washingtonpost.com/technology/2019/03/20/meet-convicted-felon-helping-people-charged-college-admissions-scandal-prepare-prison/?noredirect=on&utm_term=.e7726da471ff
https://www.washingtonpost.com/technology/2019/03/20/meet-convicted-felon-helping-people-charged-college-admissions-scandal-prepare-prison/?noredirect=on&utm_term=.e7726da471ff
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grow their customer base. 

Digital marketing helps the clients 
we serve, just as it helped Sandra 
and me build our businesses.

Power of the Story:
With a steady commitment to digi-
tal marketing, business owners can 
tell their story. The stories they tell 
should communicate their culture 

to prospective customers. When businesses invest heavily in telling their stories, they build 
good will and trust with prospective customers. The stories familiarize prospective cus-
tomers with what they can expect if  they choose to do business. Closing deals with new 
customers is much easier when prospects have that trust before they make the first call. 

We help business owners develop processes and systems to build more trust!

Sandra and I work together to show leaders all the ways that they can engineer a sto-
ry-telling process that leads to more customers. Innovators can use technology—in all for-
mats—to convey who they are to their prospective customers. Technology makes it easy to 
tell stories with:

 » E-books
 » Digital brochures
 » Video channels
 » Marketing videos
 » Podcast channels
 » Email campaigns
 » Voice-activated apps
 » Auto-responding bots
 » Live and recorded webinars
 » Private social media groups

Effective digital-marketing strategies help business owners, leading prospective customers 
along the customer-acquisition journey. Prospects advance through the “sales funnel” in a 
non-salesy, non-gimmicky way. As leaders build trust and authenticity along the pathway 
to customer solutions, they generate more sales and build brand loyalty for business own-
ers.

https://www.justinpaperny.com/
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By using values-based, goal-oriented strategies, business owners get the results they want. 
Prospective customers make buying decision when they have confidence in the people on 
the other side of  the transaction. Sandra and I have found this truism through our busi-
ness. By working with businesses on client-services projects, we’ve found that every owner 
can work systematically 
to build better relation-
ships with their customers. 
While building a consistent 
flow of  prospective cus-
tomers, without the head-
aches of  debt, corporate 
boards, or high overhead, 
we build a higher quality 
of  life.

Although I’ll share our 
story, this book isn’t about 
Sandra and me. Rather, I’m offering insight that other entrepreneurs and career-focused 
individuals may consider. By sharing how I went from:

 » Setback and financial reversal to
 » Struggle to
 » Planning a comeback
 » Sowing the seeds
 » Nurturing the seeds
 » Learning along the way
 » Consulting to help others

I found that I could create additional value for other small business owners. In turn, we 
create collaborative relationships. Those relationships lead to mutually beneficial gains. 

Family Business:

Although our clients operated in different sectors, we all shared something in common: 
We all wanted to lead happier, more fulfilling lives. And happiness, we understood, wasn’t 
always measured by money.

https://www.justinpaperny.com/
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During my personal journey of  
transformation—from stockbro-
ker to struggle to consultant—I 
learned a lesson attributed to 
Gandhi: 

 » We derive happiness 
when we keep in harmo-
ny 

◊ Everything we think, 
◊ Everything we say, 

and 
◊ Everything we do.

Consider this book a case study. I’ll reveal lessons that my wife and I learned as we made 
the decision to work together. Sandra abandoned security that comes from an Ivy League 
education and employment in corporate America. Rather than relying upon the status 
quo—and being miserable working for a Fortune 100 company—she impressed me with 
her courage and incredible work ethic. 

 » Sandra invested the time to read books on copy editing. 
 » She learned how to “cold walk” into small businesses and sell the vision of  how 

we could help them acquire new customers. 
 » She learned how to interview business owners to help them tell their stories more 

effectively. 
 » She learned how to oversee the process of  creating explainer videos. 
 » She learned the magic of  social media, and began doing agency work to help our 

clients connect with more prospective customers with images, articles, videos, and 
audio files.

By working together, Sandra and I have found a work-life balance that allows us to live 
the life that harmonizes with all that is important to us. 

Living in accordance with our values is what delivers Sandra and me the most happiness. 
We’re convinced that a values-based, goal-oriented approach to life can work wonders for 
other business owners, too. We enjoy owning a business that allows us to spend time with 
each other and with our two children, Alyssa and Jason.

https://www.justinpaperny.com/
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Through our consulting business, we’ve 
learned that many small business owners 
would like to have our quality of  life. But 
when they’re working on supplying goods and 
services alone, however, they’re always wor-
ried about where they’re going to find the next 
customer. I had this experience with Tom.

My wife and I live in the west end of  the San 
Fernando Valley in Los Angeles County. Each 
morning when I drove my daughter to school, 
I passed the parking lot of  a restaurant. And 
each day I’d see a small red pickup with a sign 
on the door: “Tom’s Backyard Services—for 
kids and adults.”

I used to admire the clear messaging. From 
his sign, I could tell precisely what value Tom 
wanted to provide for his customers. I won-
dered how many people called Tom, and how 
frequently he was able to ply his trade.

Then I had my opportunity. Sandra and I were expecting our second child, Jason. In 
anticipation of  Jason’s birth, we decided to treat Alyssa to a jungle gym. We wanted her to 
have something to play on in the safety of  our backyard. 

I knew precisely who to call. I called Tom to inquire about his backyard services. He 
agreed to visit our house.

When his little red truck pulled into our driveway and stopped, Tom looked exactly 
like I imagined. He wore Bermuda shorts and flip-flops. He carried a clipboard and a 
tape measure. When he walked into the backyard, he asked several pertinent questions, 
demonstrating his knowledge of  the jungle gym market. He wanted us to have a set that 
would work well for Alyssa, and also work well as our new baby joined our family.

“How much is that going to cost us?” I asked.

Tom said it all depended.

https://www.justinpaperny.com/
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I asked him what he meant.

“If  you want a jungle gym that will last a few months and then start falling apart,” he 
said, “I can recommend someone that can build it for about $200. But if  you want the 
benefit of  my 20 years’ experience, I’ll build you something that will last. The gym I’ll 
build will grow with your family and keep your kids safe. That will cost you $1,000.”

Tom was a pro. From our conversation, he could tell that family safety was of  the highest 
concern for Sandra and me. I admired his salesmanship. 

“Well, I guess it’s going to be a $1,000,” I told him.

“Ok then,” he said as he started 
writing up the order. “What kind 
of  golf  clubs were those that I saw 
in your home office,” he asked.

“Ping” I responded, not knowing 
that he noticed my clubs.

“How often are you able to get out 
to practice your putting?”

“Not as much as I’d like,” I said. 
“Responsibilities with business and 
the kids limits my time.”

“I noticed that you have another slice of  lawn beside where I’ll build the gym. If  it makes 
sense, I could install a little putting green for you at the same time.”

Tom was a consummate sales professional, and I complimented him on the upsell. He was 
sincere when he told me that he wasn’t trying to sell me anything. He just wanted to make 
sure that I knew my options. That conversation led to my spending more than $4,000 
with Tom. We followed up with a conversation on how digital marketing could help him 
share the story about “Tom’s Backyard Services—for kids and adults” with prospective 
customers. 

Tom got a bigger order from me, but he also got the benefit of  a digital marketing cam-
paign. By sharing his story, we were able to increase the volume of  his business relatively 

https://www.justinpaperny.com/
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quickly. Marketing helps us show prospective customers our solutions to solve their prob-
lems.

Sandra and I were happy to share all that we’ve learned about digital marketing with 
Tom. Creating processes and systems could help Tom escape the hamster wheel of  chas-
ing down new prospective customers. By reaching out to prospective customers with 
coordinated campaigns, he was able to build a more fulfilling life and a more profitable 
business.

Again, building effective processes and systems doesn’t happen overnight. There’s an old 
saying that an overnight success is 20 years in the making. I’m hoping that by sharing les-
sons we learned along the way, our readers (and clients) will accelerate their path to more 
fulfilling lives. 

Building processes and sys-
tems begins with a plan. 

What’s your plan?

Our plan may not be right for 
everyone. But it still works for 
us. We tweak it from time to 
time, investing more to cre-
ate new products or services 
that we can add. In general, 
we always move in the same 
direction.

Through this book, I’m hop-
ing you’ll get ideas to create a 
plan that will work for you.

Not for Everyone:

But let’s be honest. This book (and my work) is not for everyone. I’m reminded of  a sto-
ry I read about James Patterson. You may know Mr. Patterson. According to a Google 
search, James Patterson has sold more books than any other author. An interviewer asked 

https://www.justinpaperny.com/
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Patterson how he would respond to critics, like Stephen King, who alleged that James 
Patterson was not a good stylist. 

Patterson didn’t skip a beat. He told the interviewer, “I’m not a great stylist.” He elaborat-
ed by saying, “Look, there are millions of  people that don’t like the stories I write. Fortu-
nately, there are a few million people that do like what I write.”

That is the same way I feel about many prospects that reach out to me. Some of  those 
people get the message. The people who want to work with me understand that the great-
est enemy is the status quo. They understand that if  they keep doing what they’re doing, 
they’re going to get the same results. 

I trust that you’ve read the philosopher who wrote that the definition of  insanity is doing 
the same thing over and over again—but expecting a different result.

If  you’re running a business, and you’re disappointed because you don’t know where your 
next customer is going to come from—but you’re not willing to try something different—
then where does that leave you? It would sound to me that you’re a victim of  the status 
quo. You don’t want to accept that if  you want change, you’ve got to make some changes. 

Neither this book, nor the services I offer, will work for people who aren’t receptive to 
making changes. To get better results, we’ve got to be willing to listen, learn, consider 
changes in the marketplace, plan to adapt, and implement the plan. We understand that 
the plan will require us to do things differently. Those changes we make should deliver the 
results we want. We 
should always be open 
to dealing with the 
world as it exists, rath-
er than as we would 
like it to be.

In my case, I was 
forced to make such 
a decision. An abrupt 
change in my life—
which I’ve described 
in my previous books 
and which I’ll reveal 
in the pages to fol-

https://www.justinpaperny.com/
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low—forced me to make a change. It was change or die. Yet in my consulting practice, I 
work with many small businesses like Tom’s. Those businesses must exist and grow in a 
changing marketplace. A business owner like Tom may not have the same level of  abrupt 
change in his life. But the market place is changing. People that rely on magnetic door 
signs on the side of  their pickup trucks to get new business are losing market share. More 
innovative competitors are adapting. They’re running Facebook campaigns, Linked In 
campaigns and Google ads to get new business. By adapting to the changed marketplace 
that relies upon digital campaigns, they’re winning. In order to grow, all business owners 
must learn to do something different.

Or they must find someone to help them.

Let me offer Adam’s story as an example. Adam’s father immigrated to America. Over 
time, he followed the immigrant’s path that we’ve heard so many times in the past. He 
worked seven days a week, saving as much money as he possibly could. In time, he accu-
mulated enough savings to purchase Liberty Printing, a small company that offered print-
ing services to local businesses. That printing company grew over time. 

Adam worked at Liberty Printing through 
his school years. He watched the company 
grow, with new customers that brought 
more purchase orders. Liberty Printing 
invested in offset printing machines and 
built its staff. Then, over time, desktop 
publishing and other software made their 
small printing business obsolete. Why 
would someone hire an offset printer when 
they could create letterhead, business 
cards, brochures, and other simple print-
ing jobs with a desktop printer? 

Adam told me that his small family business had failed to adapt to the changing market-
place. Sales stagnated. Liberty Printing lost market share. 
By working together, Adam and I had built a new model for his business: we found a 
niche. We created a new marketing plan that included a combination of:

 » Story telling
 » Integrated web design
 » Video production

https://www.justinpaperny.com/
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 » Audio production
 » Blogs and articles
 » Email and social campaigns
 » Online ordering
 » Customer acquisi-

tion strategies

All of  those changes led to 
a reinvention for Liberty 
Marketing. If  Adam had not 
been willing to recognize 
that he had to change with 
the changing marketplace of  
a digital economy, he ac-
knowledges that his business 
would have failed. There 
wasn’t an abrupt change in 
his personal life, as was the 
case with my career. In his 
case, there was a change in 
the market. A slow, creeping 
change. To Adam’s credit, he was willing to do the work.

Are You Willing to Do the Work?
When I hear from prospective customers who tell me that they want to grow their list of  
prospective customers, but then tell me all of  the reasons why digital solutions will not 
work for their market, I quickly end the call. I can easily see that we’re not going to be a 
good fit.
 
Why?

Because I’m a huge believer that creating processes and systems will lead to growth and 
increased value for any business. But it takes work. It takes a willingness to invest. It takes 
an understanding that investments in business take time.

Think of  my high school reunion. I’m 44 years old. A few years ago, I got an invitation to 
attend my high school reunion at Montclair College Prep. A few weeks before the event, 

https://www.justinpaperny.com/


JP@JustinPaperny.com 818-424-2220

www.JustinPaperny.com Page 15
Justin Paperny

Author, Entrepreneur, Consultant

/  Back to Table of Contents

an acquaintance of  mine told me that he wanted to drop 20 pounds before the reunion. 
The problem was that when he made the absurd statement, the reunion was only a week 
away. We don’t get immediate results by saying we want something. When people tell us 
that they want a specific result, they’ve got to show that they’re willing to do the work. 
Otherwise, they’re wasting their time—and they’re trying to waste mine. I can’t work with 
such people.

When I say that 10 people contact me every day, I would say that at least three of  those 
people don’t really want to work. They want a magic pill. They want to pay a fee and get 
a result. Others are looking for a get-rich-quick solution.

I don’t offer such solutions. I’m not saying that there aren’t any get-rich-quick solutions 
out there. I just don’t know of  any strategies that lead to success without making a person-
al investment of  time, energy, and resources. 

But that’s not the way business works. I’m able to show the strategies I learned to build a 
systemic process to generate business. Building that process required an intimate knowl-

edge of  my pro-
spective customer. 
I had to know the 
customer’s pain 
point. I had to 
know the solu-
tions that would 
help him resolve 
that pain point. 
I had to figure 
out where I could 
find that custom-
er. And I had to 
deliver value that 
would earn trust 
from my prospec-
tive customer. 
But my prospec-

tive customer differs from the prospective customer of  other businesses. To reach some-
one, we need to think. We need to figure out how we’re going to find someone. We need 
to understand how we’re going to connect.

https://www.justinpaperny.com/
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Let me give you an example. Recently I worked with a physician. His name is Dr. Cohen. 
Dr. Cohen has been an internist for more than 30 years. We connected through my pri-
mary consulting work, when I was assisting his son in solving a problem. Dr. Cohen asked 
me how it was that I engineered a path for his son to find my service. I showed him the 
systems and processes that I created to build a consistent flow of  customers. 

Dr. Cohen told me that despite running a medical practice for 30 years, he still worried 
about how he would find his next patient. He didn’t know what to do.

Building systems and processes are essential to growing any business. And if  you can use 
a digital platform, you can be far more effective. At least that is what I have learned over 
the past decade. Those lessons cost me hundreds of  thousands of  dollars to learn and I 
had to invest thousands of  hours. 

You can invest time and re-
sources to learn such lessons, 
too. The alternative is not to 
make any changes at all. But 
that can lead to lost mar-
ket share and disappointing 
results, as Adam experienced 
before he made changes at 
Liberty Printing.

If  nothing else, this book will 
save you time. You’ll learn 
how to identify values that 
should define your life, and by 
extension, your business cul-
ture. Once you identify your 
values and your culture, you’ll learn how to create processes and systems that lead to the 
success you’re after, as you define success.

If  you want to engineer a deliberate pathway to success, you know that you’re responsible 
for doing the work. People can help along the way. In the same way that a coach can help 
a player improve, you can find a coach that can help to accelerate your results. But no 
one can do the work for you. If  you want to build a more fulfilling life, and by extension a 
more fulfilling business, you need to do the work of  identifying values and culture. Then 
you can implement processes and systems that take advantage of  the digital economy. 

https://www.justinpaperny.com/
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As business owners, we need to keep our head in the game. I’ll offer case studies and 
detail strategies that worked for me. If  it makes sense to you, I suggest that you start your 
path to creating a values-based, goal-oriented pursuit of  success by asking a few questions. 

For example: What’s your plan?

 » Are you looking for more people to contact you?
 » Are you looking to expand your business?
 » Are you looking to develop your career?
 » What does your ideal workday 

look like?
 » What does your ideal customer 

look like?
 » Where does your ideal customer 

search for information?

By contemplating such questions, I was 
able to get a better understanding of  
how I would advance from where I was 
to where I wanted to go. As time passed, 
I got better at asking questions. I used 
questions like those above to identify the 
important values in my life. 

What challenges did I want to overcome? How could I create systems that would help me 
get the results I wanted? 

In time, I learned to use such strategies to teach others—including Sandra—on how sys-
tems and processes could lead to results that aligned with the values we identified as being 
important.

Getting Consistent Business Results, Deliberately

All of  my prospective customers contacted me as a result of  a process I created. As we 
move along with this book, I’ll explain that process and the business that I’m in. The 
more immediate questions at the start of  this book are for you:

https://www.justinpaperny.com/
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 » Are you happy with the process you’ve created to attract more customers?
 » Are you happy with your business-development strategies?
 » Are you happy with the progress you’re making toward career development?
 » Do your career and business goals align with what the values by which you profess 

to live?

By reading this small book, you’ll learn steps that you can begin taking today to create 
processes and systems that will bring you enormous value. If  you engineer your processes 
and systems well, you’ll:

 » Develop your business,
 » Develop your career, and
 » Devel-

op your 
personal 
brand—
if  that’s 
your 
choice.

In this era, each 
of  us can create 
more value for 
our businesses 
or our careers 
if  we invest the 
time and energy 
to create plans. 
As Sandra and I 
(as well as the clients we serve) discovered, plans should include a commitment to create 
digital processes and well-engineered systems to execute plans.

Who am I?

My name is Justin Paperny. I’ve been developing strategies to build my digital process 
since 2009. I’ll share all of  those strategies—and how I learned them—in the pages to 
follow.

https://www.justinpaperny.com/
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It’s more than likely that you’ve never heard my name before. That’s okay. I’m not a 
famous author or celebrity business guru. I’m a guy who made a plan, executed a plan, 
developed processes and systems that led to the business and life I wanted. I’m a guy that 
wants to share lessons with others. Which brings me to the next phase of  my plan.

Without a doubt, we learn from marketing legends like Steve Jobs of  Apple, Jeff Bezos 
of  Amazon, Elon Musk of  Tesla, and Howard Schultz of  Starbucks. Those leaders built 
massive companies in global markets. They employ thousands of  people and serve mil-
lions of  consumers. Authors have written countless books and articles about their success.

Obviously, we have a lot to learn from global business leaders. Yet those leaders don’t 
share much in common with the challenges that confront “solopreneurs.” Leaders of  
small businesses that generate between $500,000 and $5 million in annual revenues have 
different challenges. People that think about starting a business—or expanding a small 
business—may need more practical, actionable lessons than they can learn from titans of  
billion-dollar enterprises.

I strive to help those individuals!

I’m writing this book for readers that value a work-life balance, enjoy family time, and 
aspire to enjoy a fulfilling life with earnings of  between $250,000 to $1 million per year. 
Although it’s a personal preference, I would 
argue that we can lead more fulfilling lives by 
running smaller businesses that don’t bring the 
complications of  behemoths.

That isn’t only my assessment. There is plenty 
of  scientific research to support this premise; 
we achieve more happiness and fulfillment 
when we’re leading lives that we direct. 

Recently I read an article titled The Future of  
Work by the highly esteemed author Charles 
Duhigg. Mr. Duhigg wrote about a network-
ing event he attended for his fellow graduates 
from the Harvard Business School. Despite the 
enormous privilege and opportunity that comes 
from such a pedigree, he wrote about several 
of  his classmates that were “wealthy, successful, 
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and miserable.” Some were earning more than $1 million per year. Yet they lacked bal-
ance and lacked a sense of  purpose. They described lives as being meaningless. 

Why? 

Because Mr. Duhigg’s classmates hadn’t taken the time to define success with their values. 
Soon, they fell into that pattern of  the hamster running on the treadmill—running faster 
but going nowhere. One of  his classmates that was earning an exceptional income said, 
“If  you spend 12 hours a day doing work you hate, at some point it doesn’t matter what 
your paycheck says.”

 » Identifying values matter.

 » Defining success matters.

 » Creating processes and systems that will lead to the life you want matters.

If  you’re in agreement, then you’ll learn practical lessons from this book. I’ll share strate-
gies that I’m confident can work for you, just as they’ve worked for Sandra and me, as well 
as the clients we serve.

Like Mr. Duhigg’s former classmates, Sandra graduated from an Ivy League school. She 
studied Human Resources Management at Cornell University. After graduating, she built 
a career working for large corporations. The roles she had paid well, but they kept her 
away from our daughter. To Sandra, time with our children is precious. To harmonize 
her life with the values by which she lives, Sandra “reinvented” herself  before our son was 

born. 

I worked with her closely to teach more 
about the digital strategies that led to 
the growth of  my consulting business. 
After investing time to complete courses 
on copy writing and creating a sales fun-
nel, email campaigns, and much more; 
through her own initiative she wrote a 
series of  automated messages that would 
reach out to prospective customers. We 
can trace more than $50,000 in new busi-
ness directly to her efforts.
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After helping my business succeed, Sandra joined my team. She took charge of  our ex-
plainer video program, coordinating messaging between our clients and our animators. 
Through this process, Sandra has given more confidence to small business owners. She 
helped those that were confused about marketing learn how to trust the process, helping 
them to build consistency with their new “selling machines.” All of  those efforts brought 
enormous personal 
satisfaction to Sandra, 
especially as she con-
tributed to her clients 
success. 

Barry Schwartz, a 
visiting professor of  
management at the 
UC Berkeley wrote 
that people feel hap-
pier when they feel as 
if  they’re working to 
make the world better, 
regardless of  which vocation they’re serving. When people see their goals as being consis-
tent with solving other people’s problems, they’re happier. Satisfaction for the individual 
increases when the individual strives to help others in the community.

Mr. Duhigg wrote about how he experienced such truisms as a result of  struggles he faced 
after graduating from the esteemed HBS. White-glove firms such as McKinsey & Com-
pany or Goldman Sachs didn’t hire him. Without options to join his fellow classmates on 
the privileged (but sometimes stressful) pathway to insane salaries and bonuses, he had to 
invent himself  after encountering unanticipated struggle. In other words, Mr. Duhigg had 
to train himself  how to live in the world as it existed, rather than as he wanted or expect-
ed it to be. But finding meaning in life, he wrote, was better learned through experience.

I agree! 

That’s why I’m writing this book in a conversational style. I’ll describe how I had to re-in-
vent myself. I’ll describe the processes and systems that helped me grow. I’ll reveal the 
same processes and systems I used to teach my wife, and then to teach my business-owner 
clients. I won’t hire editors. And I’ll both publish and market the book using the same 
digital strategies that I teach. In fact, if  you’re reading the words on this page, you have 
irrefutable proof  that the digital process has worked for me. 
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A digital process can also work for you!

I believe in the message so much that I’m giving electronic copies of  this book away for 
free, striving to add value to as many people as possible. To make the book available on 
other digital platforms like the Amazon Kindle, or in softcover, I’ll offer it for sale at the 
lowest price possible, given platform requirements.

Why?

Because I know that when we build 
relationships, we create value. We don’t 
need to look too far to see the truth in 
this message. For example, how much 
have you spent to use Google search? 
How much have you spent to use 
Facebook? Neither of  those companies 
charge consumers a penny. Yet they’re 
two of  the most valuable companies on 
the planet. Ironically, they create value 
by giving away value.

By learning more about digital process-
es, you can do the same!

By giving away as much value as I possibly can, I hope to build relationships with more 
small business owners. Together, I’m confident that we can create opportunities to collab-
orate in mutually beneficial ways.

One thing I promise is that I’ll be 100% transparent and I’ll never ask a reader to do any-
thing that I’m not doing. I haven’t seen that level of  transparency in many of  the business 
books that I’ve read. 

For example, I enjoyed reading the phenomenal bestseller, The Four-Hour Work Week by 
Tim Ferris. I have a lot of  respect for Tim Ferris. He’s a real asset to entrepreneurs ev-
erywhere. But in his book, I didn’t see a roadmap to how he created his lifestyle with only 
four hours of  work each day. On the contrary. With his podcasts, his writing, his videos, 
his speeches, and his thinking time, I would submit that he is always working. The differ-
ence, of  course, is that Tim Ferris does what he loves. And when we’re doing something 
that we love, it’s not work. Instead, we’re living a fulfilling life.
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Let’s be honest. How many millionaires do you know that built successful businesses by 
working only four hours a week?

I haven’t seen any. But for those people who enjoy what they do, they put in the hours be-
cause they see the connection between how they think, what they do, and the fulfillment 
they realize.

Each day I began my work before 5:00 am. Frequently I’m still at my computer at 8:00 
pm. Although I’m at my 
computer for long pe-
riods of  time, it’s a way 
of  life for me. I may be 
working, but I have a 
life that allows me the 
freedom to drive my 
daughter to and from 
pre-school, play with 
my kids, squeeze in a 
round of  golf  and make 
time for my friends. I 
love building businesses, 
interacting with pro-
spective customers, and 
sharing stories. By shar-
ing what I’ve learned, I 
can see the people with 
whom I work grow. But it takes time. It takes investment. It takes an understanding of  
changing markets. And to grow new opportunities, we have to keep our head in the game 
at all times. 

My head is always in the game. The concept of  “work” becomes an extension of  life. And 
when I look at this way, I feel alive when I’m creating value. It may not be “work” in the 
sense of  me punching a timeclock. But it’s creating value. That is what life is about. That 
is what you’ll see through all of  the content that I create.

I’ll update the book from time to time, adding new content as I learn new lessons. If  you 
have a lesson to share, please send a message so that I can include your story in a future 
edition. Together, we can create a community of  small business owners that reveal lessons 
they’ve learned on the pathway to success.
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In the footer, you’ll see an email link to send messages. By sending your message, you’ll 
automatically register for my newsletter. You can unsubscribe from the newsletter at any 
time, and you can be sure that I’ll never reveal your email address to others or spam 
you. The newsletter provides weekly auto-updates with links to new lessons, case studies, 
videos, or business tips that bring value to any small business owner. Use those stories to 
learn new concepts and to grow your business by implementing what you learn.

Keeping in touch is part of  my digital process. Should you choose to become a part of  my 
network, you’ll see that I use this process consistently—just as I’m encouraging you to do 
as you build your business or career.

What I Do

Through this book, I’ll show the various steps I used to grow a consulting business in an 
extremely small, niche market. It’s a market with some advantages and some disadvantag-
es, a few of  which I name in the table below:

Advantages Disadvantages
Low Barrier to Entry Too much competition

Clients have enormous pain points to 
resolve in a relatively short amount of 
time.

Business attracts many charlatans that 
have no value to offer, giving the mar-
ket a bad name.

Fees can be lucrative, with high mar-
gins.

Difficult to scale business because of 
personal attention necessary.

Can easily operate as a home-based 
business.

Easy for competitors to steal intellectu-
al property.

National market with new prospective 
clients every day.

Extremely small number of people in 
each city makes it difficult to find cli-
ents, many of whom don’t know that 
the service exists.

A digital process gives me the tools I need to make the most of  the advantages. Further, 
with systems in place, I have weapons to overcome the disadvantages.

Designing a digital process for any business or career should begin by taking an inventory.
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 » What challenges or pain points does your customer face?
 » What unique value proposition can your customer receive by doing business with 

you?
 » In what ways does the solution you offer benefit your customers?
 »  What do your prospective customers know about the products or services that 

you offer?
 » How big is the market for the products and services that you offer?
 » Why should prospective customers choose to work with you over the competition?
 » What steps can you take so that more prospective customers find you?
 » How easily can prospective customers learn why they should do business with 

you?
 » What strategies can help you build relationships and trust with your customer?

Asking and answering such questions is part of  what I call my “staring-at-the-wall” pro-
cess. I consider it an essential first step in creating systems that led to businesses I operate 
now.

Use the following strategy to think 
about the business you want to lead:

 » Visualize the Problem:
◊ What is going on the 

marketplace, or in your 
prospective customer’s 
mind?

 » Create the Plan:
◊ How can you create a 

process, or system, that 
will solve problems for your prospective customer?

 » Set Priorities:
◊ What sequential steps should you take on your pathway to success?

 » Execute your Plan
◊ What result will you create if  you consistently climb the sequential steps 

you’ve identified as being capable of  leading to the outcome you want?
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As you can see, each of  the four steps is part of  a deliberate process that we design to get 
the results, or solutions to solve our customers’ problems.

The Funnel:

At the start of  this chapter, I wrote that—on average—10 prospective customers contact 
me every day. 

 » Prospective customers may send an email.

 » They may leave a voice message.

 » They may schedule time to speak with me 
through an automated booking system I created.

I don’t know those people. And those people don’t know 
me. Frequently, those people didn’t even know that ser-
vices like those I offer were available. Most never thought 
they’d ever need services I offer.

They come from cities across the country. Each of  those prospective customers shared 
one thing in common:

 » They were moving deeper into my sales funnel.

Using an average of  finding 10 prospective customers each day means that 70 people 
contact me each week. More than 300 people find me each month. And more than 3,650 
prospective customers connect with me on an annual basis.

How does that happen? Is it magic? Or is it engineered and coordinated?

Obviously, I’m not suggesting that all of  those 3,650 prospective customers convert into 
paying customers. But an effective process doesn’t require 100% conversion rates. An 
effective process means that we have consistency—that we get the results we engineered. 
I’ve engineered a process that generates 10 prospective customers every day.
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Ten prospective customers each day works for my business. Your business may need an 
entirely different number. Some of  my business-development clients need to connect with 
thousands of  prospective customers each day. Each business is different, but each business 
owner has a responsibility of  engineering the pathway to success.

Using sales parlance, I call those 10 prospective customers that contact me each day 
“leads.” They are people that have seen something I’ve created and expressed interest. It 
means that they’re—at the very least—a warm lead. We strive to provide ongoing value—
for free—to each of  those leads, whether or not they ever become paying customers.

That value brings the lead deeper into my sales funnel, heating them up and getting them 
closer to the buying decision. Each prospective customer, then, is part of  an investment 
I make in my business. 
And the more I invest to 
nurture that prospect, the 
more valuable that lead 
becomes. For that reason, 
I’ll continue to provide 
more value—without 
cost—to the prospective 
customer, knowing that 
the more time and energy 
I invest, the more likely I 
am of  generating a pool of  
qualified buyers.

By investing more in my 
digital process, I’m culti-
vating leads, increasing the 
likelihood of  creating a transaction. I’m like a farmer that is tilling the soil. If  I invest in 
labor to help me, eventually, the soil will deliver more robust crops that I can harvest.

The more digital products I create, the more value I deliver.

 » I’m building a relationship.
 » I’m building trust.
 » I’m building confidence in the prospective customer.
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The more value my prospective customer receives, the more likely that prospect converts 
into a transaction and an actual customer.

What is an actual customer? It’s someone that has transacted business with my company. 
That customer may have purchased a $9 digital eBook, a $999 digital course, a one-on-
one limited or ongoing consulting package valued in the tens of  thousands. Regardless of  
what level of  transaction we make, I have an opportunity to create a brand ambassador—
someone that will bring more value to my process by validating the experience he or she 
has received.

It’s all part of  a well-designed 
process—with systems in place. 
If  engineered properly, the sys-
tems bring a consistent number 
of  prospects, from a niche mar-
ket, into my funnel every day.

That slow-and-steady process 
has led to prosperous business 
opportunities. They have gen-
erated millions of  dollars in 
revenues and brought incalcu-
lable value for the customers 
I serve. Those customers help 
me build trust and authenticity.

It is a cycle that I want to share with you, accelerating the learning curve that took me 
years (and hundreds of  thousands of  dollars) to learn.

When you finish your staring-at-the-wall process, you’ll be able to articulate responses to 
the following questions:

 » In what ways are you using strategic methods to build your business or your ca-
reer?

 » How can you develop a digital process that brings more value to your prospective 
customers?

 » What processes are you using to attract more customers into your sales funnel?
 » What digital tools can you create to advance prospects further into your sales 

funnel?
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 » What is an appropriate cost-per-lead for your business?
 » What is an appropriate cost-per-customer-acquisition for your business?
 » What percentage of  revenue should you set aside to fuel your digital marketing 

strategy?

Although every business is different, I’m convinced that every business owner can benefit 
from a staring-at-the-wall process.

And in this era of  the 
Internet and social 
media, every business 
owner can benefit by 
becoming more literate 
with digital processes 
and automated sys-
tems.

To validate that con-
cept, I’ll reveal more 
about my personal 
story and how I helped 
to pioneer a cottage 
industry. It’s an indus-
try that no one thinks 

about until they have to think about it, as I’ll explain going forward.

Lessons from Prison:

In my first book, Lessons from Prison, I reveal why I had to reinvent myself. If  you’d like a 
free copy of  that book, please click the link below:

 » Click Here to Get Your Free Copy of  Lessons from Prison

Since it’s unlikely that anyone reading this book is facing challenges with the criminal jus-
tice system, I’ll provide the abbreviated version of  my story in the paragraphs that follow.

I made some bad decisions early in my career.
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After graduating from the University of  Southern California, I pursued a career in the 
financial services industry. About 10 years into my career as a stockbroker, authorities 
charged me with violating securities laws. I was in my early 30s. The criminal charge 
brought an abrupt reversal, both in my career and in my life. I pleaded guilty and a feder-
al judge sentenced me to serve 18 months in federal prison.

While serving that 18-month sentence, I realized that I would need to reinvent myself.

When I walked into the prison system, I didn’t know anything about what to expect. But 
I met Michael Santos soon after I surrendered. He 
had been in prison for longer than 20 years. During 
that time, he earned university degrees, he published 
books, and he built business ventures. By talking with 
him, I began to see how I could use my time inside 
to grow and recalibrate my life—just as he did.

Michael and I began working together, collaborating 
together. He taught me how to stare at the wall and 
envision the best possible outcome. It’s a lesson that 
I’ve used many times since. Michael and I worked to 
create tools that we could use to pass along insight to 
help others.

Through that work, I accepted that the best way to 
move past bad decisions would be to work toward 
making things right…

That prison term became the start of  my staring-at-
the-wall process.

The only thing I could do about my past bad decisions would be to work toward making 
things right. I started working to build a pathway to reconcile with society and help oth-
ers. Writing became therapeutic. By looking back at the influences that led to my demise, 
I could project my way into a better future. The exercise forced me to think about lessons 
along the way. And when I walked out from that 18-month sentence, I had more than 
1,000 pages of  written content. Those written words became an asset. Taken together, the 
content gave me a tool I could use to teach others.

After finishing the manuscript, Michael and I became business partners, and our friend-
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ship continues to this day. While we were still locked inside of  a federal prison, we suc-
ceeded at converting handwritten pages into what became my first book, Lessons from 
Prison. Our business relationship continues to this day.

Starting Over

I left the prison system in 2009. Readers with a long memory may recall that in 2009, a 
horrific global recession had taken hold, collapsing markets and economies. American cit-
izens struggled to find employment. As a man with a felony record, I knew that employers 
would be reluctant to hire me. I had to reinvent myself.

Using Lessons from Prison, I intended to launch a new career.

A self-published paperback book is not an elixir, of  course. Indeed, I learned that without 
a distribution system, the book would not have much value besides a table decoration. 
Sure, the book brought some pride to my parents, Tallie and Bernard. But printing cop-
ies would cost money. And I 
didn’t have much money at 
that time in my life. Further, 
I lacked a systemic way to 
convert those expenditures 
into a meaningful return on 
investment.

According to statistics I’ve 
read, self-published authors 
sell an average of  fewer than 
100 books. Considering the 
fact that it takes about 1,000 
hours to produce a book, few 
authors generate much of  a 
return on the investment of  
time if  they’re writing the 
book to profit from book sales. 
For more insight into econom-
ics of  the publishing industry, 
you may want to read the 
following article that Federico Pistono published on Medium:
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 »  Traditional vs Self-Publishing, How Much Money Can You Really Make?

But as the old cliché holds, there is more than one way to skin a cat.

The purpose in devoting a thousand hours to produce Lessons from Prison wasn’t to sell 
books. Rather, the purpose was to create a body of  work that would show prospective 

customers how I could bring value to 
their lives.

The objective began with a thorough 
understanding of  my customer.

How to Create Your Pro-
cess:

Chances are, you’re in a bigger mar-
ket than I’m in. Either way, you could 
benefit by going through the same 

process that I went through. Your staring-at-the-wall exercise should begin with a thor-
ough understanding of  your customer.

 » Who is your ideal customer?
 » Where does he live?
 » What does he earn?
 » What use will he derive from the service or product that you’re offering?
 » Where will he look to find that service or product?
 » What can your ideal client afford to pay for your service or product?
 » What is worth to acquire your customer?

If  you can answer those questions about your prospective customers, you’re far ahead 
of  the game—much farther ahead of  the game than I was when I began my career as a 
consultant. I still can’t answer those questions. My prospective customers come from every 
region of  the U.S. Some are destitute. Some are billionaires. Few know that they need 
products or services that I offer. And when they learn about the products and services, 
people they trust (their criminal defense lawyers) sometimes negate the value of  what I 
offer. And every day, a new breed of  charlatans comes out of  prison, steels my intellectual 
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property, and tries to go into the same business, trying to undercut me on price.

As a result of  the digital process I created, prospective customers sometimes contact 
me after they’ve spoken with one of  my competitors. They tell me about the challenges 
they’re facing as they prepare for a sentencing hearing or a lengthy prison journey. I listen 
closely. I describe the process I created to help people in such situations. They ask me how 
much it would cost. Inevitably, I tell them that it would depend on who they hire to help. 

“If  you don’t care whether you get the best possible outcome, then I can rec-
ommend a guy that copies my work and charges $1,500 to consult on such 
matters. But if  you want the benefit of  
my time and experience, you’ll have 
to pay $10,000.”

To get my clients, I must overcome a lot of  
objections! Fortunately, I am always tilling 
my soil, creating new digital products to feed 
into my system. And that investment helps 
me cultivate new crops that I can harvest 
consistently. The process and systems I cre-
ate ensure that my customers get the highest 
value, and I get the results I want from my 
business.

Always make sure that you’re working to get 
the results you want from your business.
Different Markets:

Earlier I mentioned an entrepreneur like Howard Schultz, the founder of  Starbucks. 
Regardless of  location, there’s a good chance that when someone sees the Starbucks’ logo, 
that person thinks of  coffee. Coffee, as it turns out, is a commodity that is widely con-
sumed around the world by the vast majority of  people over the age of  18.

The leaders behind Starbucks knew their market. It was a huge market. They made a 
huge investment in brand awareness, recognizing that the investment would pay off over 
time. And customers pay a lot more for a cup of  coffee at Starbucks than they would pay 
for coffee from other vendors.

We can learn the same lesson by studying the Amazon brand. Jeff Bezos, the founder of  
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Amazon, used to say that he was willing to lose billions of  dollars year after year in order 
to build a ubiquitous brand. That strategy, the processes, the systems, and brilliant execu-
tion has led Amazon to become one of  the most valuable companies on the planet.

I learned from leaders like Howard Schultz and Jeff Bezos. Yet unlike a business that sold 
coffee or books—and later everything—I was trying to find customers that were in a very 
small market. But I had to go through the same process.

Like any business owner, I had responsibilities:

 » To know my prospective customer,
 » To figure out where my prospective customer 

would look for information,
 » To understand how to build a relationship with 

that prospective customer, and
 » To develop automated systems to build trust with 

that prospective customer

If  you can figure out who your ideal customer is, you 
advance prospects for building an effective business-de-
velopment strategy. And once you have that strategy, 
you take the next step, which is to build your processes 
and systems. Those processes and systems will lead to 
more consistent sales.

Why?

Because if  you know how your customers will find you, 
you can give them more value. The more value you give, the more relationships and trust 
you build!

Going Fishing:

We’ve all heard the cliché that by giving a man a fish, the man eats for a day. But by 
teaching a man to fish, he eats for a lifetime.

As business owners, we’re all fishing. By learning how to use digital processes and systems 

https://www.justinpaperny.com/


JP@JustinPaperny.com 818-424-2220

www.JustinPaperny.com Page 35
Justin Paperny

Author, Entrepreneur, Consultant

/  Back to Table of Contents

effectively, we begin to fish in ponds 
where we are going to find more 
qualified prospects that need our 
products and services. Once we have 
that information, we can make more 
deliberate decisions. But we have to 
make those decisions one step at a 
time.

I wrote that I receive—on average—
inquiries from 10 people every day. If  I had not invested thousands of  hours to create 
systems and processes, where would I be? Those 10 people would not know about the 
services I offer. They would not know that I could help them during a time when they 
needed help most.

Processes and systems are responsible for growing my business. Regardless of  what type 
of  business you’re operating, I’m confident that your business-development strategy would 
benefit if  you invested time and energy to develop processes and systems.

The Flywheel

Jim Collins’ book on exceptional companies, Good to Great, left a lasting impression on me. 
His analogy of  the flywheel helped me to appreciate the importance of  early investment 
and lifelong returns. In Good to Great, Mr. Collins used the analogy of  a heavy stone disk 
that was balanced upon a pivot point. Getting the flywheel to spin, he said, proved to be a 
Herculean task. It was heavy, requiring massive amounts of  energy to get it to move at all. 
Yet once the flywheel started to spin, it would require less energy to keep going. But if  the 
disk did not receive any energy, it would eventually come to a halt. And once it came to a 
halt, it would be difficult to get moving again.

His story gave me an understanding. If  I wanted to build a business, I would need to in-
vest considerable amounts of  time and energy to get going. Once I made that investment, 
I could anticipate that the business would take on a life of  its own, generating sustainable, 
predictable returns over time. I could refine my business, increasing value by generating 
new digital products that would keep the business growing.

I had already invested more than 1,000 hours to produce my manuscript and book. If  
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prospective customers found my 
book, I felt confident that I could 
begin to earn their trust. Then, 
with appropriate systems, I could 
nurture that trust, even build upon 
it. Eventually, we’d have a phone 
call. And during that phone call, 
they would feel more confident that 
I would be able to add value at a 
particularly crucial time.

With digital products, I could give, 
give, give, knowing that I was mak-
ing an investment in the custom-
er-relationship journey.

Any business owner could use this 
same approach to create more 
relationships and build more trust 
with prospective customers. All it 
requires is an investment in systems.

But when I had to reinvent myself  with Lessons from Prison, I didn’t know what I didn’t 
know. Fortunately, I had a mentor in my friend Michael. Although I was starting my 
journey through struggle, he’d already walked through more than 20 years in prison. And 
during that time, he overcame obstacles that I couldn’t even imagine. Yet rather than al-
lowing the obstacles to crush me, I had to find answers to questions:

 » What systems could help me find customers?
 » What would I have to spend to learn how to create systems?
 » How could I be sure those systems would lead to a sustainable and predictable 

flow of  customers?
 » How would I measure a return on investment from those systems?

Answering those questions is what led to the development of  my consulting businesses. 
And it’s what is leading to my newest venture, which is providing business-development 
services to aspiring entrepreneurs.
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Let’s move along so I can show the steps that I’m confident can work for you, just as 
they’ve worked for me.

Building the Machine:

I learned a lot by growing up as a baseball player.

Our family lived in Encino, California, and I had the good fortune to learn about team-
work through little league. Our coaches taught us that in order to make big plays, we had 
to practice the fundamentals. We had to get the basics right to become winners.

Over the course of  my formative years, I played on several championship teams and to-
gether with my teammates, I got to experience World Series Tournaments at three differ-
ent levels, including The Pony World Series, Babe Ruth World Series and College World 
Series, while I played for USC.

Regardless of  what level I was playing, the coaches always emphasized the importance of  
practicing the fundamentals. To reach the highest level, our coaches reminded us, we had 
to invest in our skill developments, which meant practicing regularly. It was the only way 
to improve.

The same principles apply to developing a business. There’s always a need to invest—and 
to reinvest—as we improve. To 
win in business we need tools. 
And in this era, an essential 
tool is a story.

What is Your Story?

In the previous chapter, I brief-
ly wrote about my story. But 
I’ve written hundreds of  thou-
sands of  words that tell different aspects of  my story. I’ve worked with other people that 
could help me share different aspects of  both my personal and business story for different 
types of  media. Each story I wrote, or that someone else wrote on my behalf, represented 
another investment in my brand.

https://www.justinpaperny.com/


JP@JustinPaperny.com 818-424-2220

www.JustinPaperny.com Page 38
Justin Paperny

Author, Entrepreneur, Consultant

/  Back to Table of Contents

And just as I’m always buying fuel to power the vehicle I drive, I’m always investing to 
develop new story lines that will power my business.

Stories help to build trust with our prospective clients. The more that they can connect 
with us, the more comfortable those prospective customers feel in trusting us to help them 

get the results they’re 
striving to achieve.

If  you invest the time and 
energy to memorialize 
your story, you’re practic-
ing the fundamentals of  
business. You’re helping 
your customers get to 
know, like, and trust you 
before they ever speak 
with you. And when your 
customers know, like, and 
trust you, there isn’t any 
need to “sell” them any-
thing. Your reputation will 

proceed you and they will want to buy the products or services that you offer.

I’ve been telling my story in a linear fashion ever since my life took the horrific reversal 
that led me to prison. In Lessons from Prison, I offered details on my background. I wrote 
about my crime and I wrote about my journey through prison.

Upon my release, I used Lessons from Prison to start a consulting business that would help 
people that were going through challenging times. I understood that people who were 
going through the criminal justice system frequently felt lost, as if  they were having an 
out-of-body experience. They didn’t have anywhere to turn for stabilization.

By showing what I learned about dealing with defense attorneys, preparing for prison, 
using time inside wisely, and recalibrating myself, I could remove some of  the unknowns 
for those people. Since the greatest fear is the fear of  the unknown, by shedding light on 
the journey ahead, I could restore hope. And by restoring hope, I could help prospective 
clients restore confidence.
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All of  that was part of  the story that I wrote while I was in prison.

By writing Lessons from Prison, I started the process of  creating value. I did it by investing 
the time to write my story. I invested money—and then countless hours—to learn how 
to use software that would help me format the Word documents into a publishable man-
uscript. I researched printers that would convert the written pages into a softcover book. 
Converting manuscript pages into a book required a series of  small steps:

 » Retaining a graphic artist to create a cover image.
 » Registering the manuscript with the Library of  Congress.
 » Getting the book ready to print.
 » Learning the Amazon platform that would allow me to distribute the book.

Taken together, those steps took scores of  hours 
to learn. Yet by investing the time I was prac-
ticing the fundamentals that would lead to my 
business.

There wouldn’t be an immediate paycheck for 
any of  the time that I invested. Applying what I 
learned over the subsequent years, on the other 
hand, brought millions of  dollars in revenues.

Developing Leads:

Once I formatted Lessons from Prison into a softcover book, I invested a few thousand dol-
lars to print the copies. I still remember the day that a delivery truck brought me dozens 
of  boxes from the printer. Each box contained about 20 copies of  the book. For 500 
books, I likely paid $5 each, or about $2,500 that I charged on a credit card. But with 
those books, I had resources to begin building my business.

As a young stockbroker, I remember learning a lesson. I started my career at Merrill 
Lynch, where I joined a group of  young new grads to go through the training program. 
Our team leader told us that we would have to pass the Series 7 exam in order to get a 
job. But the trainees that scored highest on the Series 7 exam would probably fail first 
on the job. He said that those who knew the most about bonds, yield curves, or equities 
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would never be the guys that made the most money. To make the most money, he told us, 
a broker must learn how to sell himself  well. By learning how to make customers connect 
with us, he said, we help customers feel more comfortable in buying from us. He told us 
that we had to develop our personal story.

The same concept applied to my work with Lessons from Prison. I did not have to be a gifted 
writer. My job was to use sentences and paragraphs to persuade a cynical audience to be-
lieve in me. To get people to believe in me, I needed to tell my story and share that story 
with as many people as possible.

When I walked out of  prison, my cynical audience included defense attorneys. On hot 
Southern California days, I walked from one skyscraper to another, hand-delivering Les-
sons from Prison to the offices of  defense attorneys. I tried to persuade those defense attor-
neys to take a meeting with 
me. Routinely, the defense 
attorneys shut me down.

I always smiled and 
thanked them for the op-
portunity. I left each de-
fense attorney with five 
copies of Lessons from Prison, 
encouraging them to share 
a copy with any clients they 
had that may be going into 
the prison system.

What was I doing? I was 
practicing the fundamen-
tals of  business.

My mother used to ques-
tion my business sense. 
First, I invested a thousand 
hours to write the man-
uscript. Then, I invested 
another hundred hours 
to learn how to publish the manuscript pages into a softcover book. Then, I borrowed 
$2,500 to produce 500 copies of  Lessons from Prison.
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I gave each of  those books away for free.

If  I valued my time at $10 an hour, I invested approximately $15,000 to produce those 
500 copies of  the book. But I gave each book away for free. Friends joked that I was 
wrapped up with a vanity project. In truth, it was a business-development project—and a 
lesson learned.

By leaving five books with 100 
defense attorneys, I was sow-
ing seeds. It’s also known as 
developing leads. By dividing 
the $15,000 that I invested 
by the 500 books that I gave 
away, I was acquiring leads at 
a hard-dollar cost of  $30 per 
lead. To figure out whether the 
investment was worthwhile, I 
had to make some assumptions 
and projections.

What did I know or 
anticipate?

 » I knew that defense 
attorneys represented people that had been charged with crimes.

 » I knew that 90 percent of  the people that were charged with crimes in federal 
court would eventually face a sentencing hearing.

 » I knew that those people worried excessively about how their life would change in 
prison.

 » I believed that stories in Lessons from Prison would bring value to those people.
 » For every 10 people that read Lessons from Prison, I anticipated that I would receive 

1 phone call.
 » Since each lead cost $30, and I projected that I would need 10 leads to generate 

one phone call, I valued each call at $300.
 » I anticipated that I would have to go through five calls, at $300 per call, to gener-

ate one transaction.
 » By multiplying the five calls at $300-per-call, I projected that my cost-per-custom-

er acquisition was around $1,500.
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At the time, I was selling one-on-one consulting packages that would range from $3,000 
to $15,000. The cost-per-customer acquisition, then, ranged from 50% of  the sale, to 
20% of  the sale. Those numbers, of  course, did not take into account the hundreds of  
hours I had to spend—without pay—to build the business along the way.

With that system, I could turn the spigot on, or I could turn the spigot off. For every 
$15,000 I invested, I could anticipate that I would acquire 10 customers. If  I wanted to 
acquire 100 customers, I would need to invest $150,000.

Would my cost-per-customer acquisition drop at scale?

Maybe. Maybe not.

Would my services be of  sufficient value that customers would want to buy more?

Maybe. Maybe not.
Every day I would have to practice my business development skills, investing more to 

build the story. And over 
time, I would see pat-
terns and trends.

Every business owner 
should go through the 
same exercise, diagnos-
ing the health of  the 
lead-generation system. 
Strategies that do not 
work for one type of  
business may work fine 
for another. But the 
more we learn, the more 
skillful we become at fig-
uring out what can work 
for the businesses we’re 
striving to build.

As expressed in the previous chapter:
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 » Visualize the success we’re striving to achieve.
 » Create the plan that will help us succeed.
 » Put our priorities in place.
 » Execute the plan every day.

By living that message, we’re practicing the fundamentals of  business development.

Ghostwriters:

Since building my 
business, I’ve had op-
portunities to consult 
with other business 
owners or to provide 
services to grow their 
businesses. Although 
all businesses benefit 
when prospective 
customers under-
stand the owner’s or 
the business’s story, 
strategies for deliver-
ing the story require 
business-specific tac-
tics. What works for 
one type of  business 
may not be as cost-ef-
fective for another 
business.

For example, I recently worked with John, an orthodontist. As an orthodontist, John has a 
practice that provides a special kind of  dental care. Primarily, his team works to straighten 
teeth for adolescents. After he became familiar with my work, John expressed an interest 
in producing a book that would make prospective customers more aware of  what differ-
entiated him from other orthodontists. Most of  his clients came through referrals from 
other dentists. When a dentist had a patient needing braces, the dentist would ordinarily 
provide the patient with the names of  three orthodontists.
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John envisioned a process that could lead more dentists to recommend him to more pro-
spective patients:

Step 1: Write book about his life, practice, and patient-care philosophy;
Step 2: Distribute the book to dentists that could potentially refer patients;
Step 3: Encourage referring dentists to distribute his book to prospective patients;
Step 4: Increase the number of  people that would know, like, and trust him;
Step 5: Increase the volume of  patients for his practice.

The challenge for John—as with most professionals—was time. He believed that a book 
would differentiate him from his competition, leading to more business. But how would he 
squeeze in the time to produce the book?

John’s specialty service, in his community, led to an average fee-per-patient of  $10,000. If  
he produced 1,000 books and gave five books away to 100 dentists that he did not know, 
he believed that he could develop more relationships. Developing relationships with more 
dentists would be a step in his process of  getting more referrals for his practice. By ex-
ecuting his process, John anticipated that—over time—he would get an additional 100 
patients.

John didn’t delude himself. When he was in high school, he knew that he wanted to be a 
dentist. But saying he wanted to become a dentist wasn’t quite the same thing as becoming 
an orthodontist. He had to invest several years of  study time so that he could perform well 
in school and pass his boards. He had 
to invest resources to build a practice. 
Similarly, writing a book would not 
miraculously bring him another 100 
patients. But if  he practiced the fun-
damentals, the investment of  writing a 
book could yield a significant return on 
investment.

By John’s estimate, at $10,000-per-pa-
tient, investing in a book could yield 
a big return over time. If  he used the 
book to cultivate relationships with 
100 new referring dentists, and 25% 
of  those dentists began recommending 
John as the orthodontist of  choice to 
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their patients, he would 
be far ahead of  the game. 
If  each one of  those 25 
dentists resulted in even 
four new patients a year, 
that would be an addi-
tional 100 patients a year. 
With 100 new patients 
a year, John’s practice 
would generate another 
$1 million in revenues—
every year! That invest-
ment would systematical-

ly contribute to building a bigger brand in the Los Angeles market. A bigger brand would 
contribute to his growing practice.

Over 10 years, John anticipated that his investment in a book could lead to more than $10 
million in new revenues.

What would it be worth to your business to create a systemic process that would lead to 
an additional $10 million in revenues?

John could not divert the time away from his growing practice to write and produce a 
book. But neither could John neglect the potential return-on-investment of  producing a 
book that would tell his story. A book would differentiate him from other orthodontists. 
Effectively, each of  those orthodontists offered a similar service. The orthodontist that 
marketed himself  best would build the most lucrative practice. An investment in a book 
offered the potential for unlimited upside, with the only downside being the cost of  pro-
duction.

To help, I introduced John to my business partner, Michael Santos. Michael interviewed 
John extensively. From the interview, Michael created an outline for John’s review. Once 
we had the outline, and John approved, Michael wrote the book, chapter by chapter.

John and I then worked together to create his digital marketing strategy with the clearly 
defined goal of  opening relationships with 100 new dentists that could potentially refer 
patients. We accomplished that goal with stories that would help prospective customers 
know, like, and trust John.
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He made an investment that would feed 
his practice for decades.

Going Digital:

As expressed earlier, although storytelling 
works for all businesses, tactics that work 
for one type of  business do not work for 
all types of  business.

My business had different challenges 
from John’s orthodontic practice.

Printing and distributing books to defense attorneys offered an indirect link to my pro-
spective customer—a person that expected to go into the prison system. The strategy led 
to high customer-acquisition costs. Theoretically, defense attorneys from across the USA 
could refer prospective customers to me. But unlike John, a board-certified and easily ver-
ifiable orthodontist, I was a man who had served time in prison. If  I didn’t have a face-to-
face with a defense attorney, it was unlikely that the defense attorney would see the value 
that I could offer to his clients.

A high-customer-acquisition cost made a lot of  sense for John. His book would connect 
him with 100 dentists that could potentially refer clients from the local market. Those 
dentists would continue referring clients for years to come. By cultivating relationships 
with those dentists, he could build an ongoing lead flow from the patients they served in 
his local market. Further, his prospective patients were parents. And those parents fre-
quently had more than one child that needed braces to straighten their teeth. It would 
make sense for those parents to use John’s services for all of  their children that needed an 
orthodontist.

Defense lawyers, on the other hand, were not always willing to pass along my books to the 
clients they served. In John’s case, the dentists needed to refer patients to an orthodontist. 
Many defense lawyers, on the other hand, did not want their clients speaking to anyone 
else—especially not someone who served time in prison.

I had to try another way. It would be better, I realized, if  could create a process that 
would lead to a more direct connection with my prospective client.
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Integrated Website Development:

As we advanced into the second decade of  the new century, the Internet economy had 
come a long way. By investing a few hundred hours, we could build our own digital plat-
forms. If  we didn’t have time, we could invest a few thousand dollars to retain others that 
would build those platforms for us.

From my perspective, the first platform all businesses should create would be a website. 
Over the course of  my career, I’ve built or led teams that have created several websites, 
including:

 » WhiteCollarAdvice.com
 » PrisonProfessors.com
 » JustinPaperny.com

Each of  those websites has 
grown into a central hub. 
When prospective clients 
search for solutions to 
their problems, many find 
websites or lead magnets 
(explained in the pages to follow) 
that I created. The websites 
provide free information 
that gives them a sense of  
hope, a sense that they may 
be able to move through 
their challenges in method-
ical, deliberate ways. It’s 
a way to ease the stress of  
those prospective clients 

before they ever have to speak with me.

Integrated websites make all the difference when it comes to business development. Your 
website should show the enormous value customers receive by working with you. Make 
your website professional:

 » Use a graphic artist to develop a logo that accurately reflects your brand.
 » Choose a color pallet that will convey your message well.
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 » Select fonts that speak to your credibility.
 » Create a design layout that reveals your business’s ability to deliver.
 » Communicate your unique value proposition with coherent writing.
 » Feature images that help your prospective client see solutions to their problems.
 » Embed audio and video files so that your prospective clients can get a better sense 

of  you.
 » Include interactive features that allow your prospective customer to communicate 

with you.
 » Create a content strategy that will allow you to add more content as appropriate 

for your business.

With your integrated web design, you build a storefront that will allow you to add addi-
tional content as you deem appropriate. To maintain the storefront, businesses expect 
to make lease payments, or maintenance payments regularly. Likewise, with a website, a 
business should expect to invest each month to build upon the website with new content 
that communicates the business story to prospective customers.

Some businesses will offer all content free of  charge, knowing that they’re giving away 
value that leads to transactions. Other businesses may offer premium content that they sell 
or an ecommerce store that allows customers to place orders. The salient point is that all 
business owner should design integrated websites that lead to new orders from prospective 
customers that would not have otherwise known about the products or services available.

Ethics in Motion:
I began publishing free content on 
my website with one intention. I 
wanted to provide valuable infor-
mation—for free—to people that 
were searching for information 
about the criminal justice system. 
By publishing so much content, 
however, new markets opened that 
I did not contemplate. Universities 
began reaching out. They wanted 
me to speak with their students, 
many of  whom were studying with 
the intention of  pursuing profes-
sional careers.
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As a result of  my experience with the Department of  Justice and other agencies, I could 
serve a role. Indeed, professors saw me as being a good example of  a bad example. I 
would help students understand the consequences of  unethical decisions, showing how 
easily such decisions could lead to problems with regulatory agencies or, worse, the De-
partment of  Justice.

My website led to more speaking invitations from universities, and then speaking invita-
tions from government agencies—including the FBI. Corporations and trade organiza-
tions hired me, too.

Public speaking, and leading seminars, became a six-figure sideline business that I did not 
anticipate. As a result of  the many invitations, I decided to publish a second book, Ethics in 
Motion, launching an entirely new career.

 » Click here to get your free copy of  Ethics in Motion

When I went into the prison system, I had no idea what opportunities would open on 
the other side of  the journey. It never 
occurred to me that I would become an 
author, a speaker, or a person that would 
need to learn new marketing skills. But 
the digital economy made it easier for 
prospective customers to find me.

I’m reminded of  a parable by Benjamin 
Franklin:

For the want of  a nail the shoe was 
lost.
For the want of  a shoe, the horse 
was lost.
For the want of  a horse, the rider 
was lost.
For the want of  a rider, the battle 
was lost.
For the want of  a battle, the king-
dom was lost.
And all for the want of  a horse-
shoe—nail.
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The tale shows us that if  we do not prepare, we can lose more than we anticipate. But the 
reverse is also true. If  we prepare ourselves well, opportunities will open that never would 
have otherwise occurred to us. As the old saying goes, the harder we work, the luckier we 
become.

Investing more than one thousand hours to write, produce, and distribute Lessons from 
Prison was the first leg of  my preparation. Creating an integrated website was the next 
phase in my plan. The website led to new, unanticipated business opportunities in public 
speaking and a second book that I wrote specifically for audiences that could benefit from 
my service.

I was getting all the evidence that I needed. The easier I made it for my prospective cus-
tomers to find me, the easier it was to build upon my business. As Jim Collins advised, we 
simply need to start spinning the flywheel. Once it gets going, the flywheel takes on a life 
of  its own.

Video:

By 2013, my business was 
becoming more predictable. 
Despite being out of  prison 
for only four years, and start-
ing my business during an 
economic collapse, I could 
sense the progress.  To con-
tinue, I had to invest further 
in developing digital assets 
in every form. The next 
iteration would be self-made 
videos.

By then, I also had more 
help. My friend Michael 
was released from prison. 
In an effort to improve 
outcomes of  the criminal 
justice system, we worked together to establish a nonprofit organization that we named 
The Straight-A Guide Foundation. We created a series of  digital courses that would teach 
and inspire people in prison. It’s been a fulfilling project that has grown enormously since 
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then, with more than 100,000 people going through our courses each year. It’s also build-
ing safer communities, which brings me a sense of  pride.

Through work I did with The Straight-A Guide Foundation, I learned a lot about pro-
ducing video. Videos became a key 
component of  all my business ven-
tures, including the development 
of  my consulting business.

Prospective customers could read 
Lessons from Prisons or Ethics in Mo-
tion to get a sense of  the value that 
I could provide. They could also 
read articles that I published on 
my websites. With video, howev-
er, they could get so much more. 
Customers could watch as I spoke 
into a camera. Technology made 
it much easier to produce videos that would help me communicate directly with my pro-
spective customers.

As an example, take a look at this playlist of  videos I created to help people understand 
how to prepare for best outcomes when they’re going into the criminal justice system:

 » White Collar 101 Videos

There’s a steep learning curve to creating videos—particularly for someone without ex-
perience, like me. Again, I did not have much experience with technology when I began. 
But with a minimal investment in equipment (and several hundred hours to learn) I found 
that I could create video content regularly. And video content communicates with pro-
spective customers very well.

Through video channels I created on YouTube, we’ve published more than 600 videos. 
Those videos have generated more than 800,000 views. How did that happen? It hap-
pened by creating a process.
If  you’re in business, you would likely benefit by creating your own process—which 
should include a library of  video content. You can invest a little or a lot in equipment and 
software. The key is to figure out a plan. Architect a strategy that will build trust with your 
prospective customer. Rather than selling the prospective customer on all the benefits 
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you offer, create videos that answer questions your prospective customer may have. As an 
expert in your field, you know what your prospective customer wants to learn. The more 
authority you can show on various subject matters, the more credibility you earn. As you 
earn credibility, people trust you as a valuable resource.

As I’ve been repeating throughout, when customers are ready to buy, they buy from peo-
ple they know, like, and trust. All of  the investments you’re making will influence more 
prospective customers to buy from you.

I’ll give an example of  how video changes the game for a landscape architect that I ad-
mire.

Eric Jones is the master landscape architect at TurfTeacher. In some ways, Eric faces 
some of  the same challenges that complicate my primary business. Indeed, anyone that 
comes out of  prison can get on the Internet. The released prisoner can read content that 
I invested thousands of  hours to create. Then he can plagiarize the work as if  it’s his own 
original thought and go into business. The videos do not make him an expert. But he may 
be able to fake it just enough to get an order by undercutting me on price.

Similarly, Eric Jones can likely face competition 
from anyone that has a lawnmower. As I do, Eric 
overcomes competitive challenges by creating 
comprehensive videos that show his knowledge 
and his work. For example, take a look at this 
55-minute that profiles his design theory and 
work:

 »  Basics of  Landscape Design

This video isn’t terribly complicated to produce. 
What equipment and time do we need to create similar products for the clients we serve?

 » Mac computer with high-speed processing capabilities: $10,000
 » Equipment to create effective audio recordings: $3,000
 » Software to mix and record audio recordings: $500
 » Software to create and store video tutorials with graphical overlays: $500
 » Time to learn how to use equipment: 100 hours @ $50 an hour $5,000
 » Time to create PowerPoint with graphical overlays 10 hours at $50 an hour: $500
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For an investment of  $20,000, a business owner that works in any industry can create a 
library of  digital assets that will lead to millions of  dollars in business over time. If  the 
business owner doesn’t have capital, time, or an aptitude to build those digital assets on his 
own, he could always hire a digital agency to work with him on a per-project basis. In-
vesting in digital assets has worked to grow my business, and it can work to grow business 
opportunities for other entrepreneurs, too.

The digital asset that Eric created shows prospective customers that he is the real deal. He 
and his team take the time to understand needs of  the customers they serve. Eric’s team 
invests time to educate the customer. Then he puts forth the energy to deliver the results 
that the customer wants to achieve.

With video, we see the authenticity of  a business owner. Create videos that help prospec-
tive customers see the unique value proposition that your company offers. By investing to 
create a video library, you’ll find that revenue growth will follow.

As with any type of  content creation, consider a strategy. In my business, I use a variety 
of  tactics to deliver a full suite of  free video content:

 » Either my team mem-
ber or I will record 
video interviews to 
answer questions.

 » We will create tutorials 
that describe different 
ways that prospective 
customers can prepare 
for best possible out-
comes.

 » We record stories of  
success after struggle.

 » We offer commentary 
on recent legislative or 
policy changes.

What do we achieve by making this investment to create so much video content? We build 
trust. We build authority. We build relationships with our prospective customers.
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Regardless of  what type of  business you’re in, you can build value by making an invest-
ment to create a library of  video content. Help your customers:

 » Get to know you,
 » Get to know your business,
 » Get to know your team,
 » Get to know your products, and
 » Get to know your services.

With the video library 
you produce, your 
prospective customers 
should develop more 
comfort in knowing 
that you’re a poten-
tial solution to solve 
their problems. It’s an 
investment that will 
yield results over time. 
Think about an effec-
tive strategy that will 
help you convert more 
prospective customers 
into people that trans-
act business with your 
company. 

As you can see from 
the various YouTube channels my team has built, we’ve received more than 1 million total 
views. Those views have led to more trust. And that trust has led to millions of  dollars in 
revenues.

Tell your company’s story to build more trust!

Podcasting:

Podcasting can be both an art and a science. Producing a good podcast requires creativity 
and energy. At the same time, to create a podcast that builds customer awareness requires 
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planning and design. Business owners find that creating a podcast, like creating a video 
channel, can bring an awesome return on investment.

With a podcast, business owners can reach prospective customers wherever they have 
access to an Internet connection. A video channel requires attention and viewing time. 
Similarly, written content requires attention to read. Prospective customers can learn 
about you, your products, and services on a podcast in a passive way, while they’re driving 
to work, while they’re exercising at the gym, or while they’re going for a long walk.

I began using podcasts to develop my business in 2016. In total, our team recorded more 
than 300 podcasts on various channels that are available on several platforms, including:

 » iTunes
 » Google Voice
 » Spotify
 » Anchor
 » Stitcher
 » Breaker

As a result of  our podcasts, we’ve opened completely new lines of  business. By giving free 
information to consumers, we show our expertise. They get a sense of  who we are and 
how we could work together. Consumers become familiar with us. And as they become 
more familiar with us, they feel more confident in the value we provide. We’re always 
able to say that we give away more content than we sell. But by giving away free content, 
we’re building trust with our prospective customers. That trust has led to more consulting 

orders and more speaking 
opportunities.

Podcasters can invest 
several thousand dollars to 
purchase equipment that 
would lead to high-qual-
ity productions. But they 
could also use a smart 
phone to create a voice 
recording. Simple software 
will convert the recording 
into an appropriate audio 
file for direct uploading 

https://www.justinpaperny.com/


JP@JustinPaperny.com 818-424-2220

www.JustinPaperny.com Page 56
Justin Paperny

Author, Entrepreneur, Consultant

/  Back to Table of Contents

to the Internet. Within minutes, a business owner’s story can become available anywhere 
with an Internet reach.

As with any content-creation strategy, a well scripted plan yields the best results. With my 
consulting business, I wanted to reach more prospective referral partners and more pro-
spective customers. To develop my strategy, I thought about ways I could add value. That 
led to my contacting prominent attorneys that specialized in defending individuals that 
faced charges for white collar crimes. I reached out to the defense attorneys and offered to 
interview them, for free. What was in it for the attorney? The defense attorney would get 
free publicity. What was in it for me? By creating the podcast, I was able to create valu-
able content that would help defendants that were looking for information.
A podcast opens opportunities for a business owner to build relationships and collabora-
tive agreements. The investment may take some time and resources to set up. But in the 
same way as any other type of  content, a podcast results in searchable content. It builds 
authority.

Since I’m continuously making an investment in content creation, I will frequently go the 
extra mile by transcribing my audio content. By transcribing the content, I create articles 
that I publish on my website—building more “searchable” content in Google. With ad-
vancements that include:

 » The Amazon Al-
exa app,

 » Google Voice app,
 » Apple’s Siri app, 

and
 » Other voice-acti-

vated apps,

I recognize my investment 
in voice-related technology 
as bringing long-term val-
ue for all of  my businesses. 
As Internet technology 
continues to expand, more 
voice-activated apps will 
become available. Investing 
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in voice technology today will bring more value to your business in the years and decades 
ahead. The only question you have to answer is whether you want to invest today to cre-
ate more value for your business’s future.

Besides building my own business, our team uses voice technology as a business-develop-
ment tool. Clients we serve are busy, but they all want to build brand awareness. Since 
their time is valuable, we help by offering the following services:

 » Designing artwork for the podcast
 » Writing descriptive content for prospective listeners of  the podcast show
 » Registering the podcast so it’s available on all platforms
 » Creating an episodic schedule of  podcasts
 » Recording the podcast series
 » Editing the podcast series
 » Scheduling the podcast season
 » Publishing each podcast episode
 » Transcribing each podcast episode
 » Publishing ancillary content 

about the podcast

Such services leave our client with new 
digital assets. The assets live for the life 
of  the business, helping the business 
build authority and trust with pro-
spective customers. Any business that 
interacts with customers can benefit 
from the investment in telling a story. 
A podcast, videos, websites, a social 
presence and much more, I have found, 
are outstanding tools to build more 
consumer relationships. Especially since 
they’re available on any smartphone, or 
device that has an Internet connection.

Social Media:
When I was growing up, we had the 
telephone, television, and radio. Today, 
the world is different. Billions of  people 
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use social media to connect, interact, learn, and share content. As business owners, we 
have responsibilities to learn how we can use social media to bring value to prospective 
customers.

As I’ve written from the start, I’m in a niche market. Other than work our team does to 
help small business owners develop digital strategies, we focus on the criminal justice sys-
tem. Our consulting clients face challenges of  an incredibly personal nature. Rather than 
using Facebook, Linked In, or Twitter to share their problems, people facing criminal 
charges strive to avoid talking about their predicament.

It took me a while to get the power of  social media. As I wrote above, I am an “acciden-
tal” digital marketer. When I began, I wanted to reach people that were going through 
challenges with the criminal justice system. I used an “old-school” way of  reaching them:

 » I wrote a manuscript.
 » I published the manuscript as a soft-cover book.
 » I distributed the book by cold-walking into offices of  defense attorneys.

That process got me 
some business—but at 
customer-acquisition 
costs of  $1,500 per sale. 
I didn’t know how to 
use the power of  social 
media. That was back 
in 2010.

In 2010, social media 
was still in its infancy. 
When I read articles 
suggesting that all busi-
ness owners should 
invest in creating digital 
content, I used to come 
up with excuses. I used 
to argue that social me-

dia would not help my business because the people I wanted to reach were going into the 
criminal justice system. They weren’t talking about their problems on social media.
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I was wrong.

In 2010, far fewer busi-
ness were using digital 
campaigns to attract 
customers. The people 
that did invest in creating 
content could own the 
space. 

I have a bad memory 
from that era. A friend 
of  mine suggested that I 
participate in creating a 
video series with him. He wanted me to respond to questions about how to get the most 
out of  the prison experience. My friend filmed the videos. He edited the videos with his 
branding, and then he published the videos on his YouTube channel. Over time, those 
videos generated more than 2 million views! But since the videos appeared on my friend’s 
channel, he owned the content. Once he realized the value of  the videos, he decided to 
become a competitor of  mine. Then he “unpublished” the videos so viewers would not 
see my expertise. 

As a result of  my not understanding social media, I lost the currency of  having more than 
2 million views. That led me to learn more about video and to create my own YouTube 
channels.

By not understanding the power of  social media, I missed an opportunity. It took me sev-
eral years (and more than $100,000) before I learned how to use social media effectively. 
The truth is, the power of  social media can help any business grow. If  we don’t know how 
to use social media effectively, that doesn’t mean social media isn’t working. It means that 
we’re not investing the appropriate amount of  time or energy to become effective practi-
tioners 

Don’t Be an Ostrich

I was guilty of  running my business with my head in the sand for several years. Thankful-
ly, I eventually figured out how social media channels could help me grow.

Every business owner has a responsibility of  learning how to use social media, or working 
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with competent professionals that understand digital marketing and social media. Social 
media strategies lead to growth. We ignore the power of  digital content at our own peril.

For example, Andy, an accountant that has been preparing my taxes for several years, 
commented on how my business had become so much more profitable by 2018. When 
he noticed the jump in my revenues and income, he asked what I was doing differently. I 
walked him through my process of  creating digital assets and using social media to lever-
age the power of  those assets. Through that process, I explained, I could create a consis-
tent flow of  leads. The system brought consistency with sales, helping me to build trust 
and authority with people before they even called me.

Andy told me the same line that I used to use. He said that he was in a boring industry of  
accounting and that social media wouldn’t work for him.

I told Andy why I disagreed.

We came up with a challenge. I told Andi how I could help him increase his business ex-
ponentially with a small investment. He accepted. I then took the following steps:

 » I asked him to provide me with a spreadsheet that included names and email ad-
dresses for all of  his clients.

 » I crafted a series of  four 
emails that we loaded into a 
software system that allows 
me to communicate with 
customers automatically.
 » Based on the way the 

customers reacted to an 
email, the software system 
would follow up—in accor-
dance with their behavior.
 » Essentially, the emails 

asked each customer for a 
review. 
 » The emails included a 

link to Andy’s professional 
Facebook page, where they 
could publish the review.

 » Ultimately, Andi offered a Starbucks card for anyone that left an honest review on 
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his Facebook page.
 » By coordinating the email campaign, and the Facebook links, we created 250 five-

star reviews for Andy’s accounting practice.

Those Facebook reviews helped Andy pick up more than 100 new clients over the next 10 
months. His business exploded with a minimal investment in social media. 

I believe in the products and services that I use to grow my business. They’ve worked well 
for me. Other clients now hire me to implement digital marketing strategies on their be-
half. By collaborating together, we create

 » Digital strategy & funnels
 » Digital books
 » Digital brochures
 » Digital courses
 » Websites and SEO
 » Blogs
 » Video files
 » Audio files
 » Brand awareness
 » Social media profiles

Content Marketing 
Case Study on So-
cial Media:

With social media, I create 
content that makes it easy for 
people to share. Let me provide 
an example of  how I use social 
media effectively to build my 
business. Then I’ll follow up 
with a suggestion of  how others 
can do the same.

 » Step 1: The news me-
dia publishes a story about a famous person that has been ensnared into the crim-
inal justice system.
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 » Step 2: I film a video that analyzes the challenges looming ahead for the defen-
dant, and then offers commentary on steps the individual may take to prepare for 
the best possible outcome.

 » Step 3: I transcribe the video to convert my spoken words into searchable text that 
will make it easier for the Google algorithm or Google “robot” as we like to call it, 
to index the free content that I’m providing.

 » Step 4: I use an appropriate title, keywords, and a meta description that makes it 
easier for people to find the video on my YouTube channel.

 » Step 5: I create a digital brochure with an appropriate image and a link to the 
video.

 » Step 6: I publish the digital bro-
chure on a cloud-based service so 
that anyone that offers an email 
address can download the brochure 
for free.

 » Step 7: I write a 140-character 
message for Twitter that includes a 
link to the digital brochure.

 » Step 8: I write a 300-word post 
for Facebook that summarizes the 
video and includes a link for those 
that want more information from 
the digital brochure.

 » Step 9: I write a 500-word article 
for Linkedin, providing a link to the 
digital brochure.

 » Step 10: I publish an article on my 
website, offering a link to the digital 
brochure.

The coordinated steps I outline above are 
part of  my systematic, digital strategy. Anyone that provides an email address can down-
load the digital brochure for free. Once they download the digital brochure, they receive 
waves of  free information that will interest them. I provide all of  that free digital content 
because they gave me an email address. As a result of  the email address that the prospec-
tive customer provided, I’m able to nurture a relationship and build trust for someone I 
hope to serve. Then I use automated processes that minimize costs.
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Each email address is a 
lead—a prospective custom-
er. You may remember what 
I used to spend to acquire a 
lead. To remind you, I’ll re-
print the section that I wrote 
above:

When all I had was a softcover 
copy of  my book, Lessons from 
Prison, I used the following 
metrics to anticipate my cost-
per-lead, or my cost-per-cus-
tomer acquisition:

 » I knew that defense attorneys represented people that had been charged with 
crimes.

 » I knew that 90 percent of  the people that were charged with crimes in federal 
court would eventually face a sentencing hearing.

 » I knew that those people worried excessively about how their life would change in 
prison.

 » I believed that stories in Lessons from Prison would bring value to those people.
 » For every 10 people that read Lessons from Prison, I anticipated that I would 

receive 1 phone call.
 » Since each lead cost $30, and I projected that I would need 10 leads to generate 

one phone call, I valued each call at $300.
 » I anticipated that I would have to go through five calls, at $300 per call, to gener-

ate one transaction.
 » By multiplying the five calls at $300-per-call, I projected that my cost-per-custom-

er acquisition was around $1,500.

Before I had a solid digital marketing strategy in place, I budgeted $30 as my cost-per-
lead, and a whopping $1,500 for a cost-per-customer acquisition. Yet as I invested in dig-
ital assets, both my cost-per-lead and my cost-per-customer acquisition fell precipitously. 
With digital assets I could:

 » Attract attention from more prospective customers
 » Acquire the email address when they requested access to one of  my digital assets
 » Build trust and credibility by sending prospective customers more free content 
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that would be of  value to them
 » Be available when they were ready to take the next step, on their terms

As I accumulated email address-
es from prospective customers, I 
built a valuable database. I could 
send automated emails that in-
cluded links to video files, audio 
files, or digital brochures. By giv-
ing away all of  that free informa-
tion, I could build and nurture re-
lationships. Prospective customers 
could watch videos I created for 
free, they could listen to podcasts 
I created for free, they could read 
digital brochures that I sent for 
free. None of  those digital assets 
attempted to sell my prospective customers anything. I was simply offering solutions (and 
building credibility) as more people advanced through the customer journey. Customers 
went through the following stages:

 » They knew they had a problem.
 » They saw or heard something I created.
 » They believed I might offer a solution to their problem.
 » They entered their email to get the free solution.
 » They continued to receive automated emails that gave them more value.
 » They began to see me as someone that could help them solve their problem.
 » They called to have a free conversation with me.

Philosophers and Social Scientists:
Readers that have taken time to go through my earlier books know that I attribute much 
of  what I’ve learned to people that are much smarter than I am. During the time I spent 
in prison, I read “ancient” thinkers like Aristotle and Dante. Philosophers like Hegel 
taught that the definition of  insanity is doing the same thing over and over again while 
expecting a different result. I knew that I did not want to make the same types of  bad 
decisions that victimized others and led to my imprisonment. Instead, I had to change my 
thinking process. Philosophers helped me to learn the power of  values-based, goal-orient-
ed living patterns. They would bring me closer to living a more fulfilling life.
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Once I got out of  prison, I understood that I had to continue living in accordance with 
those values-based, goal-oriented principles. But I also had to be willing to change. In-
deed, growing as business people requires that we embrace change. From first-hand expe-
rience, I knew that change didn’t come too easily. We’re much more inclined to accept the 
status quo, to do what we know because it’s what we’ve always done before. 

Yet when we live in a constantly changing world. That means that if  we want to grow, we 
too must change. We must think about steps that we can take to adjust. Adjusting requires 
us:

 » To assess where we are,
 » To ascertain where we want to go, and 
 » To game-theory our way into making the right decisions that will lead to the re-

sults we’re striving to achieve.

In the first several years of  my liberty, I used what I learned to help criminal defendants 
prepare for the best outcome. In the process of  growing my business, I learned that there 
would always be room to consider changes that could lead to growth and improvement. 
But it wasn’t only criminal defendants that needed valuable lessons on the importance 
of  embracing change. We all needed to overcome the death spiral that could come from 
accepting the status quo.
 
To help more people understand what it means to change, I’ve researched literature from 
the social sciences. That research led me to the work of  two academic researchers, James 
Prochaska and Carlo Di Clemente. They based their work on different theories of  psy-
chotherapy, and called their 
research “Transtheoretical” 
stages of  change. 

Basically, this theory holds 
that change doesn’t happen 
overnight. Rather, most peo-
ple go through a process, or 
series of  stages before they 
fully change. The academ-
ic researchers identified the 
stages of  change as follows:

 » Pre-contemplative 
Stage: At this stage, a 
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person does not intend to take any action. He doesn’t even know that he needs to 
change.

 » Contemplative Stage: In this stage, the person is more open, recognizing that he 
needs to do something differently. He starts to consider the benefits of  making a 
change.

 » Preparation: In this stage, a person is ready and receptive to taking action. He 
takes the first small steps to change.

 » Action: At this stage, the person takes specific, overt actions. He begins to fully 
implement the changed behavior.

 » Maintain: At this stage, the person stays the course, implementing the process 
over a sustained period of  time.

 » Termination: At this stage, the person ascends from the “Transtheoretical model 
of  change.” He is fully implementing the new and better process—the person is 
“changed.”

By helping more people under-
stand these stages of  change, I 
became more successful in getting 
people to see the benefit of  doc-
umenting their stories. Through 
questioning, I could help them 
identify values by which they pro-
fessed to live. Open conversations 
helped us to connect the dots 
from their past that led to where 
they were at the time of  our conversation. Following that same pattern, we could more 
easily see that with appropriate changes, we could chart the path that would lead to where 
we wanted to go.

Again, this process for change and growth isn’t anything that I can take credit for creating, 
or conceptualizing. I’ve simply read, learned, and benefitted from the teachings of  other 
people. That process helped me evolve as a human being and it helped me evolve as a 
businessman. I’m absolutely convinced that the process can help others, too.

But it isn’t easy. To change, a person must want to change. Then, a person must under-
stand why the change will lead to a better outcome. Then, the person must implement the 
changes over time. That is work. There is a stage for contemplating, for architecting, for 
implanting. As I’ve written above, for business changes, we can identify the process as:
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 » Visualizing the best outcome,
 » Creating the plan,
 » Putting priorities in place, and
 » Executing the plan

Apply that process to every aspect of  your business and you will increase value for your 
culture and for the clients you serve.

By sharing my story, I’ve offered a kind of  case study so that others could see how “chang-
es” led to an evolution of  thinking about my life and my business. Like that famous 
graphic of  the primate walking on all fours to becoming a man walking upright, I grew 
through stages. From:

 » Stockbroker to
 » Prisoner to
 » Thinker to
 » Planner to
 » Author to
 » Consultant to
 » Business ad-

visor

Now I help other 
business owners see 
how a long-term 
investment in their 
business can lead to 
long-term results.

Long-term View:
Obviously, there isn’t any guarantee that investing in a business’s “story telling” will yield 
the same type of  results that I experienced. I refer you back to the final stage in the Trans-
theoretical Stages of  Change: Termination. 

In the Termination stage, a person is fully committed, living the plan every day over a sus-
tained period of  time. Every day I work to create more content that is consistent with my 
process for growth. That is why I get results. Consistency is the pathway for any business 
owner to get results.
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To get results over time, a business owner must take the long-term view. I have not found 
any magic pills that bring overnight results.

The Internet is filled with deceptive advertisements making unrealistic promises for im-
mediate success. Marketers offer all types of  
products or services that promise overnight 
success. Yesterday I received an unsolicit-
ed email from a marketer. If  I purchased a 
$900 course, I would learn how to double 
my money every day for 30 days by working 
from home. 

Getting rich while working from home is a 
nice headline. But I have enough experience 
to know that success comes from well-archi-
tected and well-executed plans—not from 
overnight, get-rich-quick schemes.

As I had to do, business owners will need 
to invest time and energy to build a consis-
tent lead flow of  new business. In my case, 
I wrote a manuscript. Then I learned about 
digital marketing. Then I invested and rein-
vested to create more value for the custom-
ers I wanted to serve.

As a result of  the continuous investment I made to create digital assets for prospective 
customers, I incrementally led those people along a customer-acquisition journey. I helped 
to build credibility with them. When they felt comfortable with me, they called. Our 
conversation was not a “cold call.” They already knew me. The customer may have spent 
dozens of  hours with me before I knew anything about his or her needs. When it came 
time to ask for the order, we were very far along in the customer-acquisition journey. The 
heavy investment I made to create digital marketing tools made it much easier to convert 
prospective customers into transactions that generated revenues.

This digital strategy has grown my business exponentially. It has led to numerous inter-
views from media representatives and even a television show that profiled my story on 
national network. Millions of  people have seen that show. The coordinated approach has 
opened conversations with Hollywood agents and producers, advancing possibilities for a 
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feature film.

Did I think any of  this was possible when I walked out of  prison? No, I did not. But every 
day I invest a little bit more in the effort.

 » Each investment creates a little more value.
 » The more value that I create, the more credibility and authority I build.
 » The more credibility and authority I build, the more I differentiate myself  from 

competition.
 » By differentiating myself  from competition, I play an active role in getting more 

prospective customers to see me as a solution to their problems.
 » When more prospective cus-

tomers see me as a solution to 
their problems, more prospec-
tive customers call me.

 » The more calls I receive from 
prospective customers that 
know, like, and trust me, the 
more consistently I book rev-
enues.

It’s all part of  building a systemic 
process.

Isn’t it time for you to start building 
a machine that you can use to grow 
your revenues?

Learning About Paid Media:

I learned a great deal by investing thousands of  hours to create digital assets. Besides the 
time to plan and write, I invested more than $100,000 in equipment, software, and hu-
man resources to create content. I’m absolutely convinced that the content our team has 
created brings massive value to the prospective customers we serve.

The biggest lesson that I learned—and that other business owners should learn—is that 
the best content doesn’t always catch the most eyeballs. As business owners, we’re looking 
to attract attention from people that find value in products or services we create to solve 
problems. Sometimes those people don’t know that solutions exist to their problems.
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If  we want to find more customers, we have a job to do. We have to figure out how to 
reach those prospective customers. And we can’t do that job without the necessary tools. 
Digital assets are tools. But they’re not the only tools we need.

I remember a psychology instructor that used an analogy about a hammer and a nail. 
He was trying to convey a lesson about the importance of  using all resources to solve 
problems: “When the only tool you 
have is a hammer, every problem tends 
to look like a nail.” His point was that 
we should create or gather as many 
resources as possible when we want to 
solve problems.

In the beginning, I created hundreds 
of  thousands of  words to help my pro-
spective customers understand the value 
that I could bring. My work wasn’t for 
everyone. In fact, only people that were 
going through problems with the crim-
inal justice system would find value in 
all of  the courses I created. Yet in the 
beginning, I didn’t know how to reach 
prospective customers. 

Initially I tried to connect with defen-
dants indirectly. I gave copies of  Lessons 
from Prison away to criminal defense 
attorneys. That was an expensive value 
proposition. Then I took the next step 
of  creating interactive websites. Once I learned more about the Internet, I began publish-
ing other forms of  digital content, including video files, audio files, and digital brochures.

Each digital asset I created represented another tool that I could put into my toolbox. But 
until I learned more about how customers found information, I couldn’t get the highest 
and best use from the digital assets that I created.

Let me put it this way: The digital assets were like having a Ferrari. But without fuel, the 
car wouldn’t be more than a decoration. Without fuel for the engine, the car wouldn’t 
move
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For you to receive value from your investment in digital assets, your prospective customers 
need to find your content. It doesn’t matter whether you create digital assets in the form 

of  brochures, articles, videos, or 
audio files. If  customers cannot 
find your assets, revenue streams 
do not result.

I’ve learned that in addition to in-
vesting time and energy to create 
digital assets, I also have to invest 
resources to attract prospective 
customers that will find the con-
tent I provide. That’s why we call 
it a process, or a system for a pre-
dictable revenue stream. We need 
to build the machine, but we also 
need to fuel the machine. And it’s 
easy to understand why.

Earlier in the book, I wrote that 
consumers do not pay to use any 
of  the following platforms:

 » Google
 » YouTube
 » Facebook
 » Twitter
 » Linked In

 » iTunes
 » Amazon

Each one of  those platforms attracts billions of  Internet users. Any consumer with access 
to the Internet can create an account on those platforms. Google or YouTube doesn’t 
even require a consumer to create an account for access to the content. People can search 
for every type of  information on the Internet. And consumers do not have to pay for the 
search.

Internet companies invest billions of  dollars to build their infrastructures. Consumers can 
use those infrastructures without paying a penny. Yet if  business people understand the 
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model, they can more effectively use the massive audience that Internet companies like 
Google and Facebook create. Those audiences become a resource for those that know 
how to reach prospective customers.

When I began publishing, I believed that I could reach my prospective customer by of-
fering the best information on Internet platforms. Later, I learned that wasn’t true. To 
understand why, I had to develop a better understanding of  how the big platforms above 
deliver information to consumers.

Paid Search —v— Organic Search:

I think it’s safe to say that anyone reading this digital book has used Google search and 
every one of  those readers knows the basics of  how Google search works. But how did 
Google (and the other Internet platforms) become the most valuable companies on the 
planet—especially since those companies don’t charge consumers?

With Google, a search bar appears. Google prompts the consumer to type in a “keyword” 
to help the consumer’s search.

For example, let’s say I type in the word, “treadmill.”

What do I see?

On the top, I see a series of  ads. On the side bar, I see more ads. Google lets the consum-
er know that the first results it shows to consumers are ads. As a consumer, when I look at 
the entries on top, and the entries on the sidebar, I see 10 ads before I see a single “organ-
ic” search result about treadmills. When 
consumers click one of  the ads, Google 
receives a slice of  revenue for the transac-
tion.

What was the transaction? The advertiser 
was paying Google for the right to pitch 
its product to a prospective consumer—
Google’s audience.

That’s called “Pay-per-click.” Every 
time a consumer clicks on an ad, Google 
charges for the transaction.
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If  a consumer chose to purchase a treadmill after clicking the ad, a different type of  trans-
action occurred. Each transaction offered the potential for a new revenue stream.

As a consumer, I do not have to click on one of  the ads. Instead, I may go to one of  the 
articles about treadmills. I may find an article that includes a review of  the top ten tread-
mills. Each review tells me about the different advantages of  the treadmill model. The 
review may include a link for me to see the treadmill on the manufacturer’s website. Per-
haps the link takes me to a page on Amazon where I can purchase the treadmill. By click-
ing a link, I expressed interest in a product. The manufacturer of  that product may have 
paid for the transaction, leading to a revenue stream for the person that wrote the article 

that led to the click.

But there is more mag-
ic happening behind 
the scenes. Since I used 
my computer to search 
for a Treadmill, Goo-
gle now knows that I’m 
interested in treadmills. 
Google, or Facebook, 
or any web company 
could track my be-
havior on the Internet 
through the use of  a 
computer code, known 
as a “pixel.” The pix-
el would show which 
websites I visited. And 
it could deliver more 
ads for treadmills. 
Pixels identify me as a 

prospective customer, and advertisers pay a fee to continue pitching me on the value of  
their products or services.  

The digital marketing space refers to this service as “retargeting.”

There are many, many revenue streams from the Internet. Those revenue streams may 
come from ads, from direct purchases, from affiliate commissions.
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All business owners should understand the Internet economy, including the power of  gen-
erating traffic from paid media. Learn how to use digital content to grow our own busi-
ness. It doesn’t matter what type of  product or service we offer, we can use the Internet 
economy and digital assets to increase value. 

Shareholders of  technology companies are no different from owners of  any other type 
of  business. They invest capital to build assets and to execute a business plan. They hire 
executives to figure out how to harness the most value from their investment. With billions 
of  people using the Internet for free, Internet executives create strategies and tactics, sys-
tems and processes to bring value to the people they serve. 

By giving away content for free, consumers benefit. Yet technology companies generate 
revenue from business owners that want to reach consumers on platforms like Google, 
Facebook, Instagram, and YouTube.

Google may not charge consumers a penny to use its service. But business owners spend 
billions of  dollars every day to connect with consumers that use Google. The same strat-
egy works for Facebook, for Linked In, for YouTube, and for every other social media 
platform.

In the digital age, business owners 
should create pathways to attract 
prospective consumers with tech-
nology.

Digital Advertising:

According to statistics I’ve seen, 
business owners spend more than 
$60 billion every year to reach 
consumers through digital adver-
tising. That number is growing. 
There is a good reason why ex-
perts anticipate that digital ad-
vertising will generate trillions of  
dollars in the years to come.
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With digital advertising, business owners like us can find consumers that are looking for 
the specific types of  products or services we offer.

Think about how digital advertising differs from traditional advertising. It’s the difference 
between a shotgun approach and a sharpshooter approach. I worked with one client that 
invested $100,000 a month to attract prospective customers with advertisements on:

 » Television commercials
 » Radio commercials
 » Billboards
 » Magazines

He had to hire a series of  artists to create the advertisements. Then he paid media com-
panies tens of  thousands each week to run the advertisements. Think of  the advertise-
ments as his “Ferrari” and the paid media time as the “fuel” that he poured into the 
Ferrari.

But what did he get?

It was possible that prospective customers saw his advertising. But he never really knew or 
understood how people came to learn about his business. He could not get a precise mea-
surement for his return on investment.
With digital advertising, on the other 
hand, my client was able to avoid spend-
ing hundreds of  thousands of  dollars 
blindly. Instead, he created digital assets 
that had a long lifespan. Then, he de-
signed ads to serve the digital assets to the 
specific customer he wanted to reach. He 
then paid Internet platforms to publish 
those ads, thereby generating traffic from 
targeted customers. He could easily mea-
sure his cost-per-lead and his cost-per-cus-
tomer acquisition.

You may want to know how he could get 
such granular detail with regard to return 
on investment. Although I’m not at liberty 
to give away the proprietary information 
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on the customers that hire our team to help with their digital marketing, I am free to offer 
a case study that shares a strategy that works for our team:

 » Step 1: We identified the target market that we wanted to reach and figured out 
what solutions we had to solve problems for our prospective clients.

 » Step 2: We created a digital brochure, which you can see by clicking the following 
link:

◊ Digital brochure for sentencing narratives, mitigation videos, character-refer-
ence letters.

 » Step 3: We created a comprehensive digital advertisement for each platform, in-
cluding:

◊ Twitter: A 140-word tweet that included a link to a specific landing page so 
that people could learn more.

◊ Facebook: A 500-word article that included a link to a specific landing page 
so that people could learn more.

◊ Google: An advertisement that included a link to a specific landing page so 
that people could learn more.

◊ Linked In: 
A 750-word 
article that 
included a 
link to a spe-
cific landing 
page so that 
people could 
learn more.

◊ YouTube: A 
two-minute 
video that in-
cluded a link 
to a specific 
landing page 
so that peo-
ple could learn more.

◊ iTunes: A 10-minute podcast that included a link to a specific landing page 
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so that people could learn more.
◊ Instagram: An image that included appropriate hashtags and included a link 

to a specific landing page so that people could learn more.

Notice that we created specific content for each type of  platform. From experience, we 
know that people consume content differently across different platforms. Since we’re 
striving to serve our customers first, we create content that is platform-specific. But each 
advertisement is coordinated, delivering the customer to a specific landing page.

Because we’re using digital content, it 
is easy for us to create landing pages 
that allow us to measure traffic. We 
created a specific landing page for 
Facebook. We know that the only way 
a consumer would be able to access 
our Facebook landing page would be 
by clicking the link in our Facebook 
advertisement. We could replicate the 
landing page, but publish it under a 
unique URL that would only be used 
for a Linked In ad. Then we could 
run an ad on Linked In. If  people 
clicked the ad, they would go to the 
Linked In landing page. With that strategy, we would always be able to test which plat-
form delivered which lead. We would know which leads were most likely to convert pro-
spective customers into clients. This digital process allowed us to measure which platform 
generated the best return on investment.

Let’s say we invested $2,500 to create the digital brochure. That brochure would be an 
asset that would last for as long as it conveyed accurate information about the products 
and services we offered.

Let’s say we were going to test the brochure with a 10-day advertisement on Facebook, 
and we agreed to spend $100 per day to run the ad. With Facebook, we could use a 
combination of  tactics to ensure that our ad ran to a specific group of  people. Contrast 
that “sharpshooter” tactic with the “shotgun” tactic of  running media with a billboard. 
Anyone would see the billboard. With Facebook, we could select our target audience to 
include:
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 » People that searched for defense attorneys
 » People that earned more than $75,000 per year
 » Males between the age of  34 and 45
 » People that lived in Los Angeles County
 » People that owned homes
 » People that owed more than $20,000 on their car
 » People that followed the stock market
 » People that invested in real estate
 » People that were married
 » People that graduated high school and attended at least some college
 » People that watched Fox news

We could get as granular as 
we wanted. Facebook would 
deliver our ad to prospec-
tive consumers that met the 
criteria we set. 

This approach shows how 
a business person could 
“sharp shoot” for the ideal 
customer.

Let’s say that, on average, 
every time we spent $100 
on Facebook ads, we would 
reach 10,000 people. When 
we reached 10,000 people, 
we found that 3 percent, 
or 300 people, clicked the 
ad and visited our landing 
page. We knew that each 
click to our ad cost us $100 divided by 300 people, or 33 cents per click.

Out of  those 300 people that visited our landing page, our analytics showed us that 20 
people gave us their email addresses to download a copy of  our digital brochure. By that 
analysis, we knew we were spending $100 to give away 20 digital brochures. The result 
was that each time we spent $100, we collected 20 email addresses. Each email address, 
then, cost us $5.
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From the previous chapter, we knew that (not 
counting labor) I used to spend $30 to gener-
ate one lead. I would spend $300 to generate 
one phone call with a prospective customer. I 
had to spend $1,500 to acquire one custom-
er.

Contrast such marketing costs with what I 
could learn from the 20 people that down-
loaded a digital brochure. Over the next four 
months, those 20 people would receive au-
tomatic emails from me and additional free 
content. And over the next four months, five 
of  those people would become customers.

With digital marketing, my cost per lead 
dropped to $5. More importantly, digital 
marketing dropped my customer-acquisition 
cost to $20. Let me repeat! My cost-per-cus-
tomer acquisition dropped from $1,500 
before digital marketing to $20 per customer 

after I implemented systems and processes for digital marketing.

Again, my primary business is consulting for people that are going into the criminal jus-
tice system. It’s a very small market. Yet with digital marketing, I’m able to earn a consis-
tent $400,000 per year, and I can do so on my own time, with only 10 prospective cus-
tomers reaching out to me per day.

To supplement that income, I’ve been teaching other business owners how to use digital 
marketing techniques to grow their businesses. 

One of  my first clients was my good friend Sam. For longer than 30 years, Sam earned 
a living selling high-end real estate in North Los Angeles. He knew every neighborhood, 
and he had immense product knowledge. When it came to understanding market com-
parisons, Sam knew everything there was to know about every neighborhood. Customers 
were lucky to have his knowledge.

But how would customers know about his knowledge? He relied exclusively upon word of  
mouth to generate new business.
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Sam and I spoke about digital marketing techniques he could use. Our conversations 
led Sam to see the value in hiring a ghostwriter. Soon, the idea of  a book about how he 
helped consumers get more value from real estate became a reality with Go Ask Sam! 

By using his new book as a give-away product, Sam began a systematic, coordinated 
campaign to generate more relationships. Those new relationships resulted in more com-
missions. Sam attributes his investment in ghostwriting to a 10x return—and it’s an on-
going return because he continues to us the book to build more brand awareness for his 
business.

One lesson I’ve learned is that creativity is the only limitation to success. But that wasn’t 
an easy lesson to learn. In the beginning, I tried to run Facebook ads. They didn’t deliver 
the results I wanted. I started to make excuses, claiming that Facebook ads didn’t work. 
Then I realized that Facebook wasn’t the problem. The problem was that I was a lousy 
practitioner of  Facebook advertising. To improve, I needed to develop more tools that 
would help me connect with the prospective customers I wanted to serve. Acquiring more 
prospective customers required me to understood more about the Internet economy: I 
had to give away more free 
digital content to build 
trust and credibility. That 
trust and credibility led to 
more phone calls. More 
phone calls led to more 
opportunities to close busi-
ness.

A comprehensive digital 
strategy is essential. San-
dra and I understood that 
videos helped people get 
the message of  the value 
we could provide. In a 
45-second explainer video, 
a prospective consumer 
could see the value they would receive. As more consumers became familiar with explain-
er videos, opportunities opened for Sandra. She created animated videos to increase sales 
for other business owners. 
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Video helps attract more customers!

Businesses and marketers who used video ended up growing revenue 49% faster than 
non-video users in 2017. (Vidyard) Enjoyment of  video advertising increases purchase 
intent by 97% and brand association by 139%. (Kissmetrics).

For an example, click the link that follows to review one of  Sandra’s animated videos:

 » Link to one of  Sandra’s animated videos

The point I’m trying to make is that a business owner needs to create a full suite of  digital 
assets that tell the business’s story:

 » How do customers benefit by using the business owner’s products or services?
 » What differentiates your business from the competition?
 » Where can customers find examples of  your products or services?
 » Why should consumers believe that your business will solve their problem?
 » When can your customers expect to see results from your products or services?
 » Who is the person that stands behind your company?

The more information you can provide to your prospective customer, the more com-
fortable your prospective customer will feel about doing business with you. Digital assets 
should be a part of  your strategy that shows your company’s culture, and the values by 
which you operate.

Culture and Com-
pliance:

Sandra and I operate a 
small, family-owned busi-
nesses. We generate sev-
en-figure revenues while 
simultaneously enjoying the 
lifestyle that works for our 
family. Together we’re able 
to rear our two young chil-
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dren, Alyssa and Jason, while simultaneously working to help the clients we serve. With 
my consulting business, we’re serving a single person that is going through challenging 
times. With our business-development / media ventures, we’re frequently working closely 
with clients that have much larger teams and generate several million dollars in annual 
revenues.

What do we all have in common?

Regardless of  size, a business has a culture, or a personality. As with our personal lives, 
our values define our culture, or personality. People that work with me know and under-
stand that in my business, and in my life, I live by a motto: I never ask anyone to do any-
thing that I’m not doing.

What does that mean? It means that when other people think about me, I am hopeful 
that they see the values by which I live and by which I do business. They see that rather 
than selling hype of  false promises, I’m striving to live and doing business in a principled 
way, showing that I value:

 » Relationships
 » Honesty
 » Solid work ethic
 » Consistency
 » Predictability
 » Transparency
 » Fidelity
 » Financial stability

How do I show my com-
mitment to those values? I 
show commitment to values 
by which I profess to live 
and do business by every-
thing I think, say, and do. 
My family sees it every day 
in my choices and actions. 
As important, customers 
can see my commitment 
to those values when they 
review my online presence. 
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They see that consistency when they review:

 » Any of  my websites
 » My LinkedIn profile
 » Any of  my YouTube channels
 » Any of  my Facebook pages
 » Any of  my Instagram accounts

All of  those Internet plat-
forms help customers see that 
I’m not asking them to do 
anything that I’m not doing. 
Prospective customers see me 
as an authority, someone that 
is trustworthy. And when they 
read reviews, they see that oth-
ers are validating my work

In the digital age, many of  our 
prospective customers check 
us out long before they ever try to connect with us in person—particularly if  we’re offer-
ing services valued in the thousands of  dollars. How many times have you run a Google 
search to learn what others are saying about a company or individual with whom you 
want to transact business? 

When people find our work online, Sandra and I want them to get a better understanding 
of  who we are and how we live. We go overboard on giving them insight into our life.

When working with larger clients that aspire to build a more effective online presence, we 
urge those clients to take the same approach. Companies should articulate the values by 
which they operate and encourage prospective customers to judge them in accordance 
with such values.

It takes time, energy, and resources to build an online image that accurately reflects your 
company’s culture. But the investment is worth its weight in gold. And never forget that 
your investment in branding and culture will provide an ongoing return, hopefully for 
decades to come. The more detail business owners provide about how they’ve built their 
careers, the more credibility they will have with prospective customers. 
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Times of Peace Prepare for War
If  you’re doing well now, take time to document the journey by building platforms that 
allow you to capture genuine reviews. Then create campaigns that will allow your pro-
spective customers to see that you’re the gold-standard of  the industry, and that you can 
solve your prospective customers’ problems. 

Take a look at how my business generate reviews by clicking the following link:

 » Link to Facebook Reviews

As you can see our reviews are authentic, not the fraudulent reviews that consumers can 
easily see are a gimmick. 

The digital economy requires authenticity and documentation. And creating that docu-
ment is an excellent investment for any organization with aspirations of  growing. With 
good documentation, good policies and procedures, a company not only builds good will 
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with prospective customers, it accomplishes other goals that include:

 » Creating training documentation for new hires
 » Creating a road map that is easy for regulators to follow
 » Protecting resources when nuisance customers bring complaints
 » Protecting reputations if  customers lodge unwarranted complaints
 » Memorializing the process to protect against lawsuits
 » Offering blue prints for your team to study and improve upon
 » Setting you on a path to scale

Our team works with many small business owners to create these documents that memo-
rialize every aspect of  the business. Such an investment shows a professionalism, building 
trust from prospective customers. 

As I’ve stated throughout this manuscript, I never ask anyone to invest in anything that 
I didn’t invest in. This process of  digital marketing has really worked for the businesses I 
built, and I’m confident digital marketing can work for any business. I routinely invest in 
digital marketing, and the investment continues to yield massive results. 

Indeed, as a direct result of  digital marketing, I’ve received publicity that I would not be 
able to purchase for millions of  dollars. In fact, it’s not even purchasable. 
 
For example, on the first page of  this book I featured an image from a Washington Post 
cover story. Let me tell you the process to get that sto-
ry, and the result that followed:
 

◊	 Step 1: Write Lessons From Prison

◊	 Step 2: Build Websites and Publish Digital 
Content

◊	 Step 3: Film hundreds of  hours of  video, 
and publish those videos on my YouTube 
Channels

◊	 Step 4: Create Email Sequence Campaigns

◊	 Step 5: That preliminary work of  digital 
marketing Led a major network, NBC, to 
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produce, film and publish a movie that 
profiles my story. Result was credibility 
that I could not purchase.

◊	Step 6: Use URL from the movie of  
my life to build upon the credibility.

◊	Step 7: The movie results in high-
er organic rankings in Google search 

engines.

◊	 Step 8: As a result of  the higher search-engine rankings, when journalists search 
for information they find that I am an authentic resource and they contact me.

◊	 Step 9: Journalist writes a front-page story in the Washington Post.

◊	 Step 10: Apple News republishes the story and it starts “trending” and grows 
“viral,” generating more than 5 million views. The links live forever.

◊	 Step 11: All major television networks and radio channels reach out with re-
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quests to broadcast supplemental stories. Movie studies and book publishers also 
reach out.

 
Those are 11 steps that followed as a direct result of  the investment I made in digital mar-
keting.

Can you see the pattern? It is the concept of  the Fly Wheel in action. I wrote about that 
concept on page 39 of  this book, and it shows the importance of  documenting our story. 
By using digital marketing to tell the story of  your life, or your company, you create mo-
mentum. That momentum yields results over a lifetime.
 
This is not a short-term investment. I’ve been working for longer than a decade, investing 
a little more in the story every day. It’s worth millions of  dollars now. As a result of  the ef-
fort, I’ve generated millions of  dollars for my family, and I still have all of  the digital assets 
that I created. I’m certain that anyone can do the same. 

Whether you run a nursery, a carpentry business, a landscaping company, or a mortgage 
brokerage, an investment in digital marketing will yield results. Can you see how digital 
marketing can lead to local media coverage? Can 
you see how to use digital marketing to generate 
your own leads? 

Your business depends on leads. Investing in digi-
tal marketing so that you can control your business 
systemically.
 
Think of  your investment in digital marketing as 
one that will bear fruit for as long as you’re willing to 
work it. Again, I invest a little more every day. And 
as a result, businesses I build thrive. 

Yours can too!

Final Thoughts:

As further evidence of  how digital marketing techniques leads to new opportunities, I 
encourage readers to click on the article above. 

Click to View Article in Corporate Compliance
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Jay Rosen, a business journalist, writes for Corporate Compliance. My investment in 
digital marketing paid a huge dividend when Mr. Rosen contacted me with a request for 
an interview. The article he published exposes our team’s work to thousands of  corporate 
compliance officers. 

Thanks to Mr. Rosen’s article, I’m now receiving offers from Fortune 500 companies. 
They are inviting me to speak about my experiences, opening new income streams for:

◊ Compliance training
◊ Ethics training, and 
◊ Continuing education programs

None of  these opportunities would have opened without my making ongoing investments 
in digital marketing.

We encourage all business owners to invest in their story. Create content in every format, 
and use that content to build a formidable online reputation. It will lead to more business, 
paying dividends for generations to come.

Although we’re confident that you can become a master practitioner of  digital marketing, 
you may not want to invest tens of  thousands of  dollars in computer equipment and soft-
ware, or thousands of  hours to learn. Whether you do it yourself, or you hire a team, we 
encourage you to make the investment. And when you do, please share your experiences 
with us. We’d love for you to become a part of  our small-business growth community.

If  you’d like to learn more about client services that we offer, contact me by email:

 » JP@JustinPaperny.com
 » Text: 818-424-2220
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